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Introduction

Today’s tech-savvy audience is no longer convinced 
by traditional marketing efforts. Although social 
media has long been considered one of the best 
ways to reach your target audience, how this is done 
has changed over the past few years.

Marketers previously appealed to their audience 
through platform-specific sponsored advertising. 
There is, of course, still a place for this in some 
strategies, but the most effective way to reach the 
modern audience is now through influencer 
marketing. 

This new tactic is owed to a shift in trust from 
companies to people: the Nielsen’s Global Trust in 
Advertising Report found that people are 92% more 
likely to trust recommendations from their peers 
than advertising when it comes to making purchase 
decisions.

As a result, companies, writers and experts have 
begun raising awareness of their brand through 
partnerships with particular well-known persons; 
hence, ‘influencers’. This capitalizes on the 
reputation and authority of one person to raise that 
of another. 

Top-of-mind influencers are often in the B2C space, 
but this strategy is also applicable to those in the 
B2B sector.

William Grou, the Co-founder of creative agency Willow 
and Hive, is particularly proud of one of their client’s 
successes.

He said: “We leveraged the cat influencer account 
community of Instagram through fun, themed post 
collaborations, giveaways and contests. We worked with 
accounts ranging from 5k to roughly 100k followers and 
grew the client’s following by roughly 2000% over 3 months 
using a very reasonable budget.”

“The real success though was through the relationships we 
helped build by linking all those accounts with similar 
interests together, they are still collaborating together 
long after our project.”

We spoke to brands and 
influencers in both the 

B2C and B2B space and 
got their advice on 

influencer tips, tricks, 
and best practice. 

http://www.nielsen.com/us/en/insights/reports/2015/global-trust-in-advertising-2015.html
https://www.willowandhive.com/


Finding the right influencers 

Treat influencer marketing like 
any other campaign 

So how can you achieve success like this? 
Ensuring you have the right person for the 
job is of course critical. There are now many 
types of influencers, from the old-school 
celebrity to the Instagram-famous, all who 
need to be approached and rewarded 
differently. 

Since influencer market growth, more and 
more have begun capitalizing on their 
following and accepting payments for 
promotional posts. Gone are the days of free 
samples for reviews from bloggers: big 
social media personalities are here to stay. 

Connecting with influencers can be tricky. After all, this marketing tactic is no longer a secret. 
They are in demand. That’s why you have to do your research and ensure you’re reaching out to 
the right person for the project at hand. Without doing so, you’re wasting your efforts and their 
time. 

Refer to all of the things you’d consider during a traditional advertising campaign; reach, 
engagement, content, location, and demographics. This should help you determine if the 
influencer is a good match.

That’s why turning an influencer into a 
legitimate advocate is so important - if they 
are genuinely excited about a product, they’ll 
promote it regardless of your arrangement. It is 
this honest drive to add value to their followers 
that establish influencers as a valuable and 
trustworthy channel.

Word-of-mouth (or the digital version of such) 
via an influencer is the modern version of a 
recommendation from a friend, but on a mass 
scale. Using this strategy, brands reach farther 
and connect with prospects better, which 
increases credibility and establishes 
meaningful relationships with customers.



Ask questions: How big is the influencer’s audience? What they’re talking about? 

But remember that big numbers aren’t everything - also take note of how many of their 
followers actually engage with the content they share. This prevents you from being duped by 
a fake or unengaged audience.

Research isn’t just to weed out the fakes. It also allows you to create bespoke messages 
depending on age, gender, and lifestyle of both the influencer and their followers. This ensures 
the influencer genuinely has the audience you’re targeting and will affect how an influencer 
responds to your request. 

To avoid big accounts and big pitches with low response rates, opt for the micro-influencer. 
Micro-influencers often have a highly engaged audience so they are more impactful. Go 
about approaching them just as you would those with a larger following, and monitor them to 
gauge suitability. 

KEY POINTS

Consider audience factors just like 
traditional marketing 

Micro-influencers may be more 
effective than bigger accounts 

Do your background research to 
ensure suitability and success



What the experts say about finding the 
perfect match

“The number one thing to look for is creativity. 
We always involve our partners from the 
start,picking the ones that are the most 
involved and are giving the most feedback and 
ideas on the strategy. This is because the more 
you’re involved, the more you care about 
something. And if we’re able to create passion 
about a project with an influencer that means 
that the fit between them and the brand is at 
it’s best - which means that our goal to create 
win-win partnerships is fulfilled. Then comes 
impressions, audience, reach and all the 
technicalities.” William said. 

Raeleen Kaesehagen, Founder and CEO of Mudputty, 
an online community to help people find and book 
classes, activities, and workshops locally, suggests 
using platforms specifically for sourcing and building 
relationships with influencers. 

“When getting started, a platform allows you to find 
the people quickly rather than spending hours 
yourself. I used Tribe, which allowed for Instagram 
posts. One good feature of Tribe is that influencers 
submit the post pic and you can choose which ones 
you like, and only do those. This makes it quick and 
easy to generate a tonne of content at once.”

“theright.fit is another platform I used. They have a 
broader talent range, including a lot of bloggers and 
influencers from all industries, and on all social 
platforms instead of just Instagram.”

Beau Ushay, Owned Media and Content Specialist at Ushay Consulting Group, agreed, saying: “If 
you’re just getting started, I would find a good agency and enlist their help. They’ll know the cadre 
of talent they have available, who will be a good fit for your brand and will help set it all up.

“It may seem more expensive at first, but you’ll avoid the legwork of setting it all upand chasing 
results. Then when you see the reporting, you’ll be in a good positionto decide whether the spend 
was worth the investment, when compared to othermarketing avenues.”

12, 918 LIKES

https://mudputty.com/
https://theright.fit/
https://www.linkedin.com/in/beaujushay/


You can also use tools to check your influencer hasn’t just bought their followers. Kimberley 
Maunder, CEO and Founder of Strive Activewear, recommends Social Blade. She found out, 
after a collaboration, that some of her influencers had seen a few random uplifts of 500-1000 
followers within a day, “which is a pretty obvious sign that many of their following was fake”. 

Influence is all about engagement - and doesn’t the industry know it. Once you’ve made sure 
all of their followers are legit, make sure they’re actually commenting on content too. 

“Ensure it is a good brand fit, that their target market is yours and that their audience is 
commenting. It's easy to get 1000 likes. It's hard to get 50 comments and engagement. Likes 
are nothing and generate no result for you. People engaging drives results,” Raeleen said. 

“Also check the comments are not just theirs. As influencers know it's about engagement, they 
comment and like other influencers’ posts to help each other out. In the end, you find there's 
not much engagement, just a lot of comments from the same people.”

Collaborations must be mutually 
beneficial

KEY POINTS
Engagement is more important 
than followers 
Add value to the influencers 
Take inspiration from the 
buyer’s journey: engage, pitch 
nurture 

We’re all used to pitching; whether it’s guest posts, 
content syndication or selling yourself on LinkedIn. 
Targeting influencers is no different, though they tend 
to be more cautious with partnerships. After all, 
endorsing your brand puts their reputation on the line.

Sizwe Simelane, Head of Digital Marketing at brand 
storytelling specialists Idea Hive, said: “It starts with 
their story matching our client’s brand story. Take care 
to ensure

authenticity by placing influencers whose interests and 
preferences align with the specific brand’s objectives.

When brands are aligned, your campaign will thrive. So 
show them your value, the value of your company and 

product or service. This is vital because many influencers, 
especially micro-influencers and experts in the B2B space, 

will only partner with companies that they believe truly 
benefit their audience. That’s why influencers rose to 

popularity, after all. 

You’re familiar with both the buyer's journey and marketing 
funnel, influencer success does not differ too greatly from 

this: Engage, pitch, nurture. 

https://striveactivewear.com.au/
https://socialblade.com/
http://www.ideahive.co.za/


Different types of influencers 
‘Influencer’ was once a label restricted for celebrities and academics. However, the rise of social 
media has paved the way for a diverse influencer offering. Anyone is a target, but ensuring you’ve 
got the right person for the job will be crucial in your campaign. Which influencer is right for your 
brand? 

This category includes the 
actors, artists and social 
media influencers. Often the 
top-of-mind influencers 
The shift from trusting 
brands to trust peers places 
incredible importance on 
public figures. Leveraging 
this group’s audience is 
great for B2C but not so 
much B2B
Nearly everyone in the 
industry knows about them

The public figure

Traditional journalists still 
have a large impact on 
brands

Guaranteed reach via their 
publications 

Befriending a relevant 
journalist is a good move for 
any brand in any industry

The journalist

If you have a product you’d like 
reviewed, bloggers are the 
answer
Best known for covering niche 
topics and are likely to review 
your product in exchange for 
free samples
Often more flexible than those 
in a more professional or 
explicitly promotional setting
This relationship is mutually 
beneficial,so take advantage of it 
- host Twitter chats and interact
on other social platforms

The bloggers



South Africa-based Influencer Asha Singh, who 
focuses on lifestyle and travel, said she doesn’t 
expect brands to build a relationship before 
reaching out, but that it’s important they do so 
after. 

She said: “I don't mind if they haven't built a 
relationship with me beforehand if it's their first 
time wanting to work together. But after that, I 
kind of expect a more mutual exchange, so them 
sharing my content, being in contact with me, 
and then working together in the future.”

William said: “Willow and Hive prefer micro-
influencers for their authenticity and closeness 
to their audience. They are often very passive 
about brand deals so we are more often than 
not the ones to make the first step.”

Thought-leadership has long 
been an asset to any brand 
looking to reach an audience 
within the B2B space

Your CEO or any other exec 
carries great authority within 
the industry. Utilize this more 
by taking an active part in 
networking, speaking at events 
and publishing expert blogs

Providing the audience with 
valuable industry insights
Likely to have an extensive 
professional network on and 
offline

The corporate exec

Tend to be industry-specific 
people who have carved a 
name for themselves through 
social media
Don’t have a fraction of the 
followers that public figures do, 
but they’re still influential
Often more responsive due to 
being less in-demand
Followers often more engaged 

The micro-influencer

http://www.lifebyashasingh.com


Remember, influencer campaigns don’t have 
to center around someone else with an 
existing audience, but you could work to 
establish yourself as an influencer. This a core 
part of social selling.

Matt Stevens, President and Co-founder of 
Alleva, a company that builds substance 
abuse treatment software, has worked to 
position himself as an expert in this field. 

He said: “Up until about six months ago we 
were focusing all our marketing dollars on 
paid search and social media ads but we 
weren't getting much return on it. We decided 
to try something new and be an authority or 
influencer in our space. 

“The goal is to help businesses treat people 
with mental health and drug addiction issues. 
We believe we can do that by giving out free 
advice, teaching people, and answering 
people's questions. Hopefully, we'll gain their 
trust, they'll see we know our stuff and they'll 
want to do business with us.”

Nilesh Kadivar, Marketing Manager at Techuz, offers this advice: “Narrow down your niche. Based 
on your product or service find the influencer who is suitable for that niche. Mostly go for the 
small to medium range growing influencer, they will take your campaign seriously as they are 
growing. It will save you money.

“And then audit the influencer Instagram account to find the fake and real followers profile and 
engagement ratio. You can use tools like Social Audit Pro. 

“Check the history of the influencer to study the product and service which get successfully 
promoted and apprised by the followers. Master Rule: Don't focus on the Influencer, focus on the 
followers, who are a real buyer.”

Connector’s most valuable 
asset is their network, and they 
know it
Add value to them by offering 
introductions to relevant 
people and they’ll do the same
Hard to find but they’re important 
to your bottom line and reach

The connector

A tip from Techuz

https://www.allevasoft.com/
https://www.techuz.com/


Engage, pitch, nurture

Influencer outreach should start long before you 
approach them with a partnership offer. By 
interacting and engaging with their content on a 
frequent basis, they should begin to notice your 
presence and get to know your brand. 

Following influencers on social media and 
demonstrating an interest in what they do makes 
it easier to establish a connection later on too - it 
automatically puts you one step ahead of 
companies who opt for cold outreach. This 
engagement means you’re constantly learning 
about them and their target audience, inevitably 
making your pitch easier. 

Outreach will be difficult at first but perfecting 
your approach is worth it - influencer marketing 
is likely to become an integral part of your 
marketing strategy. Don’t be afraid to play 
around to find your optimal pitch. 

But remember, what works for one person may 
not work for another. This is why that initial 
research stage is so important, you have to really 
get to know your influencer and keep track of 
what you’re doing. Plus, the relationship you build 
doesn’t end once they agree to work with you or 
when the project comes to an end. You worked 
hard for this; maintain it. 
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Working with an influencer 
does not always mean there 

must be a monetary 
payment. When pitching, 

think about their goals and 
try to shift yours in line

Explain how you’re more powerful 
and influential together

Be clear on what you’re trying to 
achieve and want

Manage the influencer’s 
expectations



Keep track of everything you do
Building and maintaining relationships is difficult, but the trust and loyalty your brand establishes 
with one influencer and their followers should be maintained to ensure that when another 
opportunity arises, they’re ready to work with you again. 

Put together a database of targets, note down which influencers you’ve engaged with, and 
include information such as demographics and lifestyle that were mentioned earlier. Keep 
working on this list by adding details of content and topics they’re discussing - influencers evolve 
so staying up-to-date is also essential.

Remember, a lot of influencers do have 
contact details on their profiles. They want to 
work with great brands as much as you want 
to work with great influencers. If you’re in the 
B2B space, connect or follow your targets on 
LinkedIn. 

Yacine Amor, Managing Director, Artisan 
Olive Oil Company, distribution and 
wholesale of astral and organic 
Mediterranean fine foods said: “We are 
planning to put together a list of target 
influencers we would like to work with across 
various product lines and audiences to 
promote our new product launches in 
particular.

“We maintain contact with a number of 
influencers we have worked with in the past 
to whom we propose new ideas and 
products on a regular basis. Some 
opportunities arise naturally as we 
understand each other better.”

KEY POINTS
Use data you have on your target 
audience to inform your strategy
Create a database of influencers and 
continue to update it 
Play around with different pitching 
formats and use data to personalize 
them
A big audience isn’t the be all and 
end all 

https://www.artisanoliveoilcompany.com/


Everyone has different ways of pitching 
and approaching

Georgia Budden, Web Content and Marketing Coordinator at Service.com.au, a trades and 
services platform that connects everyday homeowners to local service professionals, prefers to 
start on email and moves to social after a few days. 

She said: “Sending a professional email initially explaining how we’d like to collaborate and how 
themselves and their followers will benefit from the partnership, then following up with an 
Instagram message if there’s no reply, as many Influencers find the email ending up in their spam 
folder and may not see it.”

Again, convince influencers that you’re worth their time. They’ll be far more responsive if you can 
demonstrate value to their audience. The promise of backlinks and intros will also help when 
pitching to certain types of influencers, like the connector. 

Experts and thought-leaders love to continuously learn as well as impart their knowledge on 
others. If they are your target, let them know that working with your brand will deepen the 
knowledge or showcase their expertise.

Asha stresses the importance of 
positive interactions. She said: 
“Bloggers get contacted by so many 
brands and sometimes get multiple 
press drops in a day.If I don't post 
about your product immediately, it 
might be because I have 100 others to 
post about all while working full time 
and being a university student. 

“What encourages me is when brands 
are easy to work with and supportive. I 
love when they reply to my post about 
them or even just thank me for the 
content. Trust me, this doesn't happen 
often enough!”

TOP TIPS:
Be personable; don’t send pitches in batches because they’ll know
Target highly relevant individuals, you’re wasting everyone’s time 
otherwise 
Offer something, even if it’s as simple as sharing their content on 
social 
Be human-centric, even if there’s no time to build a relationship 
(though you should try to)
Don’t send too many follow-ups too soon; this looks spammy 

http://service.com.au/


William said: “The best way to approach an influencer is to involve them in the creation 
process from the outset. They are businesses and they like to have things a certain way and to 
look the best they can, as every other business does. 

“By giving them guidelines and creative freedom and approaching them with authenticity and 
collaboration you can’t go wrong. Make them feel part of the project instead of a pawn being 
used for their exposure.”

Craig Mack, a Social Media and Content Strategist, blogger and influencer at Craig on Toast, 
agrees that including influencers in the creative process is one of the best ways to build a 
strong, mutually beneficial relationship. 

He said: “The most encouraging and enjoyable brands to work with are the ones who think 
creatively, act with a bit of bravery and boldness, and understand that giving influencers a 
clear and concise brief with campaign objectives, clear messaging and other important info is 
as important as trusting the talent and giving the freedom to create the content our own way. 
We know what will work for us and our audience, give us the what and trust us with the how.”

Being direct and honest pays off 
Sizwe and Idea Hive look at it differently: “The ideal way 
to approach an influencer is through an honest and 
direct sale. Demonstrate how the influencer may 
benefit during the campaign too - they should not feel 
as though only the brand benefits. It should be a 
mutually beneficial relationship. 

“There should be a space for the influencer to be able 
to elevate their own standing in the campaign as an 
influencer whilst doing the same for the brand.”

Managing Director of Biologi, Lucy Kuper, suggests 
sending a message introducing your brand and 
suggesting that you can send them some samples to 
try - of course depending on your industry. 

She said: “It should always be a two way street – don’t 
expect something if you’re not willing to offer 
something in return. Another great way is to hold an 
influencer event which gives you an opportunity to 
invite them along to get a better understanding of 
what your brand is about.”

https://craigontoast.com/
https://www.biologi.com.au/


Because at the end of the day, both you and your target are trying to run a business. Having 
time to build a relationship ahead of working together is a luxury that most companies do not 
have. 

As Craig puts it: "Relationship building is best served with a purpose. It's far more effective and 
important to understand the influencer, their relevance to the brand and the work you want to 
do together before approaching them. 

“Part of building relationships is showing respect so for me. It doesn't matter how you 
approach me for a collaboration, it matters that you've done your homework and know how 
and why I fit the brief.”

Being flexible shouldn’t be undervalued when pitching either. Don’t offer different influencers the 
same deal, even those in the same space will differ. Remember that influencer marketing is all 
about meaningful relationships, so don’t undercut your own efforts by sending cold, batches 
pitches out. 

“We [Artisan Olive Oil Company] propose different forms of collaboration - this could be a 
product review or a recipe development. We then seek to clarify the conditions under which they 
would like to operate as well as the one which best fits their blog an audience,” Yacine said. 

“We also seek to be as precise as possible with the date and type of coverage influencers will be 
providing. Whilst we are relatively new to this field, we feel that the best partnerships have started 
with a very open and transparent approach in regards to the expectations of each party.”

Cater your offering to your target 
influencer 



Are paid partnerships worth it?
Regardless of your extended efforts to establish a relationship, sometimes approaching 
influencers in hope of an organic relationship is simply not effective. Try offering something to 
entice them. Depending on your industry and the influencer, this may well be money, event 
tickets or freebies. 

The increased use of influencer marketing 
advocates its use: a shift to the personal 
rather than the collective means that 
influencer marketing is effective in most 
industries. 

Consider your goals. The report also found 
that in 2018, 25% of marketers see customer 
experience as a top priority, followed by 
brand awareness and customer acquisition, 
compared to the previous year when 
customer acquisition topped priorities. 

So if a greater reach is your goal, this 
strategy is perfect. But if it’s not, take time to 
think about it because influencer marketing 
doesn’t guarantee direct interaction or 
leads.

You should always know the worth of your 
collaborators and keep them in mind when 
working out ROI.

Asha said: “Most negative experiences come from 
brands that don't know how to work with 
influencers. Like a brand that pesters you for 
content even though it's a product exchange that 
you aren't getting paid for, and the actual 
product isn’t very expensive.” 

“You pay a photographer, you pay a stylist, you 
pay to have an ad in a newspaper, why do you 
see a blogger as free advertising?”

Do your due diligence and treat influencers as 
you would any other business you collaborate 
with. Sign a contract and make sure you’re 
protected if things go wrong. 

Kimberley said: “I paid one girl for one post that 
was never shared to her story. You could hardly 
see the product in the photo either and her face 
wasn't in the shot. For the amount of money I paid 
her, I would have expected at least 5 high-quality 
photos, a story share, and for her to share the 
discount code I sent her.”

A 2018 study from thought leadership 
platform OnBrand Magazine found that:

79% of marketing decision-makers will invest in 
influencer marketing this year
43% plan to invest even more than they did last year
22% are venturing into the market for the first time



What do our experts say about 
rewarding influencers?

We reward them monetarily of course. But by 
involving them from the start we ensure that they 

also gain in experience, creativity, and overall 
recognition through the partnership.

Pay your influencers. On Time. Always work with a 
contract and make sure everyone is on the same 
page. Let your influencers be creative with their 

content to suit their audience and style.

We offer free product samples and would 
consider other arrangements for larger 

campaigns.

We reward them monetarily of course. But by 
involving thWe reward influencers through 

remittance as well as endorsements. The only 
currency we don’t believe in paying in is 

‘exposure’

Set your budget and work out your return on 
investment. This is no longer a cheap form of 

advertising. It's very expensive now and you need 
to ensure you are getting a return compared to 

spending that money on other marketing 
channels.

https://www.willowandhive.com/
https://mudputty.com/
http://www.ideahive.co.za/
https://www.artisanoliveoilcompany.com/
http://www.lifebyashasingh.com/


What do our experts say about 
rewarding influencers?

Influencers we work with are rewarded with more 
campaigns, bigger spends, deeper collaborations.UCG

In many ways – usually by hosting influencer 
luncheons or dinners where it’s a great chance for 
us to all catch up and just have a good time. We 

also regularly supply them with products and 
treatments, plus help to promote their platforms 

on our own or through PR whenever they’re so kind 
to support us.

It’s not so much about rewarding influencers but 
just ensuring that they have all the necessary 

tools available to make their job as easy as 
possible. This includes providing them with all the 

correct information and links, good photos and 
video and easy access to whatever they need to 

create amazing content.
- Janine Avery, the founder of 5 Star Stories

On some occasions, we have organized for a 
tradesperson (eg. Gardener) to complete a 

simple job, such as 2 hours of work at the 
Influencer’s home, and at other times we simply 

pay them a fee for sharing a Story.

https://www.ushay.consulting/
http://service.com.au/
https://www.biologi.com.au/
https://www.5starstories.co/


This is how you utilize the power of 
influencers 

In such a digital world, influencers are key in any modern strategy. Finding the right partner for 
your brand may not be easy, but hard work pays off. 

Research is critical. By taking note of the critical topics and issues facing your industry, you can 
find influencers whose ideas mirror yours and pursue the opportunity to advance your brand. 

There’s no right and wrong with influencers: be informed, open, and honest, and you can build 
positive and meaningful campaigns no matter your industry. 

Beau said: “Like any form of driving media, start with the destination first and work backward. 
There’s no point in driving eyeballs to a website or conversion point which is not optimized to turn 
that traffic into paying customers. So make sure your landing pages and other assets are 
cranking at full capacity before burning through your ad spend.”

Craig finalized: “Plan your influencer strategy like you plan your media strategy and apply the 
same type of thinking, and you're likely to see a very different result.

“Through research, find the best people for the work - not just the ones with the biggest audience. 
Write a brief, be clear on your objectives, make the campaign measurable, and when it comes to 
the content trust your talent and give them the freedom and voice you've engaged them for.”

Though don’t jump on influencers because everyone else is doing it. Make sure they, their 
audience, and the wider strategy in general, will generate the results you’re looking for. It’s still in 
its infancy, but according to William, the world of influencer marketing is at a crossroads.

“Thatcher agencies need to switch to the creative approach and drop the classic influencer 
product picture. The type of collaborations done with influencers is stagnating. Campaigns 
always need to be unique to have a real chance at influencing the buying decision,” William 
finished. 



Thank you to our 
contributors 

A big thank you to everyone who contributed to 
this guide

UCG

UCG



hello@radialpath.com +44 3301130888Contact Us

We hope you have enjoyed this ebook. If you 
have any questions, please let us know. We 
look forward to working with you in the future.

Tasmin Lockwood
Tech Research and 
Content Writer

https://www.radialpath.com/contact-us

