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Although Influencer marketing is still in its infancy, it has fast become a key and effective strategy 
that enables brands and agencies to reach and engage with both younger and more niche audiences 
- especially when the campaign objectives are focused on brand awareness or customer acquisition.

A number of industries found early success with influencer marketing (fashion, beauty and gaming, 
to name a few) and quickly increased their budgets and activity to maximise on their early learnings 
and traction. These companies found there was a natural affinity between the influencers, the 
content they were producing, their audiences and the products the brands wanted to sell (think 
makeup tutorials, playing computer games and fashion shopping hauls) and this model provides a 
simple framework for how other brands and industries can plan effective influencer marketing 
campaigns, that deliver impact and sales.

The Influencer Marketing 3 R’s

Relevance
The fit between the 

influencer’s audience and 
the brand’s target audience

Responsiveness
How engaged the 

influencer’s audience are in 
their content

Many brands are now using the ‘3 R’s’ model to test and adopt influencer marketing tactics and 
campaigns into their marketing mix - but due to the inherent complexities of influencer marketing, 
brands find themselves at different stages along the adoption curve and are often experiencing 
varied levels of success from their activities. Having a clear understanding of what support and tools 
are available to move your brand along the adoption curve, can be key to unlocking a positive return 
on investment.

Reach
The size of the influencer’s 

audience on each social 
network
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Introducing the 
Influencer Marketing Maturity Model
The Influencer Maturity Model has been designed to help marketers evaluate their current influencer 
activities and provide a framework to help them assess and activate future strategies and tactics.

The model considers the following elements:

Number of campaigns
The number of influencer campaigns you are currently managing, or plan to 
manage, each month. More campaigns = more project managers or a 
requirement for more robust processes and tools to support your existing 
teams.

Your strategy - macro vs micro
Is your strategy to collaborate deeply with a small number or influencers, each 
with larger social audiences vs collaborating with a large number of micro 
influencers, each with smaller but highly targeted (niche) and engaged 
audiences.

Number of channels
The number of channels you use in each campaign. Do you post your content 
on one channel - e.g. instagram - or do you work with influencers to create a 
‘hero’ piece of content (e.g. a Youtube video) and then support this with 
promotional posts on Twitter, Facebook, Snapchat or even a blog post.

Number of countries
The number of countries you need to support in your influencer campaigns. 
Adding new countries adds layers of complexities - e.g. finding relevant local 
influencers, supporting different languages and managing approvals across 
different locations and time zones.

Type of content
The type of influencer content you plan to use in each campaign. Do you ask 
influencers to post existing branded content or do you commission influencers 
to create original content.

Reporting requirements
How do you measure ROI and what data are you tracking during the campaigns. 
Are you happy using publically available data (views, likes, comments etc.) to 
analyse campaign effectiveness - or do you need access to the richer logged in 
channel data (view time, demographics etc.) - or do you have specific internal 
sales tracking that has to be integrated.



Where do you fit in the 
Influencer Marketing Quadrant?
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Budget (per campaign)
How much are you spending on influencer marketing campaigns each month. 
Test budgets can be small, but working with more well known influencers can 
be expensive. This should all be linked back to your objectives and strategy.

Managed vs Self Service
Do you outsource your influencer campaigns or are you confidently running 
them in-house. The more complex your campaigns (based on the above criteria) 
the more resource heavy your requirements become.

Based on the criteria outlined in the previous section, The Influencer Marketing Maturity Model 
assumes that your brand will fall into one of the following four categories - each of which outlines a 
different level of maturity in adopting influencer marketing, into your overall communication 
strategy.

• Early testers
• Content Broadcasters
• Confident Campaigners
• Global Champions

Self-service Confident Campaigners Global Champions

Managed Service Early Testers Content Broadcasters

Low volume of campaigns & 
influencers

High volume of campaigns & 
influencers



Early Testers

Influencer campaigns run a month 1

Campaign strategy (macro vs micro) Macro

Number of influencers used in a campaign 1 to 5

Number of channels used in a campaign Single

Number of countries supported in a campaign Single

Type of influencer content requested Re-posting or original content

Reporting requirements Simple - publicly available

Budget (per campaign) £100 - £20,000

Managed or Self Service Managed

Overview

You’re looking to roll out a number of influencer marketing campaigns, to support your monthly 
social activity. You’ve set aside a small budget to test out a select group of influencers, who have the 
perfect fit with your target audience. To keep things simple you want to focus on content created for 
one channel, but you’re happy to also post this on your brand channels. Any supporting social 
activity would be a bonus. To ensure this runs smoothly you’re looking for an agency to manage this 
activity on your behalf.

Description

Defining your influencer 
marketing objectives 

and strategy

Finding the right 
influencers with the 

right audience

Understanding ROI -
setting achievable KPIs 

and benchmarks

01

Key Challenges
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• Spend time writing a well-defined creative brief to outline your goals, strategies and KPIs. Use our 
free ‘Creative Brief’ template to get you started.

• Use an Influencer Relationship Management (IRM) platform, to track all the new influencers you 
have discovered to support your brand

• Define your required set of reporting requirements before the start of each campaign - and 
ensure that you (or your partner) has the right tools and processes in place to track them

Path to influencer marketing maturity
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https://dyzio.co/resources/influencer-creative-marketing-brief
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Content Broadcasters

Overview

Influencer campaigns run a month 2 to 5

Campaign strategy (macro vs micro) Micro

Number of influencers used in a campaign 10 to 50

Number of channels used in a campaign Single

Number of countries supported in a campaign Single

Type of influencer content requested Re-posting content

Reporting requirements Simple - publicly available

Budget (per campaign) £100 - £5,000

Managed or Self Service Managed

You understand the power of influencer marketing and have used it to good effect to drive interest 
and engagement in your campaigns. Your activity to date has been focused on using influencer 
platforms to find large numbers of micro-influencers (e.g. instagrammers) to post your content and 
offers. You’ve been focused on smaller budgets but a lack of to data, helping you to show real ROI, is 
holding you back on really scaling your activities.

Description

Key Challenges

Struggling to find new 
influencers to work with 
- using a bunch of tools

No way of keeping track 
or managing a large 
number of influencer 

relationships

Hard to track ROI and 
create reports, as data is 
captured in a number of 

places
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• Review your influencer marketing strategy, with a view to testing new approaches (e.g. creating 
more impact form a deeper engagement with fewer influencers or creating original content to 
support your brand)

• Use an Influencer Relationship Management (IRM) platform, to track and manage all the 
influencers you’ve worked with to date

• Create a report template that includes all the key data points you want to track for future 
influencer campaigns. 

Path to influencer marketing maturity
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Influencer campaigns run a month 1 to 3

Campaign strategy (macro vs micro) Macro

Number of influencers used in a campaign 1 to 10

Number of channels used in a campaign Multiple-channel

Number of countries supported in a campaign Single

Type of influencer content requested Original content

Reporting requirements Logged in channel data

Budget (per campaign) £1,000 - £50,000

Managed or Self Service Self-service

03
Confident Campaigners

Overview

You’ve been running successful influencer campaigns for sometime and you’re happy to pay bigger 
budgets for the right influencer, who can really hit the numbers out the park. You focus on 
collaborating with influencers to produce original content - supported by promotions across all their 
social channels. Your biggest headache is managing these complex, multi-channel campaigns 
(tracking terms, creative ideas and shoots, creative approvals etc.) and producing detailed campaign 
reports is a massive pain.

Description

Key Challenges

Managing large 
numbers of influencer 
relationships (profile 
data, contact detail, 

campaign statistics etc.)

Keeping track of all the 
moving parts in a large 

campaigns

Getting the data into 
one place, so reports 
can easily be created 
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• Manage your influencer relationships and track their content and engagement statistics by 
utilising an Influencer Relationship Management (IRM) platform

• Review your internal processes to identify the key campaign pain points and then define a new 
internal workflow, to provide a consistent way-of-working

• Capture all your reporting requirements and invest in a platform or service that gives you the 
ability to request, track and centralise public and logged in influencer data

Path to influencer marketing maturity
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Influencer campaigns run a month 5 +

Campaign strategy (macro vs micro) Macro & Micro

Number of influencers used in a campaign 1 to 50

Number of channels used in a campaign All

Number of countries supported in a campaign Multi-market

Type of influencer content requested Original and Co-created content

Reporting requirements Complex ROI analysis

Budget (per campaign) £20,000 - £500k

Managed or Self Service Self-service

04
Global Champions

Overview

You and your team are managing big budget, multi-channel and multi-national campaigns on a daily 
basis. You have developed a consistent way-of-working but now find the only way to scale your 
growing influencer marketing business is to hire more project managers. Your clients require 
complex end of campaign reports, which is a real challenge, as the data is all over the place - screen 
shots, social platforms, emails etc. Keeping an audit trail of contracts and creative approvals is also 
becoming a major headache - too many moving parts.

Description

Key Challenges

Managing complex 
campaigns across 

multiple countries with 
large numbers of 

influencers

Sourcing profile data on 
new influencers they 

want to work with

Creating complex end of 
campaign client reports 

(proving ROI is a 
challenge)
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• Get your influencer data out of spreadsheets and into an IRM system

• Invest in project management / workflow software to help scale your business - providing a 
consistent way-of-working, an audit trail for documents and approvals and the ability to run 
multiple projects at one time

• Find a partner or tech solution to help automate the tracking and reporting of complex campaign 
data

Path to influencer marketing maturity
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SUMMARY
Influencer marketing campaigns 
are inherently complex - often 
with many stakeholders, 
producing large volumes of 
content, across an ever growing 
number of social channels. But 
with careful planning and 
ensuring you have the right 
processes, training and 
technology in place, to support 
your teams - there’s no reason 
why you can’t scale your 
influencer activities, delivering a 
positive impact and ROI for your 
business.
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SUMMARY



dyzio helps companies super-charge their influencer marketing activities in three key areas -
influencer relationship management, campaign management and campaign analytics and 
reporting

If you’d like a demo then please contact matt@dyzio.co
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