
 5 Key Elements to Running an 
Effective Influencer Marketing 
Campaign and Driving 
Relevant Engagement



As the digital advertising landscape continues to change on a daily basis, 
advertisers are constantly looking for unique ways to engage their  
target audiences.

Over the last few years there has been a noticeable shift in consumer 
preference. The days of the straightforward pitch of “buy our sneakers, 
pump them up and you’ll jump higher than Michael Jordan” are over. 
Consumers are smarter than that. They see through tired sales techniques 
and inauthentic advertising campaigns. The cold caller and used car 
salesmen are no longer effective.

Brands are turning to less intrusive advertising avenues to reach customers in a new way. Enter 
influencers. Brands are leveraging influencers as the modern day, digital version of word of 
mouth advertising. Hearing a recommendation from someone you know, follow, and trust brings 
legitimacy to the claim. When the promotion is coming from someone other than the brand, the 
consumer is instantly more receptive to the message.

An influencer is someone who has the power to set trends and influence the decision making of 
their audience. These individuals have large scale social media followings of people who turn to 
them for advice, inspiration and recommendations. Brands have found success in promoting their 
products and services by hiring these influencers to post on their behalf.

Here are 5 important things to consider when launching your next influencer marketing initiative. 
These elements are key in running a successful campaign, driving engagement, and product trial.



The first and arguably most important 
piece of the influencer marketing puzzle 
is choosing the right influencers for your 
campaign. They need to align with your 
brand in an authentic way. As mentioned 
earlier, consumers are not easily fooled. 
An inauthentic product pitch will stick 
out like a sore thumb and your efforts 
will be wasted. It is vital to only work 
with influencers who are knowledgeable 
about your product and genuinely 
support the brand. You shouldn’t hire 
Cardi B to promote your new grammar 
correction app. Shots fired. 

Next you will need to decide 
whether you want to deploy a 
macro or micro influencer strategy. 
Both have their time and place. 
Macro strategies use influencers 
with large scale followings like 
athletes, musicians, actors, reality 
stars, etc. If you are a national 
brand, you will want to focus on 
a macro influencer strategy to 
reach potential new customers at 
mass scale with household names 
everyone knows. 

1Choosing the Right Influencers
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Now that you have an idea of what type of influencer you’d like to utilize and didn’t have a 
heart attack when you saw what the Kardashians get paid, it is time to make a short list of 
who you will hire. One way to do this is to understand their audiences. Influencer marketing is 
not like traditional digital advertising where you can target unique individuals based on their 
demographics, geographical location, interests, etc.  



• What percentage of their followers are real 
vs. fake?

• What are the demographics of  
their followers?

• What is the geographic breakdown 
of their audience?

• How engaged is the audience with 
the influencers content?

• Would their audience be receptive to 
your brand?

These are all very important questions to answer. Using tools like Upfluence can help you identify, 
research, and hire influencers that meet your needs. It not only gives you in depth analysis of the 
audience but also gives you estimated figures on reach, engagements and even suggests a budget 
of how much to offer each influencer. These tools eliminate waste and take the guesswork out of 
the equation.

This campaign will be served to everyone who is currently connected to the influencers you 
engage. In order to select  the right ones, you will need to ask the following questions about  
their audience:



2Feature Your Product

Your product needs to be king! Many influencers will want to seamlessly 
work the product into their online presence. This is important. You need it 
to be authentic, but you are paying them for exposure as well.  

Your product needs to be clearly displayed, 
not just background content. And it needs 
to be portrayed in a positive light. To be sure 
your influencer efforts are successful you 
should provide them with a brand guidelines 
document. This will cover the mission of the 
brand, creative theme, logo usage, product 
placement, helpful facts about the brand, do’s 
and don’ts, required hashtags, creative best 
practices and any other pertinent information 
to the campaign. Limiting the back and forth 
ensures you receive quality content that 
meets your expectations. Writing a script is 
overboard, but it’s important to provide a few 
important differentiators of the product that 
you want relayed to the audience. You’ll want 
final approval on content before it goes live 
because giving the influencer free reign can go 
off the rails quickly. You don’t want your brand 
to end up on the influencer marketing FAILS list.



3Leverage the Proper Platform

Instagram is the primary platform 
used by social influencers. The nature 
of Instagram being highly visual and 
aesthetically driven allows brands to be 
featured prominently and creatively. It’s 
also a platform where users can create a 
presence solely dedicated to a passion, 
industry, product category, etc. and 
amass large scale followings of people 
who are specifically interested in that 
subject matter. While it sounds like we 
are advocating for only using Instagram 
as your platform of choice for influencer 
marketing, that isn’t always true. 
Understanding your target audience as 
we discussed earlier is key. You want 
your brand to be present where they 
spend most of their time. This is more 
important than simply gravitating 
towards the platform that has the  
most influencers. 
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For example, if you were a gaming chair manufacturer, you’d want to find influencers on Twitch. If 
you were a makeup company you’d want to engage influencers on YouTube who constantly create 
makeup tutorial content. Know your audience. Know where they spend their time and how you 
can leverage that to creatively place your brand in that conversation.

Whichever platform you identify as being the most effective for your brand, you need to leverage 
it to its fullest. Let’s look at Instagram specifically. When using Instagram for influencer marketing, 
it is most effective to use a combination of feed and story content to reach as many people in the 
influencer’s audience as possible. Some users gravitate to story content over in-feed content and 
vice versa. Utilizing a combination of in-feed and stories placements maximizes your reach.

There are two additional elements to use to maximize engagement from your influencer campaign; 
swipe up links and paid partnership tags. Within the story content, influencers have the ability to 
include a link that can be accessed with a swipe. This allows users who want to learn more about 
your brand or purchase your product to navigate to your website. The only caveat is the influencer 
must have over 10k followers to access this feature. In their feed posts be sure they connect 
your brand as “paid partnership with” so you can leverage branded content ads that we will be 
discussing next.



4Use Branded Content Ads

This allows the brand to not only reach the 
influencers following but also serve this 
influencer/celebrity/athlete endorsement 
to any target audience you choose.  A smart 
opportunity would be to serve this content 
into the social feeds of people who are fans of 
the influencer, assuming they have a significant 
following to be targeted. Layer that with geo 
targeting where your product is sold and you 
are reaching people who trust the influencer 
and are in a location to take action and trial 
your food or beverage product.  CPG marketers 
have been one of the first to leverage these 
capabilities in a big way and have found mixing 
branded content ads in with a larger campaign 
has proven to drive purchase intent lift at an 
82% lower cost. Hard to argue with  
those results!

“Branded Content Ads”, a new feature rolled out by Facebook & Instagram 
in 2020, now allows brands to take the posts from their influencer’s 
channels and utilize them in their advertising campaigns.



5Set Up Sophisticated Tracking

Influencer marketing can be tough to measure in a way that lets you truly understand its 
effectiveness. This is why setting up sophisticated tracking prior to launch is important. Not only 
does this allow you to track the success of a campaign but it also allows you to understand the data 
of each initiative and make informed decisions for future campaigns. For example, if you’d like to 
understand if a macro vs micro influencer drives more sessions to your website or product sales, 
you’ll want to set up unique tracking for each effort to compare between the two. A few ways to 
do this are using unique URLs for each influencer to separate the data in Google Analytics. You 
should also create a dedicated landing page with a specific action you want the user to take. Send 
all users to a landing page where you can measure purchase intent like store locator searches 
for your product, form submissions, phone calls, purchases, etc. This can help to understand the 
effectiveness and ROI of your influencer marketing campaigns. It will also open the door to A/B 
testing opportunities for testing different creative, products, influencers, markets, and messaging.

Conclusion
Each influencer initiative is unique to each brand. Be sure to focus on the important factors of 
choosing the right influencers, featuring your product in a positive light, leveraging the social 
platforms to their full potential, expanding your effectiveness by running ads using the influencer 
content and setting up tracking prior to launch to understand the ROI of your efforts.

At Mason Digital, we have extensive experience leveraging influencer 
marketing for food and beverage brands. If you’d like to discuss whether we 
could be a strategic partner for your social media and influencer marketing 
initiatives, please contact us!

https://masondigital.com/contact/

