How to Use Your
Customers (or
Potential Customers)
as Micro-Influencers




Today, 70 percent of consumers consult social
media prior to making a purchase — but it’s no
longer just friends and family who are driving
word-of-mouth marketing.

Enter: Micro-Influencers



As consumers become increasingly “ad allergic” (30 percent use
ad-blocking technology), online influencers are emerging as a

powerful tool to build brand affinity. Here’s why:

Micro-influencers Micro-influencers Micro-influencers are
are trusted. are engaging their relatively low cost.
audience.
82 percent of consumers 84 percent charge
are “very likely” to act Studies show that the less than $250 per
on a micro-influencer’s greatest amount of Instagram post.
recommendation. engagement (likes and
comments) takes place 90 percent charge
92 percent regard them between 10K and 100K less tha.n $150
as “highly knowledgeable” followers, with engagement per T'witter post
and “authentic.” lessening beyond 100K. and $250 per

Facebook post.
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Bloomberg reports that nearly
$255 million is spent on
influencer marketing each month.

However, as studies reveal that follower quantity
does not equal quality, more big brands are shifting
their focus from macro to micro — and slashing their

costs.

OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO



Example #1
e.l.f. Cosmetics

e.l.f., a beauty brand, invites their network of
micro-influencers to mix, mingle, and experiment
with new products via an exclusive, live-streamed
beauty event called “Beautyscape.”

The virtual event features everything from keynote
speakers to tutorials — all of which are accessed
online by nearly 400 million users of YouCam, a

webcam beauty app.
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Example #2
Mezzetta

Mezzetta, a jarred foods company, invited food bloggers

to develop new dishes using their products. The original
recipes were posted by the bloggers and paired with a giveaway,
which their followers could enter by filling out a survey.

In addition to capturing consumer insights (the survey

had a 50 percent response rate), the campaign generated
more than 13 million views, due in large part to the collective
reach of the influencers.

The campaign also resulted in 7,500 pieces of original
content, outperforming engagement expectations by
1,063 percent.




Example #3
LaCroix

LaCroix employs an entire community of micro-influencers to
drive their #LiveLaCroix campaign, trading vouchers for posts
that feature LaCroix products and the designated hashtag.

After adopting the grass-roots micro-influencer strategy,
LaCroix’s Instagram following jumped from 4,000 to 30,000
in just eight months. It now has a following of nearly 91,000.

Additionally, sales have nearly doubled during the past two

years, coming in at a total of $225.5 million — a spike that’s
been largely attributed to the millennial-focused social strategy.
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While big brands have great success
engaging micro-influencers, a big
brand’s budget isn’t necessary

to forge a successful influencer
partnership.

WHAT’S MOST IMPORTANT — FOR BUSINESSES, BIG
OR SMALL — IS FINDING THE RIGHT FIT.

OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO



Locating a partner within your following is ideal,
but expanding the search outside of immediate fans
also works. Try any of these simple tactics:

Begin with local bloggers
Google is a tried-and-true path. Plus, bloggers tend to form topic-specific
communities that can be navigated with ease.

Sift through niche hashtags
For example, if you were to search #organicpetfood, top Twitter and Instagram
results will point to posts (and thus users) with high engagement.

Tap into tools
BuzzSumo, GroupHigh, InkyBee and Followerwonk are all budget-friendly
services that connect small businesses with relevant micro-influencers.
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Identifying the right partner

Micro-influencers should always be evaluated according to:

Relevance: Do
they have a vested
interest in your
product or service?

theartofplating King crab, elderflower,
cucumber, and grapefruit by
@willemnuijten #TheArtOfPlating

Y 5!5{" theartofplating

jeansterxo Beautiful!!

. Reach: Do they
have it?

theartofplating #yum #foodies #foodie
#wow #art #chef #finedining #cooking
#gastronomy #travel #sharefood
#eeeeeats #buzzfeedfood #eater
#foodandwine #fun #foodart #food52

#foodporn #foodstyling #foodphotography
#sweets #pastrychef #baking

frankiesolarik Awesome flavor
composition. &

joyeater wow
avocadoandbeets Stunning!
clairefae @alihoteit_84 @raeefht
atypicalmale Stunning
maartje.kersten Wauw! &=

O Q

7,207 likes

MacBook

« Resonance: Does
their content engage
their audience?
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Make sure potential partners check all the boxes, including:

An authentic connection to your brand: Do they complement your product or
service, values and tone? This helps to ensure that you share a target audience.

«

Consistency: The most effective micro-influencers are always engaged and post
quality content regularly — not in spurts.

S

Geographic relevance: This is especially important if your business is brick-and-
mortar store and you’re aiming for foot traffic.

Selectivity: Look for other past or current partnerships. The micro-influencer
should be mindful about the brands they choose to work with, too.

<
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While securing mentions is a simple
and cost-effective method of working
with micro-influencers, consumers are
becoming wary of — and immune to —
basic sponsored posts.

When investing in a micro-influencer, a little creativity
(or an enticing offer) can go a long way to ensure that
you’re getting the most bang for your buck.

OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO



Referral programs

Provide your micro-influencer with a promo
code (paired with a photogenic freebie) that
can be used by the influencer’s audience to

access your product or service at a discount.

This approach works particularly well on
Instagram, where beautiful product

photos can be paired with captions - e
- farmg?rlflowers We're s? e;ci‘;end Eoigosgnotlr efi;?[te (lavesreﬂtas;h
1nclud1ng the code and a favorable review. B o e Sheckou o he et & urs iy e

Tpm PST) and get your shop on! #flashsale #fgflove
#shiplove

(D Q QO
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Account takeovers

Photo

4 kimpton
W Kimpton Hotel Palomar Philadelphia >

Kimpton Hotels invites travel-savvy
micro-influencers to “take over” their
Instagram account for one day, sharing
their free staycation with a highly
engaged, travel-thirsty audience.

Invite a micro-influencer to put a personal

. . Hoav n
spin on your posts or organize a branded

kimpton The cure for early mornings. B8 : @alexandmike
#palomarphilly #square1682

experience. Thanks to cross-account posts,

MARCH 22

you can connect with their ~ Q o
audience, too. '
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On-site workshops

sarah_winward

Operating out of a storefront? Invite a
micro-influencer to host a workshop,
providing a space for them to connect with
their fans and an opportunity for their fans
to connect with you.

For example, a florist might invite an
events-oriented micro-influencer to host -

sarah_winward One month from today @soilandstem and |
will have the first day of our classes in Mexico! We have

a Series Of b quuet bUilding WO rkShOpS | people coming from all over the world for it, and it will be

so fun to work with flowers together. We have just a couple

during wedding season to entice local P S
brides-to-be.
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How-to content

Consumers look to micro-influencers for
creative solutions. Use this credibility as an
opportunity to showcase your product’s
value to a larger audience.

styld.by Vince Uy

For example, Gap’s “Styld.by” campaign
. : : 8 True Blue
commissioned micro-influencers to capture W

personal style", says Vince Uy, creative director of Preview Magazine on the
Philippines. "l get to try many looks, and | came to a point where | know what

how they wear Gap, and encouraged fll oo

His top fashion tip: layering. "l think what's key to layering is to always
consider the weather. | like lightweight jackets because they can always amp
up a plain day look. Also, consider fabric choice and enhance your look by

conversion in posts by including an option
to “shop the look.”
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Co-created collections

OUTFIT SONG OF STYLE

GENTLE MONSTER X SONG
OF STYLE

february 9, 2017 04 comments

Consider inviting a micro-influencer to
co-create a new product or collection. Their
“endorsement” gives the new offering

WE
_ sHoue
N ALBE

added weight and unique value.

For example, a subscription box brand

: It’s finally here!ll After almost a year and a half of perfecting
. ht . - t . _ . ﬂ t d l the designs, I'm SO excited to announce that my collab with
mlg anI e a mlcro ln ue nce r O eve Op Gentle Monster is , and | couldn’t be happier with how it

turned out.

a special collection that features all of their

| first found out about Gentle Monster during fashion week in

faVO I‘ite Skin care prO dUCtS . September of 2015 when a photographer gave Dani and |

each a pair. We loved them so much that we wore them

throughout the week and continued being obsessec
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While every relationship between
a micro-influencer and a brand-is
unique, it’s important to keep in
mind three best practices for

optimal success:

® Appropriate incentives
® Creative freedom
® A long-term mentality

OOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOOO



Offer appropriate incentives

Currency is flexible at the micro level. For example, a restaurant
owner might offer a food blogger an exclusive meal in exchange
for a review. Or a clothing brand may share free samples with a
fashion photographer.

The two most important elements in the exchange are:

e Value. The exchange should benefit the micro-influencer.

e Honesty. The micro-influencer should truly appreciate your
product or service.
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Invite creative freedom

Micro-influencers cut through the clutter because they know how to
communicate with their audience.

Collaborating with (rather than leading) your micro-influencer

paves the way for seamless, authentic messaging. In short?
Don’t sound the ad alarm.
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Invest in the long haul

When it comes to micro-influencers, one-off campaigns can
do more harm than good.

Cultivating a long-term, collaborative relationship with a
micro-influencer who is a true brand advocate is the

best way to generate content that piques audience interest
and confidence.
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CONCLUSION

Across all industries, the average
click-through rate for a display
ad is just 0.35 percent. Compare
this statistic to the success of
Lord & Taylor, a retailer that
asked 50 micro-influencers

to upload a post wearing

the same dress.

The dress sold out by the end
of the weekend.




Consumers look to micro-influencers
for purchasing guidance, and they
listen. More important, they act.

Keep a sharp eye out for micro-influencers who share and support your
passions. Supported by a mutually beneficial social strategy, a successful
partnership provides your brand a powerful advocate, and by way of
exposure, increased awareness, engagement and sales.
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For more tips on how to use your customers
(or potential customers) as micro-influencers,
visit the Staples Business Resource Center.
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[ 1Staples.

DG18921_SS_0717_InfluencerMarketing
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