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How to… 
do influencer marketing

Influencer marketing has fast become a crucial 
part of modern day business, with the industry on 
track to be worth $15 billion in the next two years.

Used by many different companies, from tech 
start-ups to established fashion brands, they 
are drawn in by the promise of increased brand 
awareness, enhanced reputation, greater share of 
voice and the potential to generate sales. 

trianglepr how to guides



3

 

On paper, it appears to be the unicorn 
marketing has long waited for, but, as those 
on the ground will tell you, it’s more complex 
than simply selecting an influencer and 
watching the magic happen. 

With a range of strategies and online channels 
to choose form, implementing a successful 
influencer marketing campaign takes a lot of 
know-how and hard work.

Here’s some useful advice.
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Know your goals

The power of influencer marketing lies in its 
adaptability, with an array of options available to 
reach and connect with relevant audiences both 
online and across traditional mediums.

To be successful in this space, you must have a 
clear idea of what you want to achieve from the 

outset. 
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Defining your goals is a good place to start. 
Ask yourself whether you want to boost brand 
awareness, build customer loyalty or generate 
leads.

Determining these objectives will also give you a 
good idea of the KPIs you should use to measure 
the success of your campaign. For example, if 
the goal was to reach a wider audience you may 
track the impression data of your posts. 
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Establish brand-fit 

The best influencers align with the brand and 
the product or service it is promoting. This is 
where research comes in. Establishing ‘brand-fit’ 
relies heavily on how well you understand your 
target audience and the online communities in 
which they are participating. In the absence of 
this, many organisations become seduced by the 
number of social media followers an influencer 
has, often to the detriment to their brand and 
goals. 
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Backed by the right research, influencer 
marketing can deliver impressive and long-
lasting results. Take Nespresso’s now-renowned 
campaign starring George Clooney – a star who 
personifies everything the brand is about. The 
business impact, later dubbed the ‘Clooney 
Effect’, saw Nespresso enjoy global growth of 
22% as sales rocketed.
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3 Craft your campaign 

The aim of influencer marketing is to find an 
individual who generates authentic, good quality 
content on a platform relevant to your brand and 
target audience. It sounds simple, but to achieve 
this you must make the right choices along the 
way. Instagram vs Snapchat, reality star vs fitness 
fanatic, brand ambassador vs one-off gifting; the 
list continues.
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These decisions around which influencer, 
channel or strategy to use often have a bearing 
on one another. 

For example, your choice of online platform may 
be dependent on the influencer’s follower base, 
and vice versa. The goal is to maximise the value 
of the partnership, creating a campaign that is 
mutually beneficial to both the brand and the 
individual delivering it.  
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Authenticity is key

Authenticity is crucial to a successful influencer 
marketing campaign. Look for individuals who 
resonate with your target audience and are 
invested in the markets you are operating in. 
They don’t necessarily have to be a celebrity or 
a household name; in many cases, influencers 
are just normal people with a strong but niche 
following.  

For example, an ethical lifestyle and beauty 
blogger would be the perfect match for a 
vegan make-up brand. Countless infamous 
case studies have shown us that superficial 
relationships can have a damaging impact on 
your campaign, so don’t make that mistake. 

trianglepr how to guides4



11

 

Even with the best brand fit, the advertorial 
content of a post has the potential to throw a 
spanner in the works. Finding the right balance 
between control and creativity is key – do have 
a say over the content an influencer posts about 
your brand but don’t have so much input that 
the audience questions whether it is genuine or 
not. 
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Know the rules 

In the UK, there are three bodies that regulate 
the influencer space: the CMA (Competition & 
Markets Authority); ASA (Advertising Standards 
Authority); and CAP (Committee of Advertising 
Practice). They state both brands and influencers 
have a responsibility to disclose their relationship 
and make it clear to consumers that they are 
being sold to. 

Often this involves including the relevant hash 
tags within a post. For example, if a brand has 
both paid an influencer and had editorial control 
over their content, #ad must be present. Failure 
to adhere to these guidelines can be costly, so 
it’s best to read up on the rules in advance. 
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https://www.gov.uk/government/publications/social-media-endorsements-guide-for-influencers/social-media-endorsements-being-transparent-with-your-followers
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If you’d like an informal discussion to explore 
how influencer marketing could work for your 
business, email us at prworks@trianglepr.co.uk 
or call 0161 938 8155.
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