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e Influencer Marketing — Using social media influencers as part of the marketing mix to
communicate information about products and brands through a trusted voice online
(Gross & Wangenheim, 2018).
e Impressions — The number of people who view a social media post or ad online (Woods,
2016)
e Engagement — The number of interactions with a piece of online content, including likes,
comments, and shares (Woods, 2016).
¢ Reach — How many followers an influencer has; how many people marketers can expect
to see sponsored content from an influencer based on followers, subscribers, and other
metrics (Sehl, 2019)
Chapter 2: Theory
Literature Review
When reviewing the literature on influencer marketing, most authors agree that influencer
marketing effectively increases brand engagement, targets niche audiences, and builds a
trustworthy relationship between the consumer and the brand. Where many authors differ is in
how effective different types of influencers are at promoting specific brands. Influencer
marketing is still a relatively new field, so there are not many theoretical components to studying
influencer marketing compared to more traditional types of marketing (Campbell and Farrell,
2020). However, data and statistics prove that influencers can be more effective than traditional

celebrity endorsements and ot
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knowledge on how influencer marketing works and how consumers feel about it. Still, there is
more to learn about the best platforms to reach target audiences.

Campbell and Farrell (2020) provide a general overview of influencer marketing, how it
works, different types of influencers, and the different roles that influencers play in the
marketing mix. They explain that influencer marketing has grown significantly in recent years
because consumers are shifting their media consumption from traditional media like print and
television to online media (Campbell & Farrell, 2020). Consumers are more skeptical of online
advertisements and seek methods to avoid them, so influencer marketing is a more subtle way for
audiences to see sponsored content without a flashy ad popping up on someone’s web browser
(Campbell & Farrell, 2020).

Campbell and Farrell (2020) break down influencers into five categories based on
follower counts and engagement. Celebrity influencers have over a million followers, endorse
well-known brands, and were usually famous for work outside of social media before being seen
as an influencer. Celebrity influencers have the weakest brand connections for audiences because
they are so out of reach to the everyday person (Campbell & Farrell, 2020). Megainfluencers are
influencers who were not celebrities before their social media presence and have over a million
followers. Macroinfluencers have not reached mainstream celebrity status but have between
100,000 and one million followers and garner strong engagement rates on sponsored content
(Campbell & Farrell, 2020). Microinfluencers can create a career out of their influencer status
but have between 10,000 and 100,000 followers. Microinfluencers tend to be localized to their
geographic area and rely more on affiliate link programs with brands rather than fully paid
sponsorships (Campbell & Farrell, 2020). Finally, nanoinfluencers are just starting their

influencer careers, and their followers are mostly friends. They have fewer than 10,000 followers
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and are seen as more authentic, leading to higher engagement rates. They can also be valuable
for brands because they are more willing to take unpaid sponsorships in return for product
samples and exposure (Campbell & Farrell, 2020).

Campbell and Farrell (2020) also explain the different roles and functions influencers
play in the marketing mix online. Influencers can act as audiences and generate organic reach for
brands, target specific audiences in their niche, and grab attention for brands from consumers.
Influencers also work as endorsers through their celebrity status, expertise in particular product
categories and present themselves as consumers, making them more persuasive and act as word-
of-mouth product reviews (Campbell & Farrell, 2020). The last role that influencers play is as
social media managers. Influencers are content producers, many of whom produce all their
content entirely on their own. Influencers are also content strategists for brands by blending
brand endorsements into their usual content. Finally, influencers act as community managers by
responding to comments and interacting with their audiences after publication.

Like Campbell and Farrell (2020), Gross and Wangenheim (2018) organize influencers
into different types based on the kinds of content they produce. There are four main types of
influencers, according to Gross and Wangenheim (2018). Snoopers are discoverers to social
media platforms and create content as a hobby to express themselves. They like to explore new
tools and technologies (cameras, software, etc.) and create content based on knowledge,
emotional topics, or entertainment topics. Snoopers have intense contact with their audience and
are foster an engaged audience (Gross & Wangenheim, 2018). Informers serve an educational
purpose online and share their expertise on specific topics with their content. They are there to
fulfill their audience’s needs, wants, and curiosities on particular topics. Informers are

trustworthy and credible because they are experts in their field (Gross & Wangenheim, 2018).



