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Abstract 	 Influeners are becoming an increasingly popular communication tool thanks to which a company can gain a lot. 
Influencer, by being authentic, builds strong relationships with the group of its recipients. Companies that invite 
such people to their campaigns may influence the increase of sales volume, increase of brand recognition, and 
the involvement of consumers in the company’s activities. However, choosing an influencer is not a simple task. 
The article presents the definition of the influencer concept, activities to be performed by selecting an influencer 
and examples on the Polish market of the use of influencers in company activities. The aim of the article is to 
show that influencers can be an effective tool of communication between a company and a group of consumers, 
and influence the building of relationships.

#0#

Introduction
Influencers are a popular trend in marketing communication. Their number has been systematically growing 

for a few years. This is also reflected in the business marketing companies, which more often cooperate with 
bloggers, vloggers or profile owners in other social media.
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This trend also affected the emergence of the concept of Influencer marketing, which is defined as the 
field of marketing based on the recognition and position of people involved in the promotion. It is reminiscent 
of recommendation marketing, however, it focuses only on the opinions of influential Internet users (Knowledge 
base).

Increasing importance of influencers is confirmed by the results of research, which show that over 53% 
of buyers declare that the decision to buy the product was taken under the influence of the person they are watching 
in social media. Internet users often consider vloggers to be experts in a given field. Their recommendations and 
the ability to discuss and comment, make publications about brands on vlogs more reliable for them than traditional 
advertising on TV, radio, press or on billboards. The marketing industry began to cooperate with infuencers due 
to the relatively low cost of building coverage. Today, many top companies are able to pay very much for the top 
creators. In the US, already 65% of companies use influencer marketing in their communication. In Poland, this 
market is still young. The number of ads and expenditures on them are growing at a slower pace than the amount 
of content, but more and more brands are aware that thanks to cooperation with creators, they can reach specific 
target groups more effectively. However, many companies still do not know how such cooperation should look like. 
There is no belief in influencer ideas (Nowak, 2017).

Influencers – who are they?
Influencer is a person who has a strong influence on their recipients – their views, opinions, shopping habits. 

The distinguishing feature of someone like this from any other person, which could also be said that he or she affect 
others, is building relationships with their recipients.

An influencer should be a person who owns a blog, a vlog, an account on Youtube, Snapchat or other Social 
Media and may influence the opinion of at least a few hundred people (Kawalec, 2016) Not always influencer is 
a specialist in the field in he or she comments. The second group of influencers are public figures – celebrities, 
artists, athletes, politicians, etc., whose reach is often larger than people known for running a blog.

Influeners are not a homogeneous group and they can be divided depending on the number of users who 
follow the profile of a given person in the social network (Makuch, 2018):

–– microinfluencers (from 1,000 to 100,000 followers),
–– mid-tier influencers (from 100,000 to, 1,000,000 followers),
–– top-tier influencers (over 1,000,000 followers).

Thanks to cooperation with brands, influencer can transform your passion into regular work. However, it is 
not enough to have a good idea for interesting content, especially if the creator is working on the YouTube channel. 
The traffic on the channel depends on many factors. The appropriate title, description and also watch-time (time 
of watching the material) or presence in the tab ‘recommended’. The technological aspect is important. You need 
to skillfully use all the functions and rules that affect the result of the channel, that is its subscription (Nowak, 2017).

Forms of cooperation with influencers are various: product placement in their program, testing and product 
review, special episode dedicated to the product, organization of competitions with a given product, participation in 
brand mobilization in social media, advertising spots, press.

Influencers very often show exaggerated images of themselves, e.g. women, who 3 weeks after the birth 
of a child returned to the former figure and show themselves in pictures in full make-up. By contrast, by showing 
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different hardships, such as tiredness after training, and not perfection at any time, you can build with the fans much 
more understanding and trust.

In many cases, consumers trust in smaller influencers than the top ones. The strength of microinfluencers lies 
in their naturalness, authenticity and commitment. They are often perceived as “people from the neighborhood”, they 
give the impression that interneters know them personally, which translates into credibility and lasting relationships 
with a group of recipients. This makes their content more effective than traditional advertising. The average 
level of generated involvement under the posts by microinfluencers of inda Hash is even 5 times higher than in 
influencers with large ranges. By engaging several microinfluencers, you can get the same range as the woth top-
tier influencers, getting a higher commitment rate (Makuch, 2018).

The group of recipients called digital natives, constantly connected to the network, is bombarded every day 
with advertising messages and remains insensitive to artificial communications, therefore authenticity matters 
much more. There are influencers who understand this. In the group of parenting bloggers also honesty is more 
and more in price, much more than the photos of equally arranged blankets, as seen on the example of Maia 
Bohosiewicz, who on her Instagram account shows motherhood without icing or on the blog nostressbeauty, where 
Maria Kowalczyk does not use artificial embellishments, despite that the blog is about beauty. Influencers, at least 
in principle, build their title influence on knowledge, sharing experiences, ideas or own creativity (Przybylski, 2017).

Influencers – how to choose them?
First of all, the influencer should be matched related to the given brand. If someone has a clothing store, they 

should look for, for example, influencers who have nice pictures in the designs of the istagram. When choosing from 
among several known people, many indicators should be taken into account. First of all, in the network, especially 
on the websites of agencies that cooperate with influencers, there are rankings (Figure 1). They contain numerical 
data about the size of subscriptions and impressions as well as the increase in subscriptions on a daily, weekly and 
monthly basis. This is important, because the fact of having many subscribers does not guarantee the continuing 
popularity of a given person. Therefore, when analyzing the subscription growth, it is possible to check how many 
subscribers come on a regular basis and whether the given influencer still enjoys such a high popularity as for 
example a year before.

Secondly, an estimate of the influencer’s reach requires data such as the number of fans on Facebook, Twitter 
subscribers, YouTube channel subscribers, as well as the number of page views and unique users on the website 
or blog. However, it is a mistake to perceive the creator of the internet through the prism of reach. The fact that an 
influencer has a wide audience does not mean that it is matched to the group of recipients of the product. Most 
companies do not appreciate smaller influencers because they think that one action with a large range is more 
effective. Meanwhile, cooperation with a larger group of smaller, in terms of reach, creators allows for achieving 
higher ROIs. Such activities require more work, so it is good to run them through an agency that knows who to work 
with, both in the case of range advertising and content marketing (Nowak, 2017).

Depending on the specific social media one can ask about internal statistics, but it is also needed to check 
those visible ones. In the case of Facebook, it is the number of likes, the frequency of entries, the quantity and 
quality of comments under the entry, participation in other campaigns. YouTube is the number of subscribers per 
channel, the number of views of individual videos, the quantity and quality of comments under the video being 
displayed, and how the influencer responds to them. 
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Figure 1. Ranking of influencers

Source: Ranking of Polish YouTubers  http://ranking.vstars.pl/?sort=month_change&.

The target group that the company wants to reach is also important. Then, one look at the demographic 
structure of the influencer’s group of contributors and decide if it is consistent with the target group of the company. 
Table 1 contains information that should be analyzed when deciding to cooperate with influencers.

Table 1. Places to acquire data about influencers

Tool Description

1 2

Internet monitoring using the internet monitoring tools, e.g. Brand24 or SentiOne, one can find people who often express their opinions 
on topics related to a given product or service. Such research will also allow to follow how the statements of the 
potential influencer are commented.

Reports Sotrender’s trend reports enable to see which channels on Youtube, FB fanpage, Instagram and Twitter profiles 
were the most popular recently.

Rankings both the companies and the influencers themselves undertake to create different types of rankings of bloggers, 
youtubers, Instagram accounts, etc. The most popular ones are the review of the most influential bloggers of Jason 
Hunt. Andrzej Tucholski also creates his ranking. Youtubers with the widest range can be found in the already 
described vStars.

Google search engine you can also search for influencers in Google. The easiest way is to enter a key phrase, e.g. “fashion blog”, 
“parenting blog”, “culinary blog”. Another way is to enter a specific phrase related to a given product. If you are 
looking for a technology influencer, you can search for reviews of a particular phone model. In the top 10, a blog will 
definitely appear.

Instagram – similar profiles if you want to get involved with instagramers, you can find one whose profile meets expectations and start watching 
it. A similar profile will appear over the profile, which is also related to the subject.

Contests bloggers and youtubers can also be found among the winners of contests such as the annual Gala of Creators 
(formerly Blog of the Year) or Grand Video Awards.

Groups on facebook is a great place to look for microinfluencers as well as an unusual target group. For example, if you need to find 
bloggers owning a cat, or youtuber, which will soon be getting married, you can post on a blog group (Blogs 
– cooperation, interior design blogs) on influencer marketing (e.g. Influencer Polska – virtually on influencer 
marketing). Bloggers and youtubers, not being the addressee of the query, will be happy to recommend their 
friends. Microinfluencers can be found on industry groups. 
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1 2

Platforms the most convenient way to search for influencers is to use the platform grouping creators. For example, in the 
WhitePress platform, influencers can be searched by topics, tags and channels in social media. Profiles are also 
sorted by ranges and prices. You can immediately send an inquiry to the influencer and conveniently carry out the 
campaign without unnecessary e-mails and contracts. In the platform, you can easily find microinfluencers, who are 
often willing to square up in the form of barter.

Events they are an opportunity to establish relationships with influencers. It may be a typical blogging event like 
SeeBloggers, but also thematic – a medical conference, a meeting of women running companies, etc.

Source: Górecka (2017). 

The involvement of the influencer in the brand campaign means primarily its credibility, increasing trust, 
reaching a new audience and tightening ties with them, thanks to the emotional relationship. However, for every 
marketer it is the conversion that matters, i.e. whether the user has decided to buy. During the campaign, the opinion 
leader may encourage participation in the competition, entry to the brand website, purchase for a voucher lowering the 
value of the basket. Giving an individual code, tagging the campaign will allow retargeting to people who have entered 
the brand’s website. You can build their profile and send them a dedicated message at the right time and place. 
Thanks to performance marketing, the brand can measure the influence of the influencer on sales (Nowak, 2017).

Examples of campaigns with the involvement of influencers
In the network you can find numerous examples of influencers’ involvement in promoting brands. Special 

articles and rankings of the best case studies are created, also with the divisions into industries.

Figure 2. Post regarding the Apple phone on the Duże Podróże blog

Source: 10 campaigns... (2017).
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The author of the blog Duże Podróże has partnered with the Apple brand and the official distributor of its 
products on the Internet, iSpot.pl – she prepared for her readers a guide on the most useful applications available 
on iOS. Systematic publication is an extremely important issue for every blogger: even when Aleksandra is 
many thousands of kilometers from home, she can easily prepare new entries, process photos or edit movies 
(10 campaigns..., 2017).

Marta Muszyńska, the author of the blog Podróżniczo.pl, decided to give a few hints to her readers: she 
prepared the arrangements with Westwing, a brand dealing with interior design accessories. Scandinavian, 
American or French style – a travel atmosphere and a stylish finish guaranteed (10 campaigns..., 2017.

Figure 3. Post regarding interior design (Westwing brand) on the Podrózniczo blog

Source: 10 campaigns... (2017).

The Amica brand introduced a new blender to the market and decided to invite famous bloggers to cooperate. 
WyzwanieKoktajl campaign included Jessica Mercedes, Maciej Mazurek (Zuch Rysuje), Koszulkowo, Mediafun 
or Kocham Gotować – its aim was to involve them in creative promotion, dissemination of the supporting hashtag 
and gaining popularity in social media. The action definitely paid off: over 28 blogs were published, the brand 
gained new ambassadors and successfully promoted its new blender. In addition, the community involved actively 
exchanged the recipes for healthy cocktails (50 campaigns..., 2016).

Michał Szafrański, the author of the popular blog Jak oszczędzać pieniądze (How to save money) established 
one-year cooperation with MasterCard. As part of it, he prepared a compendia of knowledge about bank cards 
and the course “Defeat your debts”. He shared his knowledge, advised, answered questions – that is, he did what 
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he has done so far on his blog – thanks to which he gained many new readers, and the brand got a very good 
place for promotion. Also the Ikea brand, on the occasion of the premiere of the new catalog, organized a photo 
session with bloggers, which then went on personalized covers. In addition, each of them described their day with 
the Swedish furniture brand, added photographs behind the scenes, and at the same time promoted Ikea in social 
media. In action took part, e.g. Vanitas, Szafa Sztywniary or StayFly (50 campaigns..., 2016).

Figure 4. The Amica brand campaign on the Pruskigotuje blog

Source: 50 campaigns... (2016).

Figure 5. Ikea brand campaign on the StayFly blog 

Source: 50 campaigns... (2016). 
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Conclusion
Influencers have invaded the world of marketing communication tools for good and certainly this trend will 

continue to develop. Forecasts for 2018 indicate development in the microinfluencers group and that Instagram will 
have the largest number of campaigns using influencers. This is certainly influenced by the change in facebook 
policy regarding the reduction of organic ranges.

Watching different people online, using bloggers’ advice influences building trust between the user/observer 
and the person running the medium. Through the authenticity of a person, the quality of his/her entries and opinions 
it becomes a pattern that influences the creation of opinions in others, and thus their purchasing behavior. In this 
process, the relationship between these parties is being built. As numerous research results show, consumers 
less and less trust television advertising, and they are more likely to believe in influencers. This is also reflected in 
the marketing activities of companies that are constantly trying to build relationships with groups of their buyers. 
The involvement of influencers for this purpose can help them, and it is important that it is a cheaper and more 
effective tool than many other campaigns massively used by companies. 
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