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The Edge

How do you stand out from the crowd?

There arealot of aspiring influencers, and if you want
to work with the best brands you'll need to stand
out. Whether it’s understanding your audience engage-
ment and demographics, possessing special skills, or
producing high-quality content, the more you bring to
the table, the higher your chance of being booked and
being paid well.

E IS FOR ENGAGEMENT

The first question a brand will ask about an influencer is,
“How many followers does she have?” The second ques-
tion is, “What’s her engagement rate?” What they’re really
asking is, of all of your followers, how many of them are
actually liking and/or commenting on your content?
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78 | Influencer

Whether someone is clicking a heart or the thumbs up,
sharing, retweeting, or taking the time to comment, this
all means they are actively engaged and interested in
what you are posting. Each platform has its own system,
but it all means the same thing: engagement!

Instagram | YouTube Facebook Blog
Likes + Thumbs Up/Down | Likes + Comments | Comments
Comments | + Comments + Shares

Here’s the formula to determine your engagement
rate for a particular post.

[Likes + Comments] + Followers (at the time of the post) = Engagement Rate

For a more holistic engagement rate, you can find the
average number of likes and comments for a particular
month, but I generally use the last ten posts. There are
also plenty of websites that will calculate this for you for
free like influencermarketinghub.com.

A decent engagement rate is 1.5 percent to ~2.5 per-
cent, but your goal should be to exceed 3 percent. Some-
times your overall engagement is important, but other
times I might need a more targeted snapshot. For instance,
I may just calculate the engagement on your Instagram
videos. Or if you're primarily a beauty influencer who
also posts about style and travel, I might only look at the
engagement on your beauty posts because that’s the main
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reason your audience follows you. But all other things
being equal, I always book the influencer with the higher
engagement because it shows the audience will actually
respond to and interact with her content. And that’s the
entire reason I am paying her.

A/S/L

After knowing your engagement rate, the next set of
numbers to know are your audience demographics. The
big three are age, sex, and location (A/S/L). Some things
never change.

1. Age. The age of an influencer doesn’t
always dictate the age of the audience.
If your content is bright, bubbly, and
focused on DIY, your audience might
be teenagers even if you're thirty-five.
On the flip side, if you're a twenty-year-
old mom blogging about raising twins, a
majority of your audience will probably
be much older than you are.

2. Sex. Influencers who tend to show a lot
of skin usually have a lot of followers of
the opposite sex. If a brand is trying to
promote a new lipstick, and all your fol-
lowers are men, you're not the best fit. But

what if a brand was trying to promote a







