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Quantifying Beauty Influencers’ Impact

By Rich Zeldes

Therise ofinfluencer marketing
at once delighted and flummoxed
CMOs. The lure of incredible vis-
ibility, a fresh form of persuasion,
and engaging content battled with
an overall inability to prove ROI
and assess how much to pay and
for which activities. Yet the ben-
efits quashed the negatives, and
influencers of all tiers flourished.
Concurrently, the beauty industry
surged, in part as a response to
the hyper-visual world of social
media. Beauty also accelerated
because new direct-to-consumer
brands changed the way that
they spoke to consumers. Educa-
tion and communication around
products became friendlier and
simpler, and women felt more

comfortable trying new things
from their social feeds. There is
now more data around influencer
effectiveness that can help guide
brand strategy.

Top Motivators

In the last year, influencer-
sponsored content on Instagram
in North America surged 150%.
#Fashion is the top-trending
hashtag, but beauty influencers
are driving three times the num-
ber of mentions than those pro-
moting fashion brands. Gen Z, in
particular, leads the conversation,
while Millennials and Gen X are
bringing their considerable pur-
chasing power to the discussion.
So, what are the factors driving
this cross-generational engage-
ment? In general, women seek

out influencers for education and
remain for entertainment. 69% of
Gen Z and Millennial women fol-
low beauty influencers for the tu-
torials, 52% follow to discover new
products, and product reviews
motivate 49%. Anotherniche seek-
ing benefits from beauty influenc-
ers are busy mothers.

rupted the $52 billion beauty in-
dustry significantly already. That
said, there are issues with trust
and plenty of skepticism. Women
continue to rely on friends and
family for recommendations
mainly, and only 32% of women
surveyed trust internet celebri-
ties. Younger generations ask

BE TY CARE

Dispelling ROI Woes

Understanding how influenc-
ers affect the path to purchase
and drive sales is becoming more
important, and more apparent.
Instagram beauty bloggers im-
pacted the purchases of 34% of
respondents in a recent survey;
28% felt similarly, but with celeb-
rities. Productsthat donotrequire
choosing a shade perform better
via social media. For example,
57% of women surveyed reported
that they purchased hair care as
aresult of social media; skin care
and body care are also thriving
due to influencers. And although
YouTube is essential — particu-
larly with Gen Z—much of this ac-
tivity happens on Instagram, a be-
havior set to continue. Instagram
debuted new in-app checkout in
March, and it now allows users
to shop directly from influencer
posts, too. This development will
simultaneously redefine the con-
versation around influencer ROI
and bolster Facebook’s formida-
ble grasp of user data.

Not All Rosy
Beauty influencers have dis-

more from brands, and the call-
out culture very much applies to
the beauty industry, with accounts
like Estée Laundry determined to
keep brands honest. So, while the
data persuasively recommends
that brands play in the influencer
beauty space, they still need to
take care with messaging and pre-
pare for negative responses. Most
importantly, consumers need to
feel that the partnership between
brand and influencer is honest.

In a sign oftheir growing power,
many influencers are, like Kylie
Jenner, creating their own beau-
ty lines. One to watch: Target’s
launch of a new body care brand
called LoveAnyBody, in partner-
ship with YouTube and Instagram
influencer Loey Lane. Target is
betting that Lane, who has a pow-
erful message of size inclusivity,
will inspire women and stand out
in the crowded beauty space.
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