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Executive Summary
Working with influencers short-term may be easier, but it is not beneficial for
strengthening a brand’s image. It creates more work in the long run because brands are
continually looking for new influencers to work with. It also leaves the target audience
confused about who the brand is and how credible they are. Influencer marketing focuses
on a specific audience, compared to traditional advertising that focuses on a wide
audience. A case study with blogger Julia Grubert Van Iderstine explores short-term and
long-term relationships with influencers. The results will show brands how to build longlasting relationships with influencers. Brands will benefit from long-lasting relationships
with influencers because it will strengthen brand loyalty and increase the number of
returning customers.
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Introduction
Courtney Carpenter Childers et al. states influencer marketing — a popular brand
marketing strategy — is used more frequently each year. 1 It generates revenue for both
the brand and influencer by reaching a larger audience and creating brand loyalty.
Sometimes brands will only work with influencers once; however, brands may be making
a mistake doing that. If brands are constantly rotating through influencers, their followers
may question whether their products are even good.
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From an influencer’s standpoint, only working short-term with brands could lead their
followers to question the ethics behind the collaboration, which weakens both parties’
relationship with their followers. Working with influencers long-term strengthens brand
loyalty with their audience and increases the number of returning customers.

Long-Term Relationships

The brand and influencer have collaborated over a long period of time and
have expressed interest in the relationship. Both parties work together to
achieve a collaborative goal such as brand awareness or follower growth.

Short-Term Relationships

The brand and influencer have agreed to work together for one collaboration,
and once the influencer completes the brand’s request the collaboration is
finalized. 2

Influencer Marketing Versus Traditional Advertising
According to Pixlee, influencer marketing is “a form of marketing that focuses on targeting
key industry leaders to drive brand messages and awareness to a specific market of
consumers.” 3 The target audiences are more likely to buy products or services because
they trust the influencer’s opinion.
Traditional advertising has many forms, including print ads, broadcasting, direct mail, and
telemarketing. Although traditional advertising continues to drive the customer journey,
influencer marketing is more effective to narrow in on a certain target market rather than
an audience as a whole. 4 If you’re working with a good influencer, that is.
Arpan Kumar Kar and Amrita Chakraborty state, “Influencers bring a sense of authority
and credibility to strategies for gaining [consumer’s] attention, building trust with
stakeholders, and making sure the entire effort doesn’t sound too much like a sales pitch.”
5

Brands get the opportunity to post authentic content while allowing influencers creative

freedom to make their own content. It drives brand engagement and “results in 86 per
cent of advertisers using it in 2017 and 39 per cent increasing their budget in 2018. ” 6
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The influencer market was worth $2 billion in 2017. At the end of 2020, marketers predict
influencer marketing will be worth $10 billion. 7 This is because “82 per cent of Americans
ask for their friends and family’s opinions when considering purchasing a product.” 8
Consumers will more likely buy a new product because a person they trust recommended
it to them. In fact, “42 per cent of Americans trust brands and marketers less today than
they did 20 years ago, and 83 per cent of Americans trust peer recommendations over
advertising.” 9 This shows why influencer marketing is so important in present time.
Good influencers create relationships with their followers, which results in building
trust and authenticity. If influencers have this relationship with their followers, they can
effectively reach them when promoting products. Between micro and macro-influencers,
consumers are purchasing more products through influencer marketing techniques.

Micro-influencers

An influencer who has anywhere between 1,000 and 100,000 followers on
social media platforms.

Macro-influencers

An influencer who has anywhere between 100,000 and one million followers
on social media platforms.
Barrett Wissman states, “It’s not necessarily the number of followers as much
as how engaged that audience is. Micro-influencers have specific niche
audiences and are deeply connected to them.” 10

Case Studies: Short-Term Versus Long-Term
Collaborations
Julia Grubert Van Iderstine — Creator of The Bright Blonde Blog
Grubert Van Iderstine started her lifestyle blog, The Bright Blonde, in January 2018. She
focuses on fashion, travel, and beauty and has worked with a number of brands such as
Aveda, OLAPLEX, Skylar, Mejuri Inc., MVMT, Lazypants, Coal and Canary, and PARK AND BUZZ.
She will only work long-term with brands who are easy to communicate with because she
doesn’t want to be stuck working with a brand who is difficult to reach.
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Grubert Van Iderstine collaborated with Coal and Canary, a local candle company, and
PARK AND BUZZ, a local jewelry company, over long-term partnerships. She said they were
successful and achieved the goal of increasing brand awareness.
Coal and Canary Collaboration
The Breakdown
Grubert Van Iderstine partnered with Coal and Canary from August 2018 to December
2018. She worked closely with Jessica Worb, Coal and Canary’s Digital Marketing Specialist
at the time. This was Coal and Canary’s first influencer campaign, so Worb and her
colleague, Alicia Kurz, conducted extensive research before choosing influencers to
partner with. They thought about the influencer’s location, demographic, race, their
following and engagement. As PR graduates from the Creative Communications program
at Red River College, they planned everything out to ensure they were “reaching new
people with the influencer campaign rather than circulating through people who had
already heard of Coal and Canary.” 11
The Collaboration
Worb enjoyed working with Grubert Van Iderstine because “she was always easy
to communicate with — which is an important characteristic when working with an
influencer.” 12 She understood Coal and Canary’s collaboration objectives and made her
posts creative and authentic. Since Worb doesn’t work at Coal and Canary anymore,
she doesn’t have access to the analytics to show results. However, Rachel Hosie from
Business Insider states many brands like working with micro-influencers because they
are more focused to their followers. “Potential engagement is stronger because those
influencers will be more aware and in tune with their immediate following because
they’ve grown them, they’re still small enough for them to be able to engage well with and
also potentially know one some level.” 13 This may result in increased purchases from the
collaboration.
The Results
Coal and Canary
This was Coal and Canary’s first extensive influencer collaboration, so they took a lot of
chances on this campaign. Worb said influencer marketing is a lot of trial and error, but at
the end of the campaign, they dubbed it as a success.
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“One of [their] main goals [was] to create awareness, which is why [they] wanted to have
brand ambassadors over a few months — rather than just a one-off one time.” Worb said
it’s hard to know if the campaign would’ve had the same results had it been short-term
instead because they had never tried a campaign longer than one month before. It all
depends what the goal is — and in their case — it was successful.

Julia Grubert Van Iderstine
• Likes: 824
• Comments: 29
• Reach: 2,273 — 48 per cent not following
• Impressions: 3,288
• New followers: 4

Julia Grubert Van Iderstine
• Likes: 436
• Comments: 12
• Reach: 1,565 — 45 per cent not following
• Impressions: 2,186
• New followers: 2
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Impressions

“The number of times your content is displayed, no matter if it was clicked
on or not.”

Reach

“The total number of people who see your content.” 15
Long-Term or Short-Term Collaborations?
Let’s say a brand is “looking to get product out to as many, let’s say, lifestyle influencers
as they can, and don’t have a specific goal, then short-term can work.” It will increase
product recognition fast, but “their audiences will only see their products a few times
a month.” In Worb’s opinion, this “isn’t enough to move a follower from the considering
to purchasing stage.” However, if a brand wants to create a lasting relationship with
an influencer and continue working with them, then building long-term partnerships is
more beneficial. Creating relationships with influencers is important because brands
“have people who are always there to support and push for your company—it’s mutually
beneficial.” 14
PARK AND BUZZ Collaboration
The Breakdown
Grubert Van Iderstine partnered with PARK AND BUZZ from June 2019 to September
2019, and she worked solely with Amanda Park, the owner of the company. Before the
collaboration, Park began working short-term with influencers to increase awareness
for her brand. She used influencer apps to find relevant influencers around the country,
but after several tries, she wanted a different marketing strategy because her brand
wasn’t gaining enough awareness. Park posted an Instagram story reaching out to local
influencers in Winnipeg to partner with them for a long-term collaboration. Their follower
count didn’t matter to Park; she only looked if they posted frequently to ensure her
product would get exposure. Park’s goal was to increase brand awareness in Winnipeg
and she deemed it a success.
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The Collaboration
Park loved working with Grubert Van Iderstine because she was “an authentic fit for [her]
brand and [they] were already following each other, so [they] connected fast.” 16 The
partnership ran for three months — in exchange for an Instagram post and story each
month. Park let her pick around $100 to $150 worth of jewelry and paid her on top of that.
Along with Grubert Van Iderstine, there were nine other ambassadors who were offered
the same partnership deal. Park enjoyed working with Grubert Van Iderstine because her
photos were creative and authentic. She understood the brand and loved the products, so
it was easy to promote.
The Results
PARK AND BUZZ
Park said the three-month collaboration was a success because she achieved her goal
of increasing brand awareness. It went so well that Park recruited another round of brand
ambassadors several months later. Park learned creating a local collaboration was more
beneficial for her to reach her goal of increasing brand awareness, and it allowed her to
create relationships with the influencers. Not only did she achieve her goal, but Grubert
Van Iderstine and the other brand ambassadors gained more awareness because Park
regularly reposted their photos on her business’ Instagram account. It was mutually
beneficial for both sides, creating brand and influencer loyalty.

Julia Grubert Van Iderstine
• Likes: 474
• Comments: 48
• Reach: 2,079 — 44 per cent not following
• Impressions: 3,317
• New followers: 3
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Julia Grubert Van Iderstine
• Likes: 892
• Comments: 129
• Reach: 4,251 — 58 per cent not following
• Impressions: 6,229
• New followers: 10

Long-Term or Short-Term Collaborations?
After failed attempts of short-term collaborations, Park knew she needed to try a new
technique, so that’s when she collaborated long-term with Grubert Van Iderstine and
the nine other ambassadors. Park’s new goal was to “use influencer marketing in a more
seamless and effective way.” The long-term collaboration proved to Park that this method
was better for her business. After doing two long-term collaborations, Park would rather
“work long-term because it reciprocates both ways.” 17 She has created many long-lasting
relationships with influencers.
Park recommends
• Following influencers back on social media accounts
• Paying attention to what they’re doing
• Liking and commenting on their posts
• Keeping up conversation — even after the collaboration ends
By doing these things, it creates a genuine connection between the brand and the
influencer beyond doing business with them.
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The Benefits of Creating Long-Term Relationships
with Influencers
While working with influencers short-term may be easier, it doesn’t help long-term goals
of sustaining brand loyalty. According to Jyl Pattee, in order to start a business brands
have to get their name out. In this case, short-term collaborations are the way to go. But
instead of letting relationships fizzle, brands should keep in contact with the influencer
in order to sustain their relationship. Once brands have built up enough awareness, they
should connect with influencers who they’ve worked with previously, instead of looking for
new influencers.
Creating long-term relationships with influencers shines a positive light on brands.
Pattee adds by collaborating with influencers, it “connects brands to the [influencer’s]
audiences.” In long-term partnerships, “it allows influencers to create continuous content
for the brand.” 18 The influencer’s followers are constantly being exposed to promotions
and the brand itself, resulting in stronger brand recognition and more potential
purchases. If the collaboration is successful and both parties want to work together again,
it’s mutually beneficial because it builds their credibility. The influencer likes the brand and
product, so they keep using it, and the brand likes working with the influencer because
they are loyal and trustworthy.
According to Gergő Csiszár, working with influencers long-term allows them to develop an
understanding for the brands they work with on a consistent basis, so it becomes easier
for them to create content and post authentically. The business can trust the influencer
will create great content, and the influencer trusts the business when they give them
creative freedom. Creating this understanding is hard in short-term relationships because
both parties are just getting to know each other, and some don’t even bother. 19
Influencers rely on having strong brand loyalty because it allows them to do what they
do. If a credible influencer speaks highly of a product, their followers are likely to trust
their opinion and are reassured the brand is credible. Working with influencers long-term
allows their followers to be continuously exposed to the brand and seeing the influencer
work with the same brand may spark their curiosity. The brand could gain followers from
the influencer’s continuous postings and it could increase sales. 20
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How to Create Long-Term Relationships with Influencers
Get to Know the Influencer
A brand should make the time and invest effort to have a conservation with the influencer
that goes deeper than a business deal. The influencer should put in effort as well. Liking
and commenting on each other’s posts isn’t enough to create a long-lasting relationship.
A brand should take their time to direct message the influencer, catch up and make small
talk. This will make the influencer feel valued and respected, and it will make them want to
work with the brand again. 21
Give Influencers Creative Freedom
Allow the influencer creative freedom in the content they make for the collaboration. Trust
has already been established since both parties have worked together before. The brand
already knows the influencer’s brand aesthetic, and the influencer knows the aesthetic of
the brand. Give the influencer a few specific requirements such as the timeline to post, the
hashtags to use and tagging the business, and then let them create their own content.
The brand will be more successful in the end because the influencer isn’t suffocated
with a bunch of requirements, and the promoted content will blend seamlessly with their
organic content. 22

Pay Influencers Fairly
Influencers will not want to work with brands who are taking advantage of them — no one
would. The best way to go about this is to be transparent. The brand and influencer should
be on the same page about the contract. Both parties must have a direct conversation
about payment before the collaboration is finalized, so each party is clear on what to
expect. This will create a sustainable relationship between the business and influencer
because they trust each other. 23
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Conclusion
Both short-term and long-term relationships have their benefits, but long-term
relationships have a better return on investment. Working with the same influencers
shows consumers the brand creates quality products that people want to continuously
use. Consumers are smart. They know when influencers are working with brands for the
wrong reasons. Working long-term shows consumers that influencers genuinely like the
brand’s products and working with them.
Ultimately, that’s what consumers want — real, genuine opinions and quality products.
Jumping from brand to brand is exhausting. Once consumers find a brand they love,
they will likely stay loyal as long as the brand continues to measure up to their standards.
In the upcoming years, we will likely see more of this trend of creating long-term
relationships with influencers. Brands are beginning to see the value behind working
with influencers more than once and sustaining a relationship with them beyond the
collaboration. It’s a new wave of influencer marketing that will increase brand awareness
beyond their target audiences and therefore generate more brand loyalty.

11

Bibliography
Carpenter Childers, Courtney, with Laura L. Lemon and Marlea G. Hoy. “#Sponsored #Ad: 		
Agency Perspective on Influencer Marketing Campaigns,” Journal of Current Issues 		
& Research in Advertising, (2019) 40:3, 258-274, DOI: 10.1080/10641734.2018.1521113.
Csiszár, Gergő. “Four Ways To Build Better Relationships With Influencers.” Talking 			
Influence, last modified April 29, 2019. https://talkinginfluence.com/2019/04/29/four-		
ways-to-build-better-relationships-with-influencers/.
Grubert Van Iderstine, Julia (Blogger, The Bright Blonde), interviewed by the author, 			
November 19, 2019.
Hosie, Rachel. “Why brands are turning away from big Instagram influencers to work with 		
people who have small followings instead.” Business Insider, last modified
April 9, 2019. https://www.businessinsider.com/brands-turning-to-micro-			
influencers-instead-of-instagram-stars-2019-4.
Kar, Arpan Kumar, with Amrita Chakraborty. “Influencer Engagement Strategies – 			
Frameworks for Brand Managers.” Business Frontiers, Vol. 9 (2017): 1-3.
Park, Amanda (Business owner, PARK AND BUZZ), interviewed by the author, January 21, 		
2020.
Pattee, Jyl. “How To Cultivate Long-Term Relationships With Influencers.” Forward 			
Influence, last modified October 15, 2019. https://forwardinfluence.com/long-term-		
relationships-influencers/.
Pixlee. Pixlee. Last modified, unknown. https://www.pixlee.com/definitions/definition-			
influencer-marketing.
Scrunch. Scrunch. Last modified, unknown. https://www.scrunch.com/blog/long-term-		
partnerships-vs-one-off-engagements.
Wissman, Barrett. “Micro-Influencers: The Marketing Force Of The Future?” Forbes, last 		
modified March 2, 2018. https://www.forbes.com/sites/barrettwissman/2018/03/02/		
micro-influencers-the-marketing-force-of-the-future/#50abe4bd6707.
Worb, Jessica (Freelancer), interviewed by the author, January 13, 2020.
York, Alex. “Reach Vs Impressions: What’s The Difference In Terms?” Sprout Social, last 		
modified January 15, 2020. https://sproutsocial.com/insights/reach-vs-				
impressions/.
12

Endnotes
1
Carpenter Childers, Courtney, with Laura L. Lemon and Marlea G. Hoy. “#Sponsored #Ad: Agency
Perspective on Influencer Marketing Campaigns,” Journal of Current Issues & Research in Advertising, (2019)
40:3, 258-274, DOI: 10.1080/10641734.2018.1521113.
2
Scrunch. Scrunch. Last modified, unknown. https://www.scrunch.com/blog/long-term-partnershipsvs-one-off engagements.
3
Pixlee. Pixlee. Last modified, unknown. https://www.pixlee.com/definitions/definition-influencermarketing.
4
Kar, Arpan Kumar, with Amrita Chakraborty. “Influencer Engagement Strategies – Frameworks for
Brand Managers.” Business Frontiers, Vol. 9 (2017): 1-3.
5
Kar, Arpan Kumar, with Amrita Chakraborty. “Influencer Engagement Strategies – Frameworks for
Brand Managers,” 2.
6
Carpenter Childers, Courtney, with Laura L. Lemon and Marlea G. Hoy. “#Sponsored #Ad: Agency
Perspective on Influencer Marketing Campaigns,” 260.
7
Carpenter Childers, Courtney, with Laura L. Lemon and Marlea G. Hoy. “#Sponsored #Ad: Agency
Perspective on Influencer Marketing Campaigns,” 260.
8
Carpenter Childers, Courtney, with Laura L. Lemon and Marlea G. Hoy. “#Sponsored #Ad: Agency
Perspective on Influencer Marketing Campaigns,” 260.
9
Carpenter Childers, Courtney, with Laura L. Lemon and Marlea G. Hoy. “#Sponsored #Ad: Agency
Perspective on Influencer Marketing Campaigns,” 260.
10
Wissman, Barrett. “Micro-Influencers: The Marketing Force Of The Future?” Forbes, March 2018.
https://www.forbes.com/sites/barrettwissman/2018/03/02/micro-influencers-the-marketing-force-of-thefuture/#50abe4bd6707.
11

Worb, Jessica (Freelancer), interviewed by the author, January 13, 2020.

12

Worb, Jessica (Freelancer).

13
Hosie, Rachel. “Why brands are turning away from big Instagram influencers to work with people
who have small followings instead.” Business Insider, last modified April 9, 2019. https://www.businessinsider.
com/brands-turning-to-micro-influencers-instead-of-instagram-stars-2019-4.
14

Worb, Jessica (Freelancer).

15
York, Alex. “Reach Vs Impressions: What’s The Difference In Terms?” Sprout Social, last modified
January 15, 2020. https://sproutsocial.com/insights/reach-vs-impressions/.
16

Park, Amanda (Business owner, PARK AND BUZZ), interviewed by the author, January 21, 2020.

17

Park, Amanda (Business owner, PARK AND BUZZ).

18

Pattee, Jyl. “How To Cultivate Long-Term Relationships With Influencers.”

19
Csiszár, Gergő. “Four Ways To Build Better Relationships With Influencers.” Talking Influence, last
modified April 29, 2019. https://talkinginfluence.com/2019/04/29/four-ways-to-build-better-relationshipswith-influencers/.
20

Pattee, Jyl. “How To Cultivate Long-Term Relationships With Influencers.”

21

Csiszár, Gergő. “Four Ways To Build Better Relationships With Influencers.”

22

Csiszár, Gergő. “Four Ways To Build Better Relationships With Influencers.”

23

Csiszár, Gergő. “Four Ways To Build Better Relationships With Influencers.”

13

