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While savvy influencers can help you get your 
brand in front of consumers, proving your ROI is still 

important – as Jill Alger of iCrossing explains.
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Organic platform reach has been plummeting 
for years, resulting in climbing advertising 
costs as companies compete for visibility 
in an increasingly competitive pay-to-play 
space. With no signs of these obstacles 
budging any time soon, it has never been 
more important for marketers to consider 
broader strategies for reaching audiences – 
especially those that can provide a bypass 
to the ad blockers and greater bang for their 
buck in driving organic performance. 

There’s no denying that influencer marketing 
has been booming since social media became 
the cultural phenomenon that it is today; paving 
the way to a new era of notables who are driving 
genuine purchasing power and attractive ROI 
for businesses. In fact, Google searches for 
influencer marketing have grown by 1,500% in 
the last three years.

New wave partnerships
Partnerships enable brands to make use of 
influencer platforms as a vehicle to connect 
with audiences, when it can be a struggle to 
get audiences to view messaging across owned 
channels. Not only that, but those audiences 
will typically stretch beyond a company’s core 
customer base, unlocking potential exposure to 
entirely new consumer opportunities.

For consumers, endorsements from relatable 
faces are typically more trusted and better 
responded to. They add a personable, human 
element and remove some of the cynicism that 
comes from viewing a traditional ad. If a company 
has successfully selected credible partners that 
are suitably reflective of their brand, the outcome 
can be incredibly cost effective. In fact, it has been 
reported that nearly 90% of all marketers find ROI 
from influencer marketing comparable to or better 
than other marketing channels.

The influencer landscape has matured into 
an incredibly diverse space, layered with 
profiles covering countless demographics, 
content formats, passion points and platforms. 
Matching the right profiles to a campaign is one 
of the most crucial elements to any successful 
partnership; and failure to do so can have 
serious implications to authenticity and the 
return of results. 

It is important to recognize the different 
values varying levels of influencer can bring, 
and when it is suitable to work with each. For 
example, at iCrossing, we typically encourage 
businesses to prioritize relevancy over reach. 
When first considering influencers, instinct may 

tell you that the most popular profiles with the 
most followers will deliver the best results. But 
if prioritizing ‘vanity metrics’ such as follower 
size means sacrificing how well the content will 
resonate with their audiences (not to mention the 
significant chunks of budget you’ll be forfeiting 
to cover their skyrocketing fees) you may be left 
disappointed with the level of return. 

Cultivation over time
Like with any new partnership, it is important to 
define a clear value exchange for both parties. 
It goes without saying that payment for any 
services will need to be discussed; but taking 
the time to create an attractive package and 
experience for the influencers can bring added 
long-term benefits. Setting up a partnership 
from scratch requires significant time and 
effort, so if influencers are going to form part 
of your long-term business strategy, it is highly 
advisable to invest more time upfront to build 
relationships that will go the distance. 

What this means is viewing each connection 
as a long-term partnership – even if your 
activation road map doesn’t extend that far. In 
offering appealing opportunities and nurturing 
strong rapport, companies can cultivate robust 
pools of contacts that can be quickly and easily 
leveraged across future opportunities – not to 
mention a more collaborative way of working 
and, most likely, better quality content outputs. 

In a recent campaign for investment 
management company Fidelity, iCrossing had 
a group of niche money bloggers create blog 
and social content to support the company’s 
stocks and shares ISA offerings. The brief 
was simple: increase visibility of the product 
among new and prospective audiences while 
building links to relevant pages on site. Our 
briefs to the influencers, on the other hand, 

were colored with appetizing stats from a recent 
brand-conducted report, thought-provoking 
questions and – most importantly – a creative 
hook that the influencers could shape their 
content around. This helped to ignite their 
inspiration and guarantee more appealing blog 
outputs that their readers would be more likely 
to read – because, let’s be honest, investment 
advice wouldn’t typically be a pastime reading 
preference! 

The proof
Influencer marketing can contribute to a wide 
range of business goals, so defining clear 
measurement and reporting frameworks upfront 
is vital to ensure plans adequately ladder up 
to business goals. For many clients, SEO and 
strengthened site authority are a focal objective. 
Influencers can help to build a diverse and 
strong back-link profile, so if this is a major goal, 
selecting sites with high-authority domains, 
which are relevant to the associated business, is 
imperative. 

Aside from the careful profile selection, part of 
the success of the Fidelity campaign was down to 
careful keyword tracking, which was setup during 
the early planning stages. Benchmarking current 
visibility of a distinguished keyword list, then 
reviewing movements on SERP results during 
and post-campaign allowed us to effectively 
prove the value of the activity to the business. As 
a result, we were able to show that the budget 
invested in the campaign had resulted in average 
non-branded keyword rankings climbing more 
than three positions, alongside notable uplifts in 
organic visibility. 

To some, influencers still seem like a 
fashionable or fleeting trend. But with impressive 
stats to validate the strong ROI and rapidly 
growing consumption of influencer content, it’s 
time marketers view this form of marketing as an 
integral part of the social ecosystem. Investing 
time into careful influencer selection, tailoring 
experiences around creativity and cultivating 
long lasting relationships can pave the way to 
infinite opportunities for brands – all of which can 
and should be measured to prove, improve and 
optimize for long-term success. 

Jill Alger
social media manager
iCrossing

“Influencers may still 
seem like a fleeting trend, 
but with strong ROI and 
growing consumption of 
influencer content, it’s time 
marketers view them as an 
integral part of the social 
ecosystem.”




