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Why Influencer Marketing Spend 
Will Hit $10B in 2020

of marketers say 
influencer content 
outperforms brand 
content

Ad units that feature 
influencer content 
outperform control ad 
units by

92% single piece of 
influencer content 
takes a consumer from 
Awareness to Purchase

of consumers have 
purchased a 
product because 
of an influencer 
recommendation

57% 
1

+166% 



Who We Are
SheSpeaks launched in 2008 
as a platform designed to 
help brands understand 
women and tap in to the 
power of their voices. Many 
influencers joined. 

We are now the largest 
community of female 
influencers reaching 300 
million consumers per 
month.



What Is An Influencer?
Someone who has built a strong social following, trust & engagement with their audience.



#1 Cable Show W/O 11/8
2.52 Million Viewers

YouTube Influencers
3.1 Million Followers

Many influencers have audiences that rival those of popular TV shows.

What Is An Influencer?



Nano 
Influencers
• 1k-5 followers 

typical "Jane" 
consumers

• Nominal fee or 
Free products in 
return for posts

Micro-
Influencers
• 5k-100k Followers
• Average costs: 

$500+ (huge 
price range)

Middle 
Influencers
• 100k-500k 

Followers
• Average costs: 

$5k+

Macro-
Influencers
• 500k-1MM 

Followers
• Average costs: 

$20k+

Mega & 
Celebrities
• >1MM Followers
• Average Costs: 

$50k+

Types of Influencers and Costs



4.44% engagement rate

Focus on Engagement Rates



Think of the potential of Influencer Marketing as getting access to:
1. Creative/Content
2. Media/Reach
3. Sales/Direct Marketing all in one action.

• Creative/Content: Influencers creating content for brands and retailers. 

• Media/Reach: Influencers are able to reach target consumers and drive 
significant awareness. Influencer content is doing double duty and 
being effectively used in paid media as well.

• Sales/Direct Marketing: Because influencer content can link directly to 
ecommerce, brands are able to generate direct and attributable sales 
from the content.

What is Influencer Marketing and its benefits?



Creative & Media with Drive to Sales



32,000+ Clicks to 
Walmart.com Venus 

item page

Creative & Media with Drive to Sales



Influencer Content from Creative & Media

20% Engagement 
rate  vs. typical celeb 

eng. rate of 1%



Influencer Content as Media



Campaign Results

• 215% ROI

• 50+ creative brand assets specifically 

for the Hispanic market

• 600+ pieces of social content created

• 2.1MM+ Views, likes and comments on 

Instagram

• $893K+ Earned Media Value (Social 

Virality & PR)

Influencer Content as Media



Using influencer content 

for direct Sales



Brands are using influencers to reach audiences with 

live and engaging creative/content



Influencer content as creative on brand, retailer and 

O&O channels



Case Study: New 
Product Launch

Campaign Objective:
Drive trial and awareness of a new 
national diaper, as well as drive 
purchase consideration at Walmart.

Raising Awareness:
Influencer content showed shoppers 
where to find the new diaper by 
posting images of the Walmart end 
caps.



Holistic Campaign 
Elements

Product reviews by Walmart shoppers 
on walmart.com

Key messaging talked about the value 
of the diaper at Walmart along with the 
convenience of being able to shop for 
other baby department items.

Foot Traffic Study captured 
incremental Walmart store visits

Digital ads using Influencer content and 
Shop now button drove to digital product 
shelf on Walmart.com



Results by the Numbers

• 52,000 Engagements

• 10mm Shoppers Reached

• 2,000+ Social Posts

• 37,000 incremental store visits



Eva Longoria for L’Oreal

Best Practice: Authenticity Matters



Best Practice: Experiment with Different Content

Instagram Stories



Best Practice: Timeliness is Critical –
Brands as Ingredients



• Right Influencer with 
Right Target Shopper

• CRM used to determine 
influencer demographics 
and follower details

• Influencers Create Story 
Driven Content

• Brand Guidelines Moderated
• Pre-Posting Content Approval
• Embed product link in content

• SheSpeaks measures 
progress at every step 
of the program

• Optimizes content 
based on 
performance

• Influencer content is 
shared and amplified 
organically

• Best Performing content is 
developed in to ad units 

• Used in programmatic and 
paid social

Target
Influencers

Create 
Content

Distribute 
Content

Measure & 
Optimize

Getting Started: Influencer 
Marketing Campaign Success

Define
Objective & 

Target

• What outcomes do 
you want to drive

• Who do you want to 
reach



Best Practice: Measure it all!



Best Practice: Measure it all!



Best Practice: Measure it all!



Some  Holiday Insights
for Influencer Campaigns



Holiday shopping will start earlier this year. More shoppers 
say they plan to shop prior to Thanksgiving vs. last year. 

2020 2019
Any day(s) prior to Thanksgiving 48% 42%

Thanksgiving Day – for stores that are open that 
day 10% 17%

Black Friday 47% 53%

Small Business Saturday (Sat. after Thanksgiving, 
day to shop in small, local stores) 36% 33%

Cyber Monday 59% 62%

Christmas Eve 7% 10%

N/A None of the above 18% 17%

Question: On which of the following days do you plan to do holiday shopping this season vs. last season?



Uncertainty remains the #1 emotion people are feeling

50% 36% 34%

ANXIOUS/SCAREDUNCERTAIN FRUSTRATEDOVERWHELMED

42% 34%

HOPEFUL

Top 5 emotions are still the same vs. July:

54% 38% 37%38% 29%



Big change in planned holiday spending in 2020. 21% more 
people say they will spend less this year vs. last year

5%

48%

47%

I'll spend more this year
than last year

I'll spend the same this
year

I'll spend less this year

13%

49%

39%

I'll spend more this year
than last year

I'll spend the same this
year

I'll spend less this year

2020 2019



FACTORS

Be clear on what you want to deliver from an 
influencer campaign & who your target it1
Choose influencers wisely. Look at reach, 
engagement and authenticity of their 
content when choosing.

2
3 Brief influencers well & make sure that they 

understand the type and tone of content you 
want.

4 Leverage influencer across integrated 
strategy & optimize content through the 
purchase funnel.

Remember the long tail of influencer content. 5

Success



Q&A
Get In Touch!
Email: Aliza@shespeakscom
LinkedIN: Aliza Freud

SheSpeaksInc.com


