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The online marke-ng landscape has seen dras-c changes in 
the last decade. The days of stuffing keywords on a page and 
mass-buying pop-up ads are long gone. Marketers must now 
stay on top of mul-ple channels, while improving their ability 
to generate traffic and leads. 

In this white paper, we will look at some of these challenges, and discover how 

influencer marketing offers an elegant, future-proof solution. We will then evaluate 

the current state of influencer marketing, before exploring the idea that long-term 

partnerships will increase your company’s marketing value proposition, user 

engagement, and ultimately ROI. 
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Generating traffic & leads.
Proving the ROI of our marketing activities

Securing enough budget
Identifying the right technologies
Managing our website

Targeting content for an international audience
Training our team

63 %

Hiring top talent
Finding an executive sponsor

40 %

28 %

26 %

26 %

21 %

19 %

16 %

7 %
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According to 2017’s State of Inbound Report, 63% of marketers 

believe that generating traffic and leads is their biggest challenge¹. 

This is particularly true in the world of inbound marketing, where 

content, branding and social media are the key to increased traffic. 

And this is where the core challenge lies: producing the right content 

is difficult, time-consuming, and at times, expensive. 

Whether it is through videos or advertorials, an in-house marketing 

team must constantly deliver high-quality results. It must feel 

relevant and use the appropriate channel-specific tone of voice. And 

it has to engage users, through comments, shares, and creating a 

conversation around the product or service. Your content has to stay 

alive long after it has been made available online.

1. Current 
Challenges of 
Online Marketing 

1.1 The Right Content for the Right Audience

@urbantraveller
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1.2 Managing Technological Hurdles

One change in Google’s algorithm and your SEO becomes obsolete. 

Facebook modifies its news feed, and your posts get buried. A small 

mistake with your account, and AdSense is penalized. To make matters 

worse, it is extremely tough for marketers to keep up to date with all the 

changes on Facebook, Twitter, Instagram and Pinterest simultaneously. 

Not to mention Snapchat and their notoriously opaque user interface. As 

users favor over a variety of channels, marketers increasingly struggle to 

stay on-point for multiple tech-savvy audiences. 

1. Current Challenges of Online Marketing 1. Current Challenges of Online Marketing 



The influencer marketing ad spend is 

set to reach $7.5 Billion by 2022.

50 % of brand content will be created 

outside of in-house marketing by the 

same year.

Forbes reported that 78 % of 

marketers worked with influencers 

in 2017.

Google searches for influencer 

marketing increased by 90 times 

between 2013 - 2016.

Influencer 
Marketing 
Future Trends

2. Influencer Marketing - 
An All-In-One Solution
Enter influencer marketing. In essence, it is the 

practice of hiring talented social media users with 

large followings. Unlike the traditional model of 

celebrity advertising, they are not just paid to show 

their face. They are creative individuals that often 

worked on their online presence for years. With their 

user base, voice, and personality they offer a very 

interesting package.

So yes, as the name suggests, these Youtubers, 

Instagram celebrities or Pinterest gurus have got 

huge online followings. But what is also implied, is 

that they are experts in the field of their chosen social 

media platform, both for creating content, and 

engaging audiences.

There is, after all, a reason influencer marketing has 

seen such a meteoric rise in the last few years. 

According to Business Insider, the influencer 

marketing ad spend is set to reach $7.5 Billion by 

2022². That same year, it is predicted that only 50% 

of the marketing content will be produced in-house, 

half of it being outsourced to social media experts³. 
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3. One-Off Influencer 
Hires - A Success Story

One fact is for certain: the appetite for influencer marketing shows no sign of 

stopping. This is because the results are there, in hard data. Regardless of the 

industry, it would seem strategies based on influencer marketing models do pay off 

with astonishing results. According to a poll by One Productions, a corporate video 

production company, 94% of marketers find influencer marketing effective, with a 

ROI 11 times superior to traditional advertising
4
.

It is worth noting that the current template for this data is based on “one-off 

engagements”. This is where marketers have a specific goal, focusing on the launch 

of an event, product or line. They are constrained by time, budget and 

market position. 

The key takeaway here is that influencer marketing pays off. With an average 

engagement rate of 5,7% vs 2,5% for brands², influencers offer the perfect balance 

between a celebrity endorsement and a recommendation from the “guy or gal next 

door”. They keep the content alive and the conversation going. 

The average influencer engagement rate across industry 

verticals is 5,7 %. For brands, it hovers around the 2,5 % mark.

94 % of marketers find influencer marketing effective.

Influencer marketing can generate 11 times the ROI of 

traditional advertising. 

Influencer 
Marketing 
Successes - 
Key Data
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4. The New Paradigm Shift: Long-Term Influencer 
Marketing Partnerships

Instead of treating influencers like glorified ad campaigns, a growing number of 

marketers seems to be asking a different question: could we benefit from continued 

investment and relationship with the right influencers? They are experimenting 

with a different model, which appears to reap numerous benefits. Their core 

conceptual leap?

Long-term Partnership = Long-term Value. 

Before elaborating on the benefits of long-term influencer partnerships, it helps to 

explore the shortcomings of one-off engagements.

No 
exclusivity.

Content can 
get buried.

Imprecise 
metrics.

A one-off post can quickly disappear, especially in the output of the 

more prolific content creators. If a vlogger posts a video every week, 

it is unlikely that new subscribers will dig into their back catalogue to 

find your promotion from 2 months ago. And since 300 hours of 

video are uploaded to YouTube every hour
5
, it’s easy to see how 

fresh content drowns old content in noise. 

Your brand could easily be promoted side by side with a competitor. 

Influencers tend to operate in niche industries, so if your Instagram 

models are known for sharing cosmetic products, it is likely your 

competitors want to contact them too. And why wouldn’t the 

influencers take as many offers as possible? Like users’ peers, they 

aren’t tied to a contract that prevents them from shopping around.

With one-off posts, you get one-off metrics. Sure, it is good enough 

to measure campaigns, but what about the overall benefit of hiring a 

particular influencer? You might need a more prolonged analysis. 



5.1 Fostering 
Trust and 
Growth

Every employer knows that hiring new staff members 

isn’t a decision to take lightly. You will lose time on 

training, a slow start, and letting them find their place in 

the company. In fact, it costs employers an average of 

$41 000 to hire new staff 
6
. But while taking on a new 

influencer is a much easier, flexible and streamlined 

process, it is still a serious business decision. So why go 

through the hassle of searching for new talent with every 

marketing campaign? 

Like any new employee, an influencer will benefit greatly 

from continuing support. They will get a better 

understanding of the company value, culture and brand 

offering. Repeated promotion and repetition across 

platforms is a testament of the value of your offer, which 

in turn creates a bond of trust in the audience’s mind. 

With a long term engagement, influencers effectively 

become your brand ambassadors. Their followers 

become, by association, fans of your product or service, 

and a symbiotic relationship develops. You can borrow 

the influencers’ content for your own ad material, and 

they can do the same while expanding on it. 
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5. The Benefits of Thinking Long Term

@urbantraveller



5.2  Facilitating 
Management

This is precisely why content marketers, SEO experts or even PR professionals also 

have a lot to gain from long term influencer partnerships. They can save valuable 

time - and hours of organizational hassle.

Being more formal in contracts, you will want the influencer to sign with their name, 

expected deliverables and clear instructions. And while long term contracts do 

require general oversight, the admin and time costs are drastically reduced 

compared to returning to the drawing board for each new campaign.

Finally, influencers dedicated to your campaigns can act as both brand ambassadors 

and lead generators. It is their duty to refer users, and instead of burying your 

product in past posts or videos, they will continuously strive to refresh their 

content organically. This alleviates the load on your side, so you can test and 

measure the results instead. 

Every new campaign needs a new brief. 
Every new brief needs guidelines. And every 
new hire increases admin time.
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5.3 Enabling 
Creative 
Freedom

Unlike in any other marketing channel, authenticity is key 

with influencers. The content becomes to sales-y? They 

lose engagement. It appears too forced? People unfollow 

them. Why is that? Influencers know and understand 

their audience better than you will. 

Unfortunately, creative differences are one of the biggest 

challenges that marketers face when working with 

influencers. In fact, nearly 40% of influencers believe that 

restrictive guidelines and rules are the biggest hindrance 

in their creation of high quality marketing content². 

Content-creators tend to be free-spirited and vocal 

about their opinions. Should they feel your input is 

constraining their creativity, they will have a good reason 

to go look for other offers and this is doubly true for the 

most successful influencers, who might have stronger 

promotion guidelines than you can give to them.

This means brands need to find the right balance 

between their house style and that of the influencers. As 

you can imagine, this is an iterative process that yields 

much better results as time wears on. Influencers get to 

tailor their message, and you get to reign it in or enable 

greater creative freedom for future campaigns. 
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Nearly 40% of 
influencers believe 

that restrictive 
guidelines and rules 

are the biggest 
hindrance in their 

creation of high quality 
marketing content.



Choosing to work long-term with influencers is not without some hurdles. For 

instance, the ROI is not immediate, and there may be higher upfront fees involved in 

setting up the contract. It is also not particularly recommended for those new to 

influencer marketing. They could struggle to get the most from a long-term contract 

without first having honed their skills with basic influencer strategies. 

Moreover, like in any business partnership, it requires a little more effort from both 

sides. You will be treating the influencer like a member of your team, and this means 

taking things beyond simple monetary transactions. You will need to keep their 

motivation in check, enable their creative freedom, and make them feel a part of the 

family, by inviting them to company events or providing training, for instance.

But having weighed the pros and cons, it is no surprise that a growing number of 

marketers favor long-term relationships with influencers. It might take a shift of 

perspective to think of these outsiders as members of your team, but remember 

that they can fill a lot of roles. They can be content creators, brand ambassadors, 

SEO aids and multi-channel engagement boosters. And best of all, you can hire as 

many of them as you like. 
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Conclusion.



Get in 
Touch. Stationsplein 86, 2011 LM Haarlem, 

The Netherlands

www.join.marketing

+31 202 101 320

hello@join.marketing

Join is the first online influencer marketing platform that 
connects brands with relevant influencers with artificial 
intelligence (AI). Our mission is to allow brands to create 
authentic and relevant campaigns. Join was founded in 2017 
and is active across Europe. The platform withholds over 
15,000 unique influencers with a combined follower count of 
half a billion. 

About Us.

https://join.marketing/about-join/?utm_source=whitepaper&utm_campaign=long_term_influencer_marketing#free-demo
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