
Guide to 
Influencers



INTRODUCTION

Laura Medalia (AKA @codergirl_ ) has just shared her set-up 
on Instagram and she has that Microsoft Sculpt keyboard, so 
maybe it’s worth the £100 after all? And, is it just me, or is the 
urge to quit your job and travel around the world even more 
tempting after Louis Cole (FunForLouis) posted that vlog 
about Egypt? 

In 2017, Google reported a +325% increase in searches for 
‘influencer marketing.’ This figure suggests two things: firstly, 
more people than ever are interested in the possibilities of 
influencer marketing - that’s a given. Secondly, it reflects the 
current agency marketplace, in which so-called ‘influencer 
agencies’ are cropping up at a rapid rate (about 12,100,000 
results returned for a search of ‘influencer marketing agency.’) 

2018 has seen the number of internet users worldwide 
increase by 7 percent to reach 4.021 billion, with the number 
of social media users globally reaching 3.196 billion, a 13% 
increase year-on-year. With more people following their style 
icons, tech gurus, fitness inspo and favourite gamers online, 
it’s no surprise that 39% of brands planned to increase their 
influencer marketing budget this year. 

SO, ARE YOU READY TO KICK IT WITH 
THE INFLUENCERS? 



WHAT IS AN INFLUENCER? 

Influencers take many Instagrammable, vlog-
worthy forms, but largely the premise of what 
defines an influencer is the same. An influencer 
is someone (a person, a group of people or even 
a pet…) who can affect the purchase decisions 
of others because of their audience, authority or 
knowledge. 

Influencer marketing is the collaboration 
between a brand and an influencer. Its aim is to 
tap into the influencer’s follower base in order 
to generate awareness and build trust. It usually 
takes the form of social content - product 
placement in a Twitch stream, YouTube reviews, 
Instagram pictures and so on. 

Let’s say your friend is a bartender. You’re 
heading out and want to know the best whisky-
based cocktail to order, so you naturally ask 
your bartending bud because you trust them to 
know what they’re talking about. 

Voilà! Your friend is an influencer in their own 
right because you’re likely to buy whatever they 
recommend - they’re the experts, after all. 

What a great way to sell products, right? 
Imagine if, every time your bartending friend was 
asked the best cocktail, they said something 
with Jack Daniel’s in it. Jack Daniel’s sales would 
increase! Maybe get them to Instagram or film a 
video about it and rope in fifty other mixologists 
to back Jack Daniel’s as the best cocktail 
ingredient. 

And so, influencer marketing takes effect. 

30% OF PEOPLE 
ARE MORE LIKELY 
TO PURCHASE A 
PRODUCT BASED ON 
RECOMMENDATIONS 
FROM A NON-CELEBRITY 
BLOGGER



WHERE DID IT ALL BEGIN? 

Long before you got your first smartphone 
or connection to the world wide web, the 
foundations of influencer marketing were being 
laid. Since the 18th century, fictional mascots 
and celebrities have been used to endorse 
products:

THE 1800S 

In the pre-internet days, an influencer was 
simply someone who could impact people’s 
tastes and buying habits. The earliest example 
of this dates back to around 1890, with the 
creation of the relatable, fictional character 
‘Aunt Jemima.’ Created by the Davis Milling 
Company, Aunt Jemima was brought to life with 
the hiring of actress Nancy Green, who adopted 
the persona to sell pancake mix and syrup to the 
unsuspecting public.

THE EARLY 1900S 

At the start of the 20th century, celebrities were 
being used to promote products. Sporting stars 
Babe Ruth and Ty Cobb signed their names 
to tobacco brands, all whilst Coca-Cola were 
beginning to monopolise the fictional icon of 
Santa Claus. 

THE 1900S UNTIL EARLY 2000S 

In the 80s, it was a celebrity triple whammy with 
the likes of baseball stars Bruce Sutter, Mike 
Schmidt and Dave Parker introducing America 
to the “Age of 7-Up.” In the 2000s, Tiger Woods 
would be frequently caught flashing his Rolex, 
whilst Britney Spears would be papped sipping 
on a can of Pepsi.

THE MID-2000S UNTIL PRESENT

In 2004, blogging became mainstream. By 2006, 
social media had spawned: Twitter was founded, 
Facebook became open for all and YouTube 
was purchased by Google for $1.65billion. 
Consequently, the public was given a voice. 
This produced Internet-grown influencers, who 
gained follows, likes and fans from their updates. 

IN 2018, ONLY 3% OF 
PEOPLE WOULD CONSIDER 
BUYING A PRODUCT IF IT 
WAS ENDORSED BY  
A CELEBRITY



WHAT KIND OF INFLUENCERS  
ARE THERE?

Influencers come in all shapes and sizes. The type 
of influencer can affect the price tag, as well as 
how effective the influencer marketing campaign 
is. Unfortunately, there’s no Argos-esque catalogue 
detailing what’s available, but influencers can usually be 
segmented into one of these four non-binding categories: 

YOU CAN ATTAIN THE SAME OR 
LARGER REACH WHEN SPREAD 
ACROSS A HANDFUL OF MICRO-
INFLUENCERS FOR A FRACTION OF 
THE COST, WHILE ADDING A MORE 
DIVERSE, YET TARGETED AUDIENCE

Troy Osinoff, Head of Customer Acquisition at Buzzfeed

“

“

FOLLOWERS

MICRO-INFLUENCERS

Think the likes of Twitch streamer @xloeya, fashionista  
@dandyinthebronx or globe-trotter @amandablakley

Micro-influencers typically have between 5-50K followers. 
It isn’t uncommon for micro-influencers to be popular on 
one or two specific channels, rather than a variety. Micro-
influencers may have a smaller audience, but this tends 
to mean they’re more loyal and receptive to the posts. 
On Instagram, you’re ten times more likely to get a like 
or comment using a micro-influencer. 

Bloglovin’ reported that 84% of micro-influencers 
on Instagram charge less than $250 per branded post, 
and 97% charge less than $500. Twitter is even cheaper, 
with 90% charging less than $150 per post. With a 
considerably smaller price tag attached, businesses 
can enlist the help of multiple micro-influencers, for the  
same cost as a more popular influencer. 



MID-TIER INFLUENCERS

Think the likes of jet-setter @jetsetchristina, interior designer 
@bo__decor or menswear expert @davidgrr 

These mid-tier influencers boast between 50-100K followers, 
usually across a variety of platforms (e.g. Twitter, Instagram, 
YouTube). It’s not uncommon for 
bigger influencers to dabble in 
multiple industries, with some 
crossing over between gaming 
and tech, beauty and skincare, 
travel and fitness, for example. 

As always, the price of working 
with an influencer of this size 
depends on the demographic and 
product of what’s been promoted 
or advertised, but SproutSocial 
reported that the average price 
for an influencer with 100,000 
followers was $763 per post. 

TOP-TIER INFLUENCERS

Think the likes of beauty 
blogger @bellejorden, fashion 
mum @sammijefcoate or 
Manchester’s make-up 
extraordinaire @thealexisstone 

Popular in all corners of the 
internet and usually boasting 
well over 100K followers across 
a number of channels, top-
tier influencers are just a step 
below traditional celebrities.

Indeed, it isn’t uncommon for them to be considered celebs in their 
own right - take @temmyhembrow, whose fitness Instagram page 
has hit 8.5m and has resulted in her own successful fashion line. 

However, with great following comes great cost. Top-tier influencers 
with between 50,000 and 500,000 followers charge a reported $2,500 
for a YouTube video, $1,000 per Instagram or Snapchat post and a 
minimum of $400 per Tweet. 

FOLLOWERS

FOLLOWERS



CELEBRITIES

Think the likes of musician @iamcardib, Queer 
Eye’s hair guru @jvn or even @therock! 

The real deal! Celebrities are traditionally famous 
from a mainstream career so naturally have an 
impressive following across every social channel 
they grace. Expect to pay premium prices, 
though. An account of 3-7million followers costs 
around $187,000 per YouTube video, $75,000 for 
an Instagram or Snapchat post and a $30,000 
for a Tweet. 

Whilst celebrities have a following to brag about, 
consumers have cottoned on to the fact that 
celebrity endorsements are mostly about money, 
and only 17% of British adults find celebrity 
endorsements trustworthy. 

Celebrities can bring significant exposure for 
a business with a reputation built up from 
traditional means, but it’s also worth bearing in 
mind that celebrities don’t necessarily run their 
own social accounts. 

TO QUOTE SETH GODIN, PEOPLE CAN 
‘SMELL THE AGENDA OF A LEADER’. THIS 
HAS NEVER BEEN MORE TRUE WHEN IT 
COMES TO INFLUENCER MARKETING. TO 
MAINTAIN LOYAL FANS, YOU MUST LOVE 
AND BELIEVE WHAT YOU ARE ENDORSING

Mari Smith, Facebook Marketing Expert and Author

“

“



WHAT ARE THE RISKS OF 
INFLUENCER MARKETING?

Like any method of marketing, there are certain 
risks attached to working with influencers. 
Sometimes marketing efforts just don’t play 
out the way you want them to and as influencer 
marketing usually means relying on an individual 
(unless they have an agent), things can be 
slightly more out of your control. 

We’ve all seen the issues surrounding influencer 
marketing. Lest we forget when YouTube 
personality PewDiePie openly called another 
player a racial slur before laughing it off or when 
Logan Paul uploaded a controversial video 
filmed in the Aokigahara Forest at the base of 
Mount Fuji, a frequent site of suicides. 

The risks attached to influencer marketing are 
largely avoidable. It’s important to remember 
that even though you may be working with an 
individual, it should be treated as a business 
transaction. To stay above board, contracts 
should be signed and social posts promoting 
your product should comply with the  
Advertising Standards Agency.

Moreover, it’s important to look out for who 
isn’t an influencer. Sure, they might have a lot 
of followers and ‘likes’ - but how legit is it? It’s 
easier than ever to purchase fake followers or 
accounts with thousands of followers already 
established. This voids the account as pretty 
much meaningless, and when publishing content 
it’s quality over quantity. They might have 1m 
Instagram followers or YouTube subs, but if each 
upload only receives 500 ‘likes’, is it even worth 
your money? 

When working with an influencer, it’s important 
not to just ask them to dish out a marketing 
spiel on why your product is the best. It’s true 
that people buy from people, but a Tweet full 
of overused brand messaging isn’t going to 
drive conversions. Be authentic, and allow the 
influencer to craft the messaging to fit their 
online tone of voice. 

Long story short: not all influencers are 
influential. Seek out those who receive a 
balanced ratio of follows to interactions, who 
actively work to provide authentic reviews and 
posts about products and those who directly 
engage with their following and community. 

THEY MIGHT HAVE 1M 
INSTAGRAM FOLLOWERS OR 
YOUTUBE SUBS, BUT IF EACH 
UPLOAD ONLY RECEIVES 500 
‘LIKES’, IS IT EVEN WORTH 
YOUR MONEY?



CONVERSIONS? 

It’s becoming increasingly difficult for businesses 
to reach their target market through advertising 
and marketing online. With 40 percent of 
millennials using adblocker and only 33 percent 
of consumers trusting traditional advertising, 
brands need to be getting creative with how they 
deliver their message. 

It’s been reported that influencer marketing 
can generate 11 times the ROI of traditional 
advertising - so can it drive conversions for you? 
98% of marketers see value in incorporating 
influencers into their strategies, with influencer 
marketing giving businesses the opportunity 
to get right in front of their intended audience, 
represented by a trustworthy, seemingly ‘non-
bias’ industry expert. 

4 out of 5 marketers find it tougher to reach 
new customers than it is to retain existing ones, 
and piggybacking off an influencer’s already 
established audience can help expose brands 
and products to a new set of consumers.

CONCLUSION 

Being able to decipher the difference  
between a micro-influencer and a mid-tier 
influencer, or knowing which celebs will most 
effectively represent your product offering, 
can drastically improve the likelihood of 
your marketing success! 

Finding someone who can be relevant 
and authentic whilst speaking your customer’s 
language can help drive those conversions - 
it’s a bonus that they’ve got a few thousand 
followers! 

Influencer marketing can be a tricky tactic 
to kick-off, so if you need any assistance getting 
the ball rolling on your influencer domination 
technique, contact Neon!  

Email: hello@weareneon.com 

Tel: 0161 507 3900


	contact Neon!



