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Introduction to influencer marketing
In the last 10 years, B2B and B2C organisations alike have adopted content-driven 
strategies to attract, convert, nurture, and support customers. Even as the platforms 
and tactics change, content as a strategy to reach audiences remains powerful and 
continues to grow. 

In a recent study by HubSpot and Smart Insights, we found that 97% of European 
marketers believe in the power of content marketing, with 71% creating more 
content this year than in 2014. However, more than half (55%) told us that their 
biggest challenge was defining the right content and identifying the right 
influencers to build and grow their audience. 

http://offers.hubspot.com/content-marketing-success-2015
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Influencer marketing and content marketing can’t really exist without each other. 
Without influence, the content you produce stays stealth and won’t generate any 
impact. Without content, you don’t have a way to participate and you won’t have a 
voice to, in turn, become influential.
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So what is influencer marketing exactly?

Influencers are topic experts, thought leaders, or brand advocates who 
possess strong credibility and/or an extended reach with your target 
audience. 

Influencer: Anyone who contributes to someone else changing their 

opinion or behaviour. 

- AMEC (Association for Measurement and Evaluation of Comms) 

 

Traackr’s research shows that 3% of individuals generate 90% of the impact 
online. Those individuals are the few that generate most of the conversations that 
will impact your brand. 

Leveraging influencers in your 
content marketing in particular 
can have many business 
benefits including increased 
traffic, leads and customers.

http://ow.ly/PmnmI
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It’s a cost effective marketing technique. On average, marketers who 
implemented an influencer marketing program in 2014 received $6.85 in earned 
media value for every $1.00 of paid media. – BurstMedia Influencer Marketing Report 

In this guide, we’ll teach you how to start thinking about influencer marketing for 
your content, identify the right influencers, and put together an effective outreach 
strategy. 

We’ll cover how to harness your influencer strategy to inform your content 
marketing so you’ll know which topics and conversations have the greatest 
impact on your objectives.

Specifically, we’ll cover how to:

• SET YOUR GOALS 
• IDENTIFY THE RIGHT INFLUENCERS 
• 6 WAYS TO GET INFLUENCERS TO SHARE YOUR CONTENT  
• PERFORM EFFECTIVE OUTREACH
• NURTURE THE RELATIONSHIPS
• MEASURE SUCCESS 
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Set your goals
Influencer marketing is an extremely effective method of amplifying the results 
of your content marketing, but before you begin you need to know what the end 
goal is so that you can direct your influencers accordingly. 

Let’s take a look at the various ways you can leverage influencers in your content 
marketing.

• INCREASE BRAND AWARENESS AND CREDIBILITY
• CREATE COMPELLING CONTENT
• DRIVE MORE TRAFFIC TO YOUR CONTENT
• BREAK INTO NEW MARKETS

When setting goals, we always recommend using SMART goals -- this stands 
for Specific, Measurable, Attainable, Realistic, and Timely. Click here to access a 
SMART goals template you can use for any of your marketing activities.

“Know exactly what your goals are and work from there. Is it brand awareness? 
Then perhaps social scoring is a decent starting point. Is it lead generation 
and customer acquisition? Then you need to go deeper with platform and 
methodology. Get the goals right from the start – and have the measurement in 
place to track these goals and where you are in the campaign – and you’ll find 
you’re much more successful with your outreach.”  

- Danny Brown Award-Winning Marketer, Blogger & Author

http://cdn2.hubspot.net/hub/53/file-2103142076-xlsx/SMART-Marketing-Goals-Template-FINAL.xlsx?t=1436269530065&__hstc=20629287.b648f44246b337a0d2a3fef978b9e46a.1432744113609.1436261282031.1436270181728.47&__hssc=20629287.2.1436270181728&__hsfp=1031633484
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Before you reach out to your influencers, you should be really clear about what 
you are asking them to do, based on your goal. For example, if you want them 
to contribute content to your blog, make sure you give a good background on 
who the audience is, what topics will resonate best, and the tone of voice your 
audience have come to expect from your blog. 

Similarly, if you want them to add credibility or insights to your content by adding 
commentary or quotes, you’ll have to give them exclusive access to it before you 
launch it to the public. And if you want them to share your content, you need to 
provide them with the right messaging, imagery, and a reason why they should 
share your content. Unfortunately, there is rarely such thing as a free lunch so you 
need to communicate the value they will receive by implementing your request.

Whatever your reason for reaching out to an influencer, by keeping your goal in 
mind you’ll be better able to give them the direction they’ll need to provide you 
what you want. We’ll talk more about how to approach influencers with your 
requests a little later in this guide. 
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Identifying the right influencers

Finding the right influencers for your marketing activities starts by developing a 
deep understanding of your customers’ needs, goals, and aspirations. Mapping 
out who you want to influence, what their needs are and who they rely on for 
information will help you determine who is truly influential to your customer. You 
can use HubSpot’s MakeMyPersona tool to help you get a good picture of what 
your persona profile looks like.

Influence is not about popularity, influence is about context and is tied to a 
specific subject matter. Once you know who your audience is you need to ask 
yourself the following questions:

1.  Who triggers them to think about your category

2.  Who is answering their questions or teaching them

3.  Who provides information and content that helps them make a decision

4.  Who Controls The Environment Where They Buy 
 

Basically, the idea is to understand the online conversations that impact your 
brand, product or service. Using a tool like Traackr helps you discover your 
prospective influencers based on their reach, resonance and relevance. 

http://www.makemypersona.com
http://ow.ly/PmnmI
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You should rank your influencer search results in terms of three metrics:

• REACH – This is a measure of total audience size. Things like blog visitors, 

Twitter followers, YouTube subscribers, etc. 

• RESONANCE – This is a measure of how much activity someone creates 

when they publish and the level of interaction with this person’s content. 

Things like Twitter Retweets, linkbacks, comments etc. are factors of  

someone’s Resonance.

• RELEVANCE – This is a measure of how relevant someone is to a topic and 

how much they talk about it. Relevance is a factor of how often someone 

uses the keywords that drove the search; the timing of the keyword usage 

(more recent posts are weighted more heavily); the diversity of the keywords 

used by an influencer; and the placement of keywords (title vs. body).

You can add your influencers into an excel spreadhseet if you don’t have an 
influencer marketing platform like Traackr, and score each one against their 
reach, resonance and relevance. With the ranked list you can now review the 
influencers online footprint (including blogs, Twitter, LinkedIn, Youtube, Instagram 
etc.) and published content so each influencer can quickly be dismissed or 
added into an ongoing influencer marketing campaign.

With a tool like Traackr you can also choose to filter your search by location, language, 

gender, and a specific social platform to ensure the right influencer mix for your 

campaign.

http://ow.ly/PmnmI
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6 Ways to Get Influencers to Share Your 
Content
Simply having one influencer share your content on social can result in a huge 
surge in social shares. But how can we get an influencer to share our content to 
their large and loyal following? 

Here are some things to try out with your next piece of content:

1. @Mention them

 If your content is helpful, inspiring and relevant to their audience, by simply 

mentioning the influencer’s Twitter handle in your social posts you are likely to 

get their attention and potentially a Retweet -- and even more so if the content 

is about them. 

 In the example below, @Shareaholic simply mentioned content marketing guru, 

Ann Handley’s book in their Tweet (@MarketingProfs). In return, she Retweeted 

it to her 221,000+ followers, gaining Shareaholic exposure to a much larger  

audience than they would have reached if they hadn’t gotten Ann’s attention.
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Knowing what influential experts in your field are interested in, engage with, and 

regularly share on their social profiles can help you both curate and produce 

content that will appeal to them. 

 Do some research first by going to their profiles (or use a tool like Traackr) to 

make this process even easier. Then simply choose some of the topics they’ve 

been sharing, create awesome content around them, and drop the expert a 

quick message to let them know about it.

2. Include them in a curated list

 A good way to create content that’s likely to get shared by thought leaders is to 

curate a list with them included in it. People have egos and if you play to them, 

you’re likely to benefit. 

 For example, this niche company wrote a blog post listing the top Twitter  

accounts in their industry. As a result, their post was shared 10X more than their 

average posts.

http://ow.ly/PmnmI
http://www.activenetwork.com/blog/top-50-parks-recreation-twitter-accounts-to-follow-and-imitate/
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To find out who the top players are in your industry you can look for lists 
such as the one mentioned above, or again, use a tool like Traackr, which 
has all of this functionality built in.

Once you’ve created your curated list post, be sure to Tweet each influencer 
you’ve included and let them know! This is a good way to get their attention 
initially but you should continue to build on that relationship over time so you 
can start to ask for favours later on. We’ll talk about nurturing your influencer 
relationships a little later on in this guide.

3. Ask them to contribute to your blog. 

 Getting an influencer to contribute a guest post on your blog is great for so 

many reasons. Firstly, you get great content for your blog that your audience will 

love. Secondly, it lends credibility to your blog -- if you can get a thought leader 

to post for you, you must be doing something right. Thirdly, the expert is likely 

to share that post with their networks, getting you reach to a whole new  

audience. And lastly, you get a new post published without having to write it 

yourself!            

“I’ve found that influencers - if they are creators - like to create their own  

content and have their own voice.” - Jeremy Pepper, @jspepper, Palisade  

Systems

http://ow.ly/PmnmI
https://twitter.com/jspepper
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SHARE THE GUIDE

 Interviewing experts is a great way to create great content without the expert 

having to actually write it. Zazzle Media, a marketing agency in the UK, publish 

a monthly ‘Big Interview’ on their blog where they talk to thought leaders in the 

digital space. They asked Ann Handley, a thought leader in their industry for an 

interview they could use on their blog which they have seen great success from.

http://www.zazzlemedia.co.uk/
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4. Include commentary or quotes
You can include expert commentary or quotes in your long-form content like 
ebooks and reports to add credibility and inspiration to the content. The  
reader feels like they’re benefiting from the opinions and advice from the top 
experts in that field and therefore the content immediately becomes more 
valuable.

A great example of using expert commentary to make a data report more 
interesting is this content marketing report we did with Smart Insights. We 
included 12 experts’ opinions on what the data meant and in turn, each 
expert shared the report with their audience. Below you can see one of the 
comments we included from Head of SMB at Twitter, Brian Lavery. 

http://offers.hubspot.com/content-marketing-success-2015
https://www.smartinsights.com/?utm_source=hubspot&utm_medium=pdf&utm_campaign=managing-content-2015
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SHARE THE GUIDE

You should weave their comments into the main body to ensure the content 
and story flows well but still call them out using a different colour background.
 
For a similar effect but for less commitment from the influencer, you can 
include their quotes from other sources in your content. Any time you find a 
great quote from an expert in an article or on Twitter, simply add them to a 
spreadsheet for future use.

You can then include these quotes within your content where relevant, let them 
know you have used the quote, and thank them for it. Just be sure to link back 
to the original source where you took the quote from.
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If you feature experts in your gated content, e.g. ebooks and reports, make 
sure to sell the value of their input on your landing page. Ask your influencers 
for their headshots and call them out under the main copy. They’ll appreciate 
the additional link back to their site or Twitter profile.

5. Do an AMA (Ask me Anything) on your social channels  

 By getting an influencer to dedicate 30 minutes of their time to answer  

questions on Twitter, you can significantly grow your audience and brand  

awareness. All it takes is a good hashtag, a great influencer and a solid  

promotion plan and you’re all set! 
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Here’s an example of a Twitter chat from Truebridge Capital who partnered up 

with Forbes to give advice on what it takes to be a venture capitalist -- a topic 

that was relevant and interesting to both of their audiences.

6. Get a testimonial. 

 By sharing an early version of your content with influencers before your main 

promotion, it gives you an opportunity to get a testimonial from them on how 

great the content is. You can then add the testimonial to your landing page, 

making your content even more compelling to download. 
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Simply give them the content and ask for their feedback on the content or give 

them a ‘lazy Tweet’ they can share with their network, then include that Tweet 

on your landing page. We shared this ebook with our content marketing hero, 

Doug Kessler ahead of our launch to get his opinion. You may have noticed his 

testimonial on our landing page as a result -- it might even have been the  

reason you downloaded this!

By listening for your keywords on social you can identify when influencers  

discover and share your content of their own accord. If you don’t have a good 

social monitoring tool, try using a hashtag for each of your campaigns and 

check in on the conversation regularly to spot good Tweets you can use.

https://clicktotweet.com/
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For example, I found this Tweet from Jeff Bullas, a well known content marketer, 

which recommended a SlideShare I created. I made sure to capture his Tweet 

so I could use it to promote the content further, with his testimonial behind it. 

that it was backed by a content marketing influencer.

 A tool like Traackr will also help you manage your influencer’s community, by 

gathering the content they produce and share on each of their social channels 

and the level of engagement generated by your activities.

Just remember, we trust friends, colleagues and experts more than advertising. 

Marketers who understand this, devote time and resources to creating authentic  

relationships with the people who matter to their business. 

These people are the ones who influence your customers and shape your  

industry. In the past, influence was exerted by a select few (analysts, journalists, 

celebrities). Now, influence is spread out. 

Your job is to find the most important people for your brand, whether they’re 

among your prospects, current customers, industry experts, or passionate  

individuals. 

http://ow.ly/PmnmI
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Perform Effective OutReach 

Now that you know who you are going to reach out to and what you’re going ask 
them for based on your goal, how do you go about approaching them? Should 
you Tweet at them? Send them an email? Have a pitch ready? Below are some 
tips on how to approach your influencers in order to get a response. 

Email
1. Exercise authority/reputation -  influencers are more likely to help you if they 
think it’s going to get them increased exposure. When you introduce yourself and 
your company, point them to some of your published content or social media 
following -- if you can boast a large one. Know their motivation and play to that. 

2. Make an impression in your subject line – make them feel important in the 
subject line. Tell them you need them and make it personal. E.g. “Brian, I need 
your expertise for a report I’m working on”.

3. Always be aware that people are busy – Be polite and tell them what is it you 
want, why they should take part, exactly what you need from them and by when.

The same rules apply for reaching out on LinkedIn.
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Here’s an example of a succinct outreach email that we have sent asking for 
expert commentary for a report we were writing:  

Bonus tip: When it comes to reaching out to an influencer for the first time, you 
need to ensure the email address you have is a valid one. Try using verify-email.
org and rapportive (a Chrome extension) to check you have the right contact 
details/email address.
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Twitter
You have a lot less space to work with when using Twitter to reach out to 
influencers but sometimes you don’t have a choice. Here’s how to make the best 
use of it. 

1. Save the details for a Direct Message. The account needs to be following you 
before you can send a DM so this might take a couple of steps if you need to get 
them to follow you first. A simple Tweet telling them you have a proposal for them 
and request they follow you to receive a DM can be effective. Alternatively, you 
could just ask them for their email address so you can send them the details.

2. Just ask. In the example below, the message is short and succint. It’s person-
alised and clear what they want me to do. If you take this approach you should 
mention what type of blog you have and include a link so the influencer can easily 
see if it’s a good fit for them or not.
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3. Experiment with video. People are more inclined to watch a personalised  
video message than read text alone, plus it provides an opportunity to get your 
message across in more than 140 characters. 

I received the video below from someone who had come across some of my  
content that he found valuable. He wanted to interview me to be featured on his 
blog which is a great example of how to reach out to someone you don’t have 
contact details for. 

https://twitter.com/benkinnaird/status/576409795340697600
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9 Tips from the Influencers Themselves

1. Do your homework - Chris Herbert CMO Mi6 Agency

You really need to understand what the influencer’s priorities are for their 
business and as a thought leader. That means knowing the market they are in, 
understand the segment(s) they cater to and what they want to accomplish. 

2. Offer value - Chris Herbert CMO Mi6 Agency

An influencer program must be balanced in terms of the value it delivers to 
the influencer, the company running the program and most importantly the 
market segment it’s catered to serve. If the market segment benefits from the 
“product” of the influencer program then you’ve got a better chance of being 
successful.

3. Make it relevant - Tonia Ries Founder and CEO, Modern Media

It’s all about being relevant. With today’s tools, it’s so easy to quickly 
understand the content area a given influencer is most passionate about—and 
then craft a message or experience that the influencer will be excited to share 
with their audience. I’m always looking for great content to share: help me find 
it and make it easy for me, and odds are I’ll be interested.
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4. Get your pitch right - Deirdre Breakenridge CEO, Pure Performance  
Communications

The “pitch” is always better when there is an experience they would welcome 
and want to share with their friends. Pinpointing information that is relevant, 
contextual and valuable will go a long way. Wrapping what would be your 
“pitch” in a customised story or an experience that’s meaningful and 
memorable helps to get the attention of influencers and the thought leaders 
you want to reach. 

5. First impressions matter - Shonali Burke President & CEO, Shonali Burke 
Consulting

First impressions make a difference. That doesn’t mean you don’t get a 
second chance, but as far as possible, I think we have to try to make the 
first impression a good one. Research is really important; I can’t stress this 
enough. Can I say it again? Research is really, really, really important… if you 
don’t tell influencers why you’re approaching them, and how they can make a 
difference to your client or campaign, they’ll ignore you at best, or write really 
mean blog posts about you at worst.
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6. Make it easy - Shonali Burke President & CEO, Shonali Burke Consulting

Make it easy for them to participate; for example, if there are specific content 
pieces you are hoping they’ll draw from, make it easy for them to access 
those pieces. If you are hoping they will share short-form content, create it for 
them as a starting point. They may change it, but at least they don’t have to 
create it from scratch.

7. Become their friend first - Amy Higgins Content Marketing & Social Media 
Manager, Concur

Just like real life relationships, it’s important to interact with someone before 
you ask them for a favour. Engage with your influencers on social — Retweet 
them, comment on their blogs, join their Twitter chats, etc… and eventually, 
like with most online engagements, a relationship develops. Then, you have 
a foot to stand on when you reach out to them for help with your marketing 
campaigns. If at all possible, try to meet them in person. Just remember not 
to pitch them, become their friend first. You’ll end up getting more out of it for 
yourself and your business.
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8. Ask not what they can do for you - Jason Miller Senior Manager, Content 
Marketing for LinkedIn’s Marketing Solutions

I’ve never asked for anything, I asked what I could do for them and leveraged 
whatever reach or promotions I could to help them spread the word on 
what mattered to them the most. Then I went in and asked if I could guest 
blog. I wrote a TON of blogs for free and still do. It’s about reaching the right 
audience for the company you work for while also building a personal brand. 

9.  Don’t dumb it down too much – Jeremy Pepper, @Jspepper

When I’m pitched, I find the pitches that package everything up to me are 
the ones that I ignore the most. I find (and many reporters I’ve spoken to find) 
that to be dumbing down the content, as if I’m too stupid to know what the 
story is, what the tweet might be, what the points are. But each person has 
their own POV and desires, so a one-size fits all approach doesn’t work.
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Nurture the relationships

As highlighted by our experts, it’s extremely important to build and nurture the 
relationships with your experts. They are real living people and should be thought 
of and treated as such. 

Add them to a Twitter list

As you identify experts you feel will add value to your campaigns and help you achieve 

your goals, add them to a Twitter list. This will make it easy to monitor what they’re 

saying so you can engage with their posts regularly. Favourite and Retweet their 

content so they get to know your name and handle.  

If you are using Traackr and have added your key influencers onto a project, the tool 

will provide you with the whole of their conversations on all channels enabling you to 

engage the right person with the right content and at the right time. 

http://ow.ly/PmnmI
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Block off time

Make sure you schedule yourself some time each day or week to go in and 
engage with your influencers and find new ones. You’ll know you’re doing it right 
when the influencers you’ve leveraged in previous campaigns begin coming to 
you first to be included in your content!

Get notifications with IFTTT

IFTTT is a website and app that allows you to automate actions from your 
favourite apps and websites by creating connections between the two. You 
can set up a trigger for when one of your influencers publishes a new blog for 
example, and set the action to email you that blog. You can then read it and 
comment or share it.

https://ifttt.com/recipes
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Remember it’s not all about you

We’ve mentioned this already but it’s essential that you realise that influencer 
marketing only works if you build a relationship. And to do that, you can’t be in 
the business of ‘me’. As Jason Miller told us, ask not what they can do for you 
but what you can do for them until you feel the relationship is stable enough for 
you to ask in a favour. 

Favourite their profiles

By favouriting a Twitter profile on mobile, you will be notified every time that 
profile tweets something. This makes it easy to interact with the influencers 
you want to target whenever they tweet something interesting to you. However, 
be careful to only do this with a few influencers, otherwise your phone will be 
buzzing all day. 
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Measure Success

Platforms such as Traackr are going to be essential for tracking and defining 
success, as influencer marketing becomes an essential part of an integrated 
marketing approach. Having a tool such as Traackr in your arsenal can help tie 
influencer marketing back to overall business goals.

However, if you don’t have Traackr, you can still measure the impact of your 
influencer marketing.

1. Create a tracking URL for the content you’re promoting. You can use 
bit.ly, tinyURL or HubSpot’s tracking URL builder if you’re a HubSpot customer to 
create these tracking URLs. That way you can see all traffic and leads that came 
to your website for each of the influencers that shared your content. Make sure 
you create one for each influencer so you can measure who is having the most 
impact. 

2. Monitor social reach. How many people shared your influencers’ social posts 
about your content? How far did those Tweets reach? Use a tool like TweetReach 
to see just how far the message has travelled. Using a hashtag for each of your 
campaigns can also help with tracking reach. 

http://ow.ly/PmnmI
http://ow.ly/PmnmI
https://tweetreach.com/
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GET A FREE 
INBOUND 
MARKETING
ASSESSMENT

LEARN MORE HERE

Want to know how to optimise your 
website to get more traffic and leads?

http://offers.hubspot.com/inbound-marketing-assessment
http://offers.hubspot.com/inbound-marketing-assessment
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