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Note: The Lead generation playbook is not exhaustive 
and built to give you enough elements to start a 
campaign. However, at every stage there are more things 
to cover for which we would be happy to help you. Just 
reach out! https://jolt-digital.com/contact/
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Executive Summary
The influencer marketing market is relatively untapped by companies at 
the moment, presenting a huge opportunity in the future. 

Differentiation is one big challenge that brands are facing and that 
influencer marketing could help with. 

Forrester estimates that brands will be spending 60-70% more on 
influencer marketing by 2022.

When you start looking at using influencer marketing, you have to 
ensure that you have first the marketing objective in mind so you can 
create your strategy all around it: from influencer recruitment to content 
creation to measurement. Recruiting the right influencers is often only 
looked at from a number of followers. However, there are multiple 
factors you need to take into consideration, like if the influencers 
resonate with your brand purpose and if the influencers care about your 
brand and the category. 

The story you want to tell via influencer marketing will also be critical in 
selecting the right influencers and the verticals they exist in. Once the 
content is created with the right influencers, leveraging the influencers’ 
social channels is essential but it will also be important to think how 
you can also distribute some of these content outside the influencers’ 
channels: for example, via YouTube, Facebook or Instagram.

Finally, the special relationship that a brand is able to create with its 
influencers is critical as it will help to generate authenticity but will also 
get the influencers to go the extra mile for the brand. 



In this Playbook we will focus on influencer marketing which is an 
important lead generation tactic to leverage. With the increase of social 
media and decreased barriers to content creation the role of influencers 
has grown significantly in the past few years across all industries.

This guide has been written specifically for local marketing practitioners  
in order to help them when using influencer marketing in their lead 
generation campaigns. 

The purpose is to provide some principles to follow, but also to illustrate 
these principles with real examples. 

The lead generation playbook is not exhaustive. It is built to give you 
enough elements to start a campaign. However, there are more things 
to cover for which we would be happy to help you. Just reach out! 
https://jolt-digital.com/contact/

Why Influencer Marketing is important for 

Lead Generation
It is more and more difficult to engage internet users via traditional 
advertising as the audience wants to receive a message they can trust, 
feels genuine. Moreover, users are constantly bombarded by messages 
from family, friends and brands. 

Influencers are the perfect channel to increase authenticity and trust 
as the relationship with their followers is already existing and is strong. 
It has been observed that content created by influencers drives much 
more engagement and sales as compared to pure branded content. 

Introduction



Influencer marketing is where a brand leverages a particularly 
influential person who is representative of a broader audience, rather 
than targeting the mass audience themselves. 

 ■ Often used as part of a broader content and channel strategy, 
influencer marketing can be a highly effective way to engage an 
audience authentically by leveraging their most trusted voices, and 
to reach mass audiences

 ■ The cost for using influencers can vary greatly based on how 
famous is the influencer. Number of followers and number of views 
will provide a sense of how expensive the influencer will be. If you 
decide not to select the top influencers in your country, the cost 
of creating assets with influencers can be very efficient, and much 
cheaper than a traditional approach with a creative agency. Cost 
should not be the main factor of decision to execute influencer 
marketing and marketers should more look at the strategic role that 
it will play in the marketing plan.

Different ways of using influencer 
marketing

 ■ Influencer marketing can be executed in multiple ways: for 
content creation or for content distribution or for both. The main 
execution of influencer marketing we see currently is around both 
content creation and distribution on the influencer’s social channel. 
However, we invite you to also use influencers for pure content 
creation that you will then distribute through others channels than 
the influencer’s social channel. See Distribution section for more.

 ■ Before you decide on how to execute influencer marketing, 
look at what you want to achieve with it, in other word what is 
the marketing objective you want to fulfil?There are three main 
marketing objectives that influencer marketing can achieve: 

1. Plan



 ■ Then think about what content could be created with the influencer 
based on the marketing objectives you have identified

 ■ However, we have to remember that the more call to actions we 
put in influencer marketing, the more it will look like branded 
content and this might drive the audience away as it would look too 
‘commercial’

 ■ When you create Action content aim for the content to not look too 
branded content and subtlety include a call to action without being 
too ‘commercial’. 

Content should be created with influencers for each of the above 
marketing objectives: Awareness, Action and Advocacy.

Outreach

 ■ Creating content with influencers represents the main part of 
influencer marketing, however you can also leverage influencers not 
in creation but for distribution, this is called Outreach. 

 ■ After creating content with an influencer, of course you will 
leverage the influencer’s social channel to distribute the content, 
but you should leverage other influencers’ social channels.  
Regardless of the content you create or who develops it (influencer 
or creative agency), you should look at using Micro and Macro 
Influencers to also distribute it. 

 ■ This will help strengthen the affinity with your target audience and 
therefore the engagement. Think of which influencer to use for 
Outreach that are complementing the one you have created the content 
with. There again needs to be a level of affinity between influencers you 
use for content creation and those you use for Outreach. 

AWARENESS ACTION ADVOCACY

Purpose: Increase 
the reach of brand 

messaging and 
grow relevance    

Purpose: Compel 
consumers to 
act or engage 

with information, 
experience or 

messaging 

Purpose: 
Drive greater 

understanding of 
your products and 
inspire brand love



Messaging Remains Core: Right message, at the right moment  

 ■ Once you have defined the objectives of your influencer marketing 
campaign, let’s zoom into the consumer and the message. What is 
important to the audience? What are their centres of interest in life 
or their passion points? 

 ■ Leverage tools described in the SEM and SEO Playbooks to find 
out what your audience is interested in. Then look into linking 
your brand message to your audience’s passion point so the 
communication is smooth and blend well with the audience. 

 ■ This brand message must be agreeable to the influencer and while 
it should be delivered in his or her authentic way, the core message 
needs to cut through. 

How to select Influencers
 ■ The first thing that comes to everybody’s mind when selecting an 
influencer, is the number of followers that an influencer has via his/ 
her social channels. Let’s look first at how influencers are nowadays 
categorized.

 ✓  There are Macro-influencers and there are Micro-influencers

 » Macro-influencers have more than 150,00 followers

 » Micro-influencers have 1 to 150,000 followers. 

 ■ Instead of starting with the reach metric, or number of followers an 
influencer has, you need to start by finding the overlap between the 
audience’s needs, the characteristics of the influencer’s content, and 
the characteristics of your brand. There will be an infinite amount 
of options available to hit the reach metric, but starting with 
relationships first, will lead to a much more impactful campaign

 ■ You also need to check what is the demographic profile on average 
of the Influencer’s followers. There are now tools which allow you 
to check the demographic profile of the followers so you can make 
sure it matches with your Target audience. 

 ■ It is important that the influencer likes the ‘brand’ and has a ‘fit for 
it’. You do not want someone to talk about your brand that don’t 
care about it and can potentially damage the brand. There should 
be a match between the influencer and your products.



 ■ When selecting an influencer, you should be able to see through this 
influencer’s social activity, personality or behaviour, some elements 
that tells you that this person fits your brand purpose and could 
articulate it via content.  

 ■ In most of the cases influencers will be playing into specific 
verticals. For example, Music or Travel or Mums. Nowadays the lines 
are not so clear and many influencers play into multiple verticals, 
making it harder to categorize them. 

 ■ However, you need to look at the story you want to tell through 
an influencer and identify the moment or vertical that would be 
relevant for your story. Then you can start selecting influencers that 
talk about the moment you want to leverage. 

 ■ Now let’s start looking at the number of followers. Obviously the 
more the better but high number of followers comes with a high 
cost!

For example, it won’t cost the same to use Kim Kardashian who has 
1.5 million followers on YouTube than Renee M Leblanc who has 
37.3K followers on Instagram.

 ■ It is important to balance Macro and Micro influencers with your 
budget and not to think that Macro influencers are the holy grail! 

 ■ The influencer’s social channels should also be a point of consideration 
when selecting an influencer. You want to have as many social 
channels but with enough followers each to make an impact. 

 ■ What about the response that the influencer provides to his/her 
followers? Check this out as having an influencer that regularly 
responds to followers’ questions, is a healthy sign. It shows that 
the influencer is engaged with followers and maintain a constant 
dialogue. There is more chance for your content to be read by 
followers and understood. 

Finally make sure the influencers you select hasn’t worked with 
competitors before, otherwise you will lose the fit for the brand and they 
won’t care much about your brand. 

Another way to select influencers and execute influencer marketing 
campaigns, will be using companies that are specialised into this. They 
will help you find the perfect influencers, negotiate with them regarding 
the cost, the usage rights and then manage the relationship with the 



influencers. Some platforms can even help you distribute the content 
created by the influencers. 

We have a curated list of companies we work with. Just reach out to us! 
https://jolt-digital.com/contact/

Content Distribution
 ■ One of the other strong benefit of using influencers is the targeting. 
When you will use the influencer’s social channels, you are 
guaranteed to reach your specific target audience, given of course 
that your influencer’s followers social profile is matching your target 
audience. 

 ■ The strong targeting doesn’t only get reflected via the distribution 
on the influencer’s social channels but also outside their social 
channels, i.e. on the open web. This means that those whom will 
watch/ read content created by the influencer but distributed 
outside the influencer’s social channels, are very likely to be a strong 
match to your target audience.

 ■ Distributing the assets need to start with objective as well as 
consumer target. We are witnessing that the role of each social 
platforms is different (and evolving as we speak!) and different 
consumers dwell in different platforms based on what they are 
looking for

 ■ Facebook used to be the hottest social platform to share personal 
updates but now evolving into a platform of latest news navigation. 
Instagram has taken its place to act as a personal ‘diary’ especially 
amongst younger audience. 

 ■ Provided this, it is critical to crystallize what we want to achieve 
through an influencer campaign and which platform best enables it. 
Besides brands’ own platforms (e.g. YouTube, Facebook, Instagram) 
and also that of the influencer’s, seek out other partners in the 
platform who can help to amplify & outreach the contents

 ■ It can be social media (e.g. Instagram, Facebook, YouTube) or 
social communities (e.g. Travel community in Facebook) and video 
distribution network (e.g. Unruly)



 ■ Let’s look back at the marketing objectives that the influencer 
program seeks to achieve. This will inform the program’s key 
performance indicators. We are going to list the KPIs you should 
consider for each objective 

Awareness: 

 ✓ Total Reach through traditional coverage and social followers

 ✓ Social engagements:

 ■ Clicks

 ■ Retweets

 ■ Comments

 ■ Likes

 ■ Shares

 ■ Video views 

 ■ Engagement rate: number of engagements (clicks, comments, etc.) 
divided by the total number of impressions served

 ✓ Benchmarks1:

 » Facebook Engagement rate: 0.16%

 » Instagram Engagement rate: 1.73%

2. Measure

AWARENESS ACTION ADVOCACY

Purpose: Increase 
the reach of 

brand messaging 
and grow 
relevance    

Purpose: Compel 
consumers to 
act or engage 

with information, 
experience or 

messaging 

Purpose: 
Drive greater 

understanding 
of your products 
and inspire brand 

love

1Rival IQ 2018



Action: 

 ✓ Referral web traffic and share of web traffic

 ✓ Conversions of promotion

 ✓ CRM subscription

 ✓ Content downloaded

 ✓ Sales generated/ quotes submitted 

Advocacy

 ✓ Brand message retention

 ✓ Message retention from survey 

 ✓ Positive/neutral/negative sentiment from social listening 

You can also use free tools that can give you an excellent overview of 
how well your influencer posts are doing. For example, with BuzzSumo, 
enter the URL for your site or a specific blog post to view its level of 
engagement. BuzzSumo shows you Facebook engagement and shares 
across different social media channels.

https://buzzsumo.com/





It will be important with Influencer marketing to closely monitor the 
performance of your activity and make sure that what you want to 
communicate is not misinterpreted by your audience and it doesn’t 
backfire. Try to have a contingency plan for whatever can go wrong 
when you use social media so you will be able to react faster and well.  

3. Optimise

Remember that 
audience values 
above all an honest 
and genuine dialogue 
between the brand 
and them.

“ “
Best practises

 ■ Build relationships with influencers to win their trust

 ✓ Influencers are people too, so it’s critical to move beyond a 
transactional approach for working with influencers to a relational 
approach that will deliver value over the long term. 

 ✓ As you begin to work with influencers, understand who they really 
are versus just how many followers they have, and get creative in 
how you reach out to them or work with them to develop a program 
that they know will resonate the most with their fans. 

 ✓ Establishing relationships and earning trust will lead to greater 
delivery of value from the influencer. 

 ✓ We need to treat influencers with genuineness (they are human 
beings, they are not just another media channel) and an openness to 
explore collaborative partnerships with them.



Jolt Digital
120 Robinson Road, #15-01, 

Singapore, 068913

Please get in touch with us for more information on: How to plan, 
execute and optimise your influencer marketing campaign?

https://jolt-digital.com/contact/

 ■  Go beyond social channels activation

Even if you are focusing on Digital channels, think about some off-line 
activations as well. For example, invite people for a new product launch 
and tie this up with your influencer

 ■ Leverage the influencer for the event and socialise the event via 
livestreaming or regular posts. These off-line activations can also go 
back to online: Offline-To-Online


