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• Introducing ZMOT 

• Industry Trends for CPG 

• Using Big Data to understand Trends 

• The New Buying Journey 

• Influencer Marketing 

• Which Social Channel? 

• Wrap up and Q&A 

 

 

 

Agenda 

http://wsihague.com/
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Defining the moment… 

 In 2005 A.G. Lafley, Chairman, 
President & CEO of Procter & 

Gamble coined two "Moments of 
Truth". 

http://wsihague.com/
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Defining the moment 

The Term ZMOT (Zero Moment of Truth) was coined by Google in 2011 

http://wsihague.com/
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Defining the moment… 

Zero Moment—the precise moment when the customer has a 
need, intent or question they want answered online.  

 
These questions can be anything from “What should I cook for 
dinner tonight?" to "What will remove crayon marks from my 

wood dining table?"  
 

A brand that answers these questions at just the right time stands 
to gain a competitive advantage over brands that don't. 

http://wsihague.com/
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Industry Trends for CPG 

The food and beverage category in CPG accounts for the smallest 

share of sales on Amazon, yet this category is expected to see the 

largest percentage of growth in 2018 at 40.1%. For CPG brands, 

ecommerce is a path to growth, and Amazon is the starting point. 

http://wsihague.com/
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Using online search to identify Trends 

http://wsihague.com/
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Using online 
search to 
identify 
Trends 
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The Buying Journey has Changed 

http://wsihague.com/
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Like it or Bot… 

With the customer firmly front and 
centre in this new model there is greater 
demand for: 
 
a) Personalisation 
b) Immediacy – e.g. FAQ answered.  

Customers are demanding assistance 
right now 
 

Customers are choosing  to Engage with 
Brands that are Relevant, Helpful and 
Personal 
 
Click to watch video: https://www.youtube.com/watch?time_continue=5&v=DaOtp5P4lQI  

http://wsihague.com/
https://www.youtube.com/watch?time_continue=5&v=DaOtp5P4lQI
https://www.youtube.com/watch?time_continue=5&v=DaOtp5P4lQI
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Personalisation Example for CPC brands  

This vitamin start-up is disrupting a 
$37 billion industry by changing how 
we approach nutritional supplements 

http://wsihague.com/
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Influencer Impact on ZMOT 

 -- Forbes 

An influencer, is someone who has the power 
to influence the perception of others or gets them to do something 
different. 
 
When applying this definition to marketers, an influencer is 
someone who helps other people buy from you. 

http://wsihague.com/
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Influencer Marketing is not new 

http://wsihague.com/
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MACRO INFLUENCER 
 

Macro and Micro Influencers 
MICRO INFLUENCER 

 A macro influencer is more traditional form of 
influencer. Somebody with an enormous audience, 
and a global reach. These influencers are typically 
celebrities or social media celebrities. 

 
 

A micro influencer is someone who has not reached 
celebrity level. They have smaller audiences, and 
are often involved in more niche industries. The use 
of this type of influencer is increasing. 

PROS 

• They have huge reach. 

• They are successful at 
increasing brand 
awareness. 

CONS 

• They typically have a 
lower engagement 
rate. 

• They may have a high 
percentage of fake or 
inactive followers. 

• They cost a lot more 
money. 

PROS 

• They often have a 
niche following, with 
hyper targeted 
demographics. 

• Their content receives 
very high engagement. 

• Generally, they cost 
less to employ. 

CONS 

• They have lower 
reach. 

http://wsihague.com/
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Why do we care?  

1. Businesses make $6.50 for every dollar invested in 
influencer marketing. 
 

2. Influencer Marketing produces 11x higher sales ROI than 
paid search. 
 

3. Customers acquired through word-of-mouth have a 37% 
higher retention rate. 
 

4. 59% of marketers are planning on increasing their 
influencer marketing budgets over the next 12 months. 

Sources: Tomoson, Tap Influence, Deloitte, Tomoson 

http://wsihague.com/
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I’m thinking about 
doing an Influencer 

Campaign, but… 

http://wsihague.com/
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… I have some questions. 

1. How much does it cost? 
2. How do I find influencers? 
3. How many influencers do I need? 
4. How much do I pay them? 
5. How long do I run the campaign? 
6. How do I know if it works? 

 
 

http://wsihague.com/
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Estimating Influencer Costs 
Based on the industry standards at the 
moment, you can expect to pay an 
influencer between €10 - €50 / 1,000 
followers, per post. 
 
Typically if you're asking someone to 
do multiple deliverables, it'll be closer 
to the lower end of the budget, and 
similarly if someone is doing just 1 
deliverable, it will likely be the higher 
end of the spectrum. 

http://wsihague.com/
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Example from Specific Influencer 
Roz Purcell – Natural Born Feeder 
 
Total Followers: 205,951 
 
Fee: €1,800 
 
Deliverables / cost per 1,000 followers: 
• YouTube Video x 1 - €78.85 
• Instagram post x 1 - €2.74 
• Blog Post x 1 - €1.46 
• Facebook Post x 1 - €6.36 

 
 

http://wsihague.com/
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Case Study: Top 3 Influencers based on 
Engagement 

http://wsihague.com/
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Case Study: Top 3 Influencers based on Cost / 
Engagement 

http://wsihague.com/
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Where do I start? 

“6 Tips to Running a Successful Influencer Marketing Campaign” 
 

http://wsihague.com/
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Tip #1: 
What is the purpose of your Influencer 

Campaign? 

Maybe you are trying to Shift consumer perceptions or 
address salience issues? 
 
Or perhaps you looking to increase awareness for your 
category or brand, reach new audiences, increase 
conversions, drive lead generation or accelerate digital 
growth?  
 
The first step is to Define a campaign strategy and 
establish KPIs for meeting goals and objectives 

http://wsihague.com/
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Tip #2: 
 Determine your target audience and the 

platforms they use.  

In order to develop an influencer marketing campaign, 
you need to know who your target audience is, and 
where they spend their time online.  
 
This will help determine what channels they will be on,  
what content they engage with and ultimately  
what kind of influencers you will be looking for. 
 
Remember its not the demographic of the influencer 
that’s important, it’s the profile of their audience 

http://wsihague.com/
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Tip #3: 
Develop a Prospective Influencer Profile. 

TAKE SOME TIME TO ASK YOURSELF: 

Does the influencer share the type of 
content your target audience is 
interested in? 

Does the personality of the 
influencer fit with your brand and 
product image? 

Do the influencer’s followers engage 
with the content that they post? 

Are their followers part of your target 
audience? 

Will you use micro influencers, macro 
influencers or both? 

http://wsihague.com/
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Tip #4: 
 Establish your brand on social channels. 

 
Influencer marketing campaigns work best when a brand 
is already established on social media channels. Since 
these campaigns typically live and breathe on social 
media, it’s important to have an established presence 
there. When someone sees your product being endorsed 
by an influencer, they will typically check out your social 
media feeds too — if they land on an empty or inactive 
profile, their trust decreases. 

http://wsihague.com/
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Tip #5: 
Project Manage the Campaign. 

Stay on top of communication with your employed 
influencers. You can ask that they send you content 
before posting for approval. Make sure they follow your 
brand accounts, and engage with content that you post 
throughout the campaign. The brand should also be 
commenting on content posted by influencers during 
the campaign. 

http://wsihague.com/
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Tip #6: 
Continue the Relationship with the Influencer. 

When the campaign is over, continue to stay in 
touch with influencers who worked well! Often 
influencers can become brand advocates and 
will be willing to work with you again at a 
much lower cost. 

http://wsihague.com/
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Importance of a Process driven approach 

Agree 
Strategy 

Roster Build 
Contract 

Negotiations 
Execute 
Project 

Report 
against KPIs 

http://wsihague.com/
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• Interacting with influencers can be quite labour intensive so having a 
well thought out process is vital 

• Use the negotiation stage to evaluate how easy the Influencer will be to 
work with.  Are they responsive? Do they volunteer a plan? 

• It can be difficult to negotiate down on price but definitely possible to 
get the influencer to throw in more deliverables 

• If you engage multiple influencers It is important to introduce them to 
each other -  We found that they often interact with each other’s content 
which further amplifies the message. 

 

Lessons Learned from Influencer Projects 

http://wsihague.com/
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Is right for my Marketing? 

Which Social Channel 

http://wsihague.com/
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According to Forbes, 84% of Millennials will likely purchase based on user 

generated content on social media.  

Additionally, Convenience Store Decisions reported more than 80% of 

Centennials and 74% of Millennials say social media influences their 

shopping.  

Why Social Media 

http://wsihague.com/
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Challenges with Social Media 

http://wsihague.com/
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Organizations must consider several factors when selecting 
a social network, including: 

1. Does your audience use it, and to what extent? 

2. Do your competitors use it, and to what extent? 

3. What resources and budget are needed to maintain an 
effective presence? 

4. What are the business benefits of using it? 

5. Are there any consequences of NOT using it? 

As you decide which social channels to use, you will also 
need to define your strategy for each network.  

Choose your channel wisely 

http://wsihague.com/
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Europe is not one single statistic… 

http://wsihague.com/
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Power of Targeting in LinkedIn 

http://wsihague.com/
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Power of Targeting in LinkedIn 

http://wsihague.com/
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Connect with colleagues Nearby…. 

This is a great way to 
build your LinkedIn 
network with like 
minded people at 
events like this! 

http://wsihague.com/
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Inviting colleagues to events on LinkedIn 

“We’re starting with a 
pilot group of event 
organizers in San 
Francisco and New York, 
but will be rolling out 
the feature globally to 
all members in the next 
few months.” - LinkedIn 
 
Groups are another 
feature that will be 
given a facelift… 

http://wsihague.com/
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Personalise your brand with live streaming 

http://wsihague.com/
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Live Streaming (Case Study) 
The Contact Centre Management Association hosted its 
annual awards ceremony in November. 
 
Over 700 industry professionals physically attended the sold 
out event.  
 
We streamed the event live to increase the reach and the 
live feed had 3,704 page views from 926 people. The 926 is 
significant as it more than doubles the audience for the 
awards ceremony.  
 

http://wsihague.com/
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Live Streaming – Global Engagement 

http://wsihague.com/
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Twitter Media Wall #ccmalive 

http://wsihague.com/
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Twitter Media Wall #ccmalive 
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Mobile video is the single fastest growing 
display format on Twitter 

http://wsihague.com/
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How Campaigns reach your audience on 
Twitter 

http://wsihague.com/
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Which is right for your brand? 

It Depends… 

http://wsihague.com/
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Increased  Brand Awareness 

With over 2 billion users on this platform, the 

opportunities to reach a wider audience are endless. 

Decline in Organic Reach 

Recent shift in algorithm to make the News Feed more 

about connecting with people - net impact for brands 

was a significant decline in organic reach 

 
Efficient Communication Channel 

It’s an excellent platform to post announcements and 

engage with your customer base.  Can be used as an 

interactive platform for customer service. 

Dealing with Negative Feedback 

There will be instances where you’ll have to deal with 

negative feedback on Facebook 

Drives Website Traffic 

social media marketers will most likely use Facebook as 

way to drive traffic to their websites.  

Facebook Channel has hit plateau 

It is still the largest Social Media channel on the planet 

but user growth is declining 

The good, the bad and the Ugly… 
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Visuals, Visuals, Visuals! 

Ultimately, this social media platform provides a highly 

visual experience for its users. 

Instagram Algorithm 

Instagram’s changing algorithm has caused a whole lot of 

mixed feelings over the past few years where posts 

sometimes don’t show up on some users’ feeds. 

Increased Brand Awareness 

Similar to Facebook, Instagram helps businesses increase 

their brand awareness.  Hashtags can be leveraged by 

brands looking to be discovered by a wider audience.  

Difficult to Drive Traffic to Website 

Unlike Facebook, it is a little more difficult to drive traffic 

to your website although Insta stories has improved that. 

Collaborate With Influencers 

Instagram has transformed into a hub for influencers looking 

for opportunities to collaborate with different brands and 

businesses. 

Audience reach is not as broad on Instagram 

Users under 35 make up more than 70 percent of 

Instagram’s more than 800 million active accounts 

worldwide. 

The good, the bad and the Ugly… 
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Pay to Play 

“Recently we’ve gotten feedback from 
our community that public content — 
posts from businesses, brands, and 
media — is crowding out the personal 
moments that lead us to connect 
more with each other.”  
 

– Mark Zuckerberg 

Organic Reach declining… 

http://wsihague.com/
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The importance of tracking your clicks 

http://wsihague.com/
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On Social Media – Fail to Prepare and Prepare 
to Fail! 

On a positive note it did highlight a great social response from #chobani 
 
Link to news story http://fortune.com/2018/01/29/chobani-new-packaging-smell  

http://wsihague.com/
http://fortune.com/2018/01/29/chobani-new-packaging-smell/
http://fortune.com/2018/01/29/chobani-new-packaging-smell
http://fortune.com/2018/01/29/chobani-new-packaging-smell
http://fortune.com/2018/01/29/chobani-new-packaging-smell
http://fortune.com/2018/01/29/chobani-new-packaging-smell
http://fortune.com/2018/01/29/chobani-new-packaging-smell
http://fortune.com/2018/01/29/chobani-new-packaging-smell
http://fortune.com/2018/01/29/chobani-new-packaging-smell
http://fortune.com/2018/01/29/chobani-new-packaging-smell
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Attributing credit to each channel… 

http://wsihague.com/
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Digital Resources 

Download the slides and 
other Marketing Goodies 
from: 
 

wsihague.com 

http://wsihague.com/
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Digital Strategist & Creative Director, WSI 

Presented By: Cormac Farrelly 

Cormac is a Digital Marketing Strategist at WSI and enjoys 
helping executives and management teams understand how to 
take advantage of digital technologies to support their business 
objectives. 

 

He directs an agile team of creative, analytical and technical 
professionals to develop strategically relevant digital campaigns 
with a powerful social “footprint” for his clients. 

 

If you have any questions relating to this presentation or would 
like to share any additional insights, please contact him directly 
on: 

cormac@wsidigital.ie 

Connect on LinkedIn  

www.wsidigital.ie  

+353 1 885 1759 

 

 

http://wsihague.com/
mailto:cormac@wsidigital.ie
https://www.linkedin.com/in/cormacfarrelly/
https://www.wsidigital.ie/about-us/meet-our-team/


We help ideas realize their potential by leveraging the 
Internet & its many unrecognized opportunities. 
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