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Smartfluence is an influencer marketing platform powered by machine-
learning. Our platform allows brands to find, contact, and manage
influencers on TikTok, YouTube, and Instagram. Unlike most platforms
in our space, we started off as an agency, and built the platform to
serve ourselves as we helped our clients. Our legacy as a paid social
agency allows us to provide additional services and develop strategies
with clients around programmatic paid social and native display ads that
other platforms and agencies can not provide. The following guide
synthesizes our thoughts and experiments at the intersection of
traditional digital marketing and influencers. 

MORE ON WWW.SMARTFLUENCE.IO

About
Smartfluence



What is influencer
marketing?

CHAPTER N.1

HOW TO SCALE INFLUENCER MARKETING

Find out what influencer marketing is, why you
should care, and how you should leverage it



Influencers Explained
Influencer marketing has been around in many forms for several years. Initially, bloggers
were considered the first influencers - running ads and brand promotions in their written
content. Over time, the term influencer evolved as social media gained popularity. Today,
influencers on Meta (Instagram and Facebook), YouTube, and TikTok are responsible for
$20B per year in ad spend! Brands use influencers in every step of their marketing funnel
- mega influencers for awareness and reach, macro influencers for engagement and lead
generation, and micro and nano influencers for conversions at the bottom.

With influencers lending themselves to different strategies and potential outcomes, it is
important to have an idea of how you use each type of influencer, and more importantly,
how you can scale them. Budgeting around influencers is easier than expected. Our
clients typically save paid collaborations for top- and middle-of-funnel influencers, since
their size presents a clear opportunity for scale, but at the same time, these influencers
are more general. Smaller influencers typically get compensated with product or gifting
exchanges, coupled with affiliate marketing, incentivizing them to invest the required time
into promoting products for brands, since their income scales as the brand earns more
revenue. 

Brands can leverage influencers in multiple ways. Smaller brands have influencers
generate posts for them on their own pages to attract their audiences. Larger brands put
influencers on retainers, run giveaways with them, and even create co-branded product
lines. In this guide, we will dive deeper into how and why you should use influencers.



Influencer content typically outperforms
branded content 2:1, accounting for
different industries, brand sizes, and
budgets. But why is that the case? A
recent study showed that 37% of
customers trust influencers over brands
because they come across as more
relatable. For example - imagine a
clothing brand selling its products by
using stock photos of the product itself
or a professional model clearly staged.
Now compare that to a photo of
someone who looks more like your
customer in a more casual and natural
setting. Which one are you more likely to
trust? The combination of relatable and
authentic content leads influencer
marketing to outperform its traditional
counterparts. 

With rules and regulations in social media
constantly evolving, terms and conditions
around what can and cannot be posted
are enforced very strictly. Cannabis,
alcohol, adult, and political campaigns
find themselves without easy avenues to
advertise across social media. With
influencers, however, there are no such
restrictions. This gives brands the
freedom to access audiences that
otherwise have been hard to reach.
Additionally, it allows creatives to
generate content without any restrictions
around what they can and cannot show.
As a result, brands are able to generate
authentic content that resonates with
their customers in a direct manner.

When most brands think about influencer marketing, they think about the large scale
mega influencer collaborations between big brands like Fashionnova and Pretty Little that
cost tens of thousands, if not millions of dollars per campaign. The majority of spend,
however, is on a much more manageable size of influencer. Nano- and micro-influencers
have been gaining increasing popularity as smaller brands use them for conversion-
focused campaigns. A lot of the time, brands can work with these influencers on a
product or affiliate basis, with no initial cash outlay. Should a cash component be
required, these influencers typically charge between $0.20 and $0.30 per engagement,
with some variance depending on industry, frequency, etc.

1. IT IS INEXPENSIVE TO START.

Why brands should use
influencer marketing

2. IT IS RELATABLE 3. IT IS UNRESTRICTED

https://www.smartfluence.io/maximizing-your-roas


Giveaways and contests are a time-
tested method for drumming up
awareness and engagement. Brands will
typically use multiple influencers and
have them generate content to post on a
set date and set time. These influencers
are given instructions to present to their
followers to drive traffic to the brand's
page. This results in audiences from
across these influencers all arriving at
once, leading to a higher chance of
virality (assuming the prize is
appropriate), leading to follower growth,
high engagement, and most importantly -
a list of potential customers that can be
retargeted. Similarly, influencer-driven
contests are popular - use influencers to
build awareness around them 

The highest level of influencer activation
is launching a specific product line with a
notable influencer. For example, Pretty
Little Thing regularly launches product
lines with celebrities and mega
influencers. By branding some of their
new styles to align with the influencers'
aesthetic, audience, and values, they're
able to drum up serious attention and
create a sense of camaraderie with
potential customers. These product lines
are typically limited editions, and as a
result, the scarcity of these products
lend themselves to getting sold out in a
timely fashion.

While there are several ways to use influencers, most brands in the space utilize
sponsored posting. Brands send influencers gifts and/or financial compensation in
exchange for a post on their feed - either temporary or permanent posts. This method
works best if it's the influencer's audience that is a top priority. Measuring results depends
on your ultimate objective, but most brands typically use clickthrough rates, website
visits, coupon code usage, and sales as their KPI's. Typically, shorter-term posts
outperform permanent posts due the nature of Instagram's algorithm. TikTok and
YouTube, however, tend to go viral over time, and as a result need permanent posts on
their platforms. Typically, brands secure the rights to influencer content in these
activations such that they can repurpose them for their own needs later.

1. SPONSORED POSTS

How brands can activate
influencers

2. SPECIAL EVENTS 3. CO-BRANDING



What is paid
social?

CHAPTER N.2

HOW TO SCALE INFLUENCER MARKETING

Find out how to craft a full funnel paid social
campaign across platforms to optimize
around any goal



Paid social advertising is the act of putting sponsored advertising material on social
networking sites operated by third parties with the aim of attracting a certain audience.
Paid social is frequently used by marketing executives to improve marketing
effectiveness and reach new client segments. In most cases, this typically means
advertising on Facebook, Instagram, TikTok, YouTube, Twitter, Pinterest, and Linkedin.
Each of these platforms have different strengths and weaknesses. For example, Meta
and TikTok focus on short-form content, lending themselves well to bottom of funnel
campaigns. Linkedin focuses on professional content, great for B2B advertising. YouTube
focuses on top of funnel by displaying long-form content - typically more informative and
educational for customers who aren't aware of brands already. In 2023, paid social is
estimated to account for $100B in spend - making it a crucial component for any
consumer brand's marketing strategy.

The goal of top of funnel marketing is to generate as many leads as possible through
marketing to a large audience. At this point, audiences are primarily looking for
information, hence lead generation and awareness are the major objectives of marketing
at the top of the funnel.

It makes sense to focus on social media as a top of funnel marketing strategy given that
the majority of online users find brands when exploring social media or websites. You can
create paid social campaigns to increase awareness and produce leads, and you can
bolster these initiatives with engaging and educational organic content.

As mentioned before, different platforms lend themselves better to different parts of the
funnel. The more informative and educational your ads are, the better suited they are to
the top of funnel audience that hasn't heard of your brand yet. The key is to build the
widest top of funnel as possible, which means optimizing for either website visits or
landing page views. The objective is to acquire enough impressions and gain enough
brand awareness that you can retarget those who have displayed interest by interacting
with your ads in the next step of the funnel.

N.1 The Basics

N.2 Top Of Funnel



In a services business, there are several
easy ways to build a middle of funnel.
Consider capturing leads by dropping a
lead magnet like an ebook, webinar, or
guide like this one. These are highly
informative pieces of content that only
serious potential customers would
interact with. As a result, you weed out
the people in your funnel who don't
represent clear opportunities.

For product businesses, the middle of
funnel is a bit different. You don't expect
someone who is considering buying your
lip kit to read an ebook on it, for example.
That doesn't mean that you can't run
middle of funnel ads though. Think about
newsletters, gated blog posts describing
the niche and product, or even
testimonials from existing and past
customers.

SOME TACTICS

N.3 Middle Of Funnel
The next stage is to nurture those website visitors and move them closer to conversion
after you successfully generate awareness and leads through top of funnel marketing.
You should look into middle of the funnel marketing strategies to achieve this. Even while
your audience will be smaller than it was earlier in the funnel, it will now be more qualified
and pertinent to your message.

The middle of funnel is comprised of people who already know about your brand.
Marketers frequently provide content that fits with this degree of engagement,
determines buyer readiness, and advances prospects further along the buyer's journey
because audiences are typically evaluating a brand at this point.

Since you previously raised awareness in the earlier phase, potential customers will be
more inclined to interact with these ads when they appear on third-party websites.
Retargeting campaigns, which display ads users who have already clicked on your ads or
have taken other actions like signing up for a webinar, downloading an ebook, or signing
up for a newsletter, can also be activated at this time.

You may also think about promoting your middle-of-the-funnel material, like as case
studies and white papers, through paid advertising.

Being in a position where leads are interacting with your brand is exciting. By bridging the
gap between high-level ideas in the top of the funnel and the actual value you have to
offer your prospects, middle of the funnel marketing strategies like the ones we've
covered here will assist you in inspiring those leads to learn more about you. They'll also
help them connect their problems with your solutions.



Content used at the bottom of the funnel differs from that used at the top. You'll use
content to convert prospects into customers, not to establish trust. Using these
strategies, you may leverage bottom of the funnel marketing to directly promote your
items or services.

It is a wise, strategic decision to set aside money for paid advertising at the bottom of the
funnel. You can remarket to clients that you know have interacted with your business and
shown interest by using paid advertisements. You might wish to rely on first-party data,
such as your own email address lists, while third-party data is becoming more challenging
to use.

The beauty of collecting emails from your previous ads is that you can use them for your
bottom of funnel in addition to your ads. Additionally, you can build lookalike audiences
off the data you have gathered and move those audiences back into the top of funnel
educational phase and repeat the process with a new set of potential customers.

By building a full funnel advertising strategy on social media, you can efficiently scale
your brand. Many brands make the mistake of thinking short term and as a result only run
bottom of funnel ads. As a result, they waste plenty of money advertising to people who
have no knowledge or interest in their brand or products. By using a full funnel approach,
you can start with a large pool of potential customers, ultimately narrowing them down to
a group of customers with high intent. More importantly, the strategy itself is far more
efficient and scalable than single stage advertising. 

Paid social isn't without its limitations, however. As mentioned before, many industries are
closed off from using it - cannabis, adult, alcohol, and politics to name a few. Additionally,
many brands make the mistake of improperly leveraging paid social advertising - either by
not using a full funnel, or by using the wrong content. Most brands tend to use heavily
branded content, staged photoshoots, and stale product images to promote their brand.
This comes across as incredibly inauthentic to potential consumers. This is where
influencer marketing steps in and can augment a paid social strategy. More on that later
on in this guide!

N.4 Bottom Of Funnel

N.5 Putting It All Together



What is
programmatic
native and display?

CHAPTER N.3

HOW TO SCALE INFLUENCER MARKETING

Learn how to spread awareness and gain
impressions across the internet beyond social
media platforms



What Are Programmatic
Native and Display Ads?
The automated purchase of advertising is referred to as programmatic advertising.

A new type of digital advertising is called "native advertising." While the industry has been
developing the infrastructure, some placements are not programmatic, yet programmatic
placement is the ultimate goal of all native advertising.

There is therefore no distinction between native advertising and programmatic
advertising; both are forms of advertising. And when someone uses the term "native
programmatic," they are referring to native advertising that is accessible through a
programmatic channel.

Given that brands have been purchasing advertising through internet platforms like
Adwords for years, it would seem strange to some in the business to give it its own label
(programmatic).

Large advertising expenditures are still frequently made manually and not yet
programmatically, which is why it is discussed. The industry has examined what needs to
be replaced in order to help free up that spending. The description aids in describing the
current condition of purchasing for certain types of advertisements.

Additionally, it offers opportunities to discuss the advantages of doing so, such as real-
time bidding and real-time campaign adjustments based on data.

Every time you see an ad on a blog or website, whether that's a banner or an in-article
placement, that's a native display ad. These are are typically great for brand awareness
over anything else. By definition, display ads are primarily a top of funnel tool. Plaster your
brand all over the internet on relevant blogs, and assuming they are targeted enough, the
clicks should roll in along with, obviously, impressions.

Adding a programmatic layer is where marketers can truly find efficiency. Furthermore,
platforms and agencies like Smartfluence who use contextual AI to efficiently place
display ads on hyper targeted publications can be leveraged to avoid wasteful spend
without control.



How should
brands combine
influencers and
paid ads?
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Learn how to leverage influencer content to
scale with paid advertising



Scale Influencers With Ads
As we mentioned before, paid social and influencers used separately both have their
limitations. Hitting scale with influencers is tricky unless you use large ones. But those
large influencers, while great for generating awareness and engagement, don't perform
as well for sales as their smaller counterparts. Collecting enough small influencers to
scale becomes tricky depending on budgets and time. Meanwhile, paid social and display
ads without the right content lead to short lifecycles on ads along with a continuously
decreasing profitability as major platforms become more and more expensive to place
ads on year over year.

Analyzing our client campaigns across various industries ranging the full spectrum from
consumer electronics to clothing and everything in between, it's clear that content is the
most critical component of any campaign. By replacing product and staged content with
influencer content, brands typically see an increase in ROAS of 100% - a huge
improvement to say the least. But how exactly does the strategy work?



Step By Step
Say, for example, you use 10 influencers in a campaign who each turn around and make 1
post on their feeds. How do you scale? For every single influencer campaign, we
recommend launching 4 paid ads campaigns. Take your best performing content (highest
engagement rate or clickthrough rate) and simply swap that content with the content that
already exists in your funnel - in both display and social ads. You can promote the posts
of the influencers who generated the most sales natively on the major social media
platforms to scale within their audiences. 

Combining influencer content and
audiences is the 4th major strategy in
your paid social arsenal. Take the best
performing content from your campaign
and combine that with the audience from
your best performing influencer. You can
do this by using insights gleaned from
platforms, or you could create an
audience to retarget based on the traffic
generated from your top selling
influencers.

Your best performing content can be
used for display ads. We all see banner
ads all the time and tend to tune them
out if the content looks generic. With
influencer content, you'll stick out relative
to other display ads, with a more
authentic image but also, potentially a
recognizable face, lending credibility to
your brand that a traditional stock image
wouldn't.

SOCIAL DISPLAY



BOOK A DEMO

Want to see how Smartfluence can help you?

Chat with our team!

WWW.SMARTFLUENCE.IO

https://www.smartfluence.io/request-demo

