
C A S E  S T U D Y 
How we optimised  
an Influencer  
campaign to lower  
CPA’s by over 40%

This case study will analyse how the 
creators and content performed relative 
to our client targets.



M E T H O D O L O G Y

• Dates: June 15, 2021 – March 10, 2022
• Total spend across the case study was $2.3M
• Scale best performing creators category and content 

structures across similar Influencers in the network 

Influencers were split 
across 3 categories 
• Category 1
• Category 2
• Category 3

Creatives were split  
across 3 categories
• Structure 1
• Structure 2
• Structure 3



T H E  D A T A

• The test campaign budget has been equally split among a 
number of influencers to find the optimal Influencer category 
and content structure combinations across the first two 
months. 

• Once identifying the optimal combination then the campaign 
scaled out across the network.

• As we scaled, the number of Influencers involved increased 
and over 80% created content with the optimal structure.

• Limited event data has been stored for this campaign for the 
first two months.



We entered the learning phase and began testing a range of 
creator categories and content structures. This saw the CPA 
balloon during the first week of activity as we tested across the 
Influencer Matrix.
The CPA then decreased as we paused low performing creators 
& retested our learnings. 

L E A R N I N G  P H A S E



Once we had validated our learnings we then had enough 
initial input data to develop a base structure of creator 
categories and content structures, this is shown using Table 1 
the “Influencer matrix”. 
Cells highlighted in green achieved the client benchmarks and 
Cells highlighted in red did not. 

 Category 1 Category 2 Category 3

Structure 1    

Structure 2    

Structure 3    



The best performing combinations are:
• Category 3 / Structure 1
• Category 2 / Structure 3
As the campaign continued, the CPA remained relatively stable 
and started to drop across the next 6 months. 

Table 2: CPA across month 1 - month 8

S C A L I N G  P H A S E



As we continued to optimise the campaign for our client we 
saw a 41% reduction in CPA from month 1 to month 8.

Table 3: CPA in relation to spend across month 1 - month 8

Over the lifetime of the campaign we have continued to 
target Influencers in our network that fit the best performing 
categories and content structures. At it’s peak we scaled to a 
total of 100 daily active influencers promoting this specific app.



Date Spend Views Installs CPA % Reduction

Jun-21 2,545,419 7748 N/A

Jul-21 17,195,501 38,765 N/A

Aug-21 49,233,954 105,319 48.09 0%

Sep-21 42,120,862 122,320 43.03 10.52%

%Oct-21 74,856,735 206,935 39.57 17.71%

Nov-21 61,927,638 199,084 35.14 26.92%

%Dec-21 53,776,785 155,537 36.51 24.07%

Jan-22 70,891,455 216,300 31.90 33.65%

Feb-22 45,883,262 187,900 23.59 50.94%

Mar-22 8,841,803 36,353 28.37 41%

CPA has been reduced by 41%, from $48.09 to $28.37

W H O  W E  A R E 
Integrating Influencers into your user acquisition strategy is 
time-consuming and risky, however, through our network of 
4,000+ TikTok Influencers, we run UA campaigns that will allow 
you to build a longer-term Influencer strategy. Through our 
network of partners, we have worked with apps such as:

and more

If you would like to get started today, contact us here

https://bit.ly/LetsGetStartedWithYoke

