
BUILDING RELATIONSHIPS
WITH INFLUENCERS
A BEHIND-THE-SCENES LOOK AT ONE OF TODAY’S
MOST IMPACTFUL MARKETING TOOLS



For most brands, it’s easy to feel overwhelmed by 
countless marketing options. Each one requires proper 
planning and contains unique costs and risks. Worst of 
all, traditional marketing channels are often una�ord-
able for small businesses. But there’s a shortcut that 
your brand can’t a�ord to ignore. 

INFLUENCER MARKETING IS VITAL
It’s called Influencer Marketing—a prevailing tool that 
builds communication with potential customers and 
establishes valuable awareness for your brand. This 
paper outlines influencer marketing, explore a myriad 
of ways to work with influencers, and share the basic 
skills required to transform your brand into a modern 
marketing powerhouse.
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For years, athletes and celebrities have partnered with brands to promote  prod-
ucts and services. These thought leaders commanded powerful attention, but their 
participation was often cost prohibitive for smaller companies. Influencer market-
ing solves this by using social media as a shortcut. Brands of all sizes can finally 
connect with savvy individuals who have built large followings, trusting these 
influencers to communicate authentically with people who share the same values.

Finding the best influencer for your brand starts with prioritizing your goals. For 
better communication with potential customers, start by searching for existing 
customers with a strong online following. These customers already enjoy your 
products, so it’s safe to assume they share values with your brand, too. 

If, however, your goal is to build awareness of your brand, search for influencers 
from competing brands. These people may share your company’s values but are 
likely not aware of your products and services. In either scenario, the following 
procedure will help you decide if a particular influencer is a good fit:

WHAT IS
INFLUENCER
MARKETING?

HOW TO FIND
THE PERFECT
INFLUENCER
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SEARCH
Search Facebook, Instagram, and 

Twitter for current customers with 
substantial followings; or people with 

substantial followings who speak 
about competing brands.

CELEBRITY PARTNERSHIPS
Cost prohibitive for small companies.

INFLUENCERS
Cost e�ective for small companies.

OBSERVE
For 4-6 weeks, observe the types of 
content these influencers share and 
how much engagement they receive 

for their content.

DECIDE
Last, determine if these influencers 
engage with tangible customers for 

your brand and if they have the reach 
to build your brand’s awareness.

STUDY
Examine the ratios between follow-

ers, likes, and comments. Assign 
value based on this engagement. 

Comments are typically more 
valuable than likes. Place high value 

on non-bot comments.

FOLLOW
After locating potential partners, 
follow them on all social channels 

from your business and your personal 
page.



Almost all of Huckberry’s marketing is done directly through brand ambassadors 
on social media. Instead of creating original content, they leverage the authentici-
ty and reach of influencers to build brand recognition organically. 

BRAND TO WATCH:
HUCKBERRY

HOW TO
WORK WITH AN
INFLUENCER

Next, provide the influencer with detailed deliverables, timelines and guidelines 
for how you want your product represented. Be as specific as possible with your 
expectations and open to an influencer’s suggestions. They likely know their 
audience better than you.
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IT’S NOT FREE
The biggest mistake brands make 

when partnering with influencers is 
assuming “they’re our friend” or 

“they’ll do it for free.”

GET OFFLINE
Once you’ve made your decision to 

partner with an influencer, it’s best to 
take the conversation o�ine. 

YOU MUST PAY
Assume a minimum fee of $250 per 

post, with an average fee of 
$750-$1500 per post

IT’S A JOB
Regardless of personal relationships, 
these influencers expect and deserve 

to be paid for their work. 

SCHEDULE A CALL
Search your selected influencer’s 
pages for contact information and 
schedule a phone call with them or 

their agent. 



If you’re new to influencer marketing, a great way to familiarize yourself with the 
practice is by participating in a strategic event like American Field. Event organiz-
ers often have preexisting relationships with influencers who create original 
content to promote the event. 

INFLUENCERS 
AND STRATEGIC
EVENTS

WHEN ALL 
ELSE FAILS

Get creative! Use your conversation to learn of an influencer’s upcoming plans or 
trips. Is a big brand paying for a big shoot? Think how your products or services can 
add value to that experience. 

If an influencer takes a photo with your product or service while at the event, make 
sure you get a copy for yourself. Even if the influencer doesn’t share content on 
their page promoting your brand, there’s value in sharing this content on your own 
brand’s pages and tagging that influencer.

CREATE
YOUR OWN
CONTENT
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HOW CAN YOU ADD VALUE?
Follow your influencers religiously. 
Keep your eyes out for any events, 
photoshoots, videos, or other media 

your brand can add value to.

STRATEGIC EVENTS
Events usually have influencers present. 

USE INFLUENCER PHOTOS
Use photos including the influencer and 
your brand (even if the influencer hasn’t 
posted it). Make sure to @ the influenc-
er — it’s valuable to tag someone with a 

huge following.

MEET THEM!
Learn which influencers will be at 
your event, research their online 

presence. If it fits, schedule a 
meeting.



INFLUENCERS ARE VALUABLE
In conclusion, influencer marketing is a valuable tool 
that provides authentic communication with potential 
customers and increased awareness for your brand. 

When done correctly, influencers can  be your biggest 
and most cost-e�ective driver for business growth and 
increased sales.
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