
 

94 

Journal of Law, Social Science and Humanities 
https://myjournal.or.id/index.php/JLSSH 

E-ISSN: 3032-0135 
Vol. 1, No. 1, July - December (2023), pp. 94 - 106 

Optimizing Influencer Marketing in Marketing Management 
Strategy 

 
Gunawan (fadelgun@sticamkop.ac.id) 

STIE Amkop Makassar 
Submited : 28-08-2023, Accepted : 28-09-2023, Published : 28-10-2023 

Abstract 
This study aims to describe and analyze how influencer marketing strategies are optimized in 
marketing management by companies in the digital era. The research method used is a descriptive 
qualitative approach, with data collection techniques through in-depth interviews, observations, and 
documentation studies of a number of business actors and marketing teams that actively use 
influencer services. The main focus of this study is to understand the process of selecting influencers, 
content planning, communication strategies, and evaluating campaign effectiveness. The results of 
the study show that optimizing influencer marketing plays a very important role in increasing the 
effectiveness of marketing strategies. Selecting influencers that match the target market, creating 
relevant and authentic content, and managing the right budget can increase the level of audience 
engagement and brand awareness. In addition, monitoring and analyzing campaign metrics helps in 
measuring success and providing direction for improving strategies in the future. Thus, influencer 
marketing can be an effective tool for achieving marketing goals and improving overall business 
performance. 
Keywords: Influencer Marketing, Marketing Strategy, Qualitative Approach, Brand Awareness, 

Consumer Loyalty 
 
 
Introduction 

In today’s digital era, marketing strategies undergo a very dynamic transformation in 

line with changes in consumer behavior, who are increasingly active and engaged across various 

social media platforms. Consumers are no longer merely recipients of information but also 

participate in creating, sharing, and influencing perceptions of a brand through digital 

interactions (Sono et al., 2023). This encourages companies to develop marketing approaches 

that are more interactive, personalized, and community-based. Social media has become a 

strategic space for brands to build closer relationships with their audiences by leveraging 

features such as visual content, stories, live streaming, and attracting significant influence 

among their followers (Andirwan et al., 2023). 

One popular method in the current digital marketing landscape is influencer marketing, 

a strategy that utilizes public figures or social media users with large followings to promote 

products or services. Influencers, whether celebrities or micro-influencers with smaller but 

loyal communities, have the ability to shape public opinion through content perceived as 
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authentic and relatable (Raharjo et al., 2023). They not only convey product information but 

also embed marketing messages in a natural communication style that aligns with their 

audience’s character. This makes influencers an extension of the brand in reaching consumers 

more efficiently and organically compared to conventional advertising (Winata & Alvin, 2022). 

This strategy is considered highly effective because it can create an emotional 

connection between the brand and consumers through a more personal and non-preachy 

approach. Consumers tend to trust recommendations from people they follow and admire on 

social media, especially if the influencer has a positive reputation, authenticity in 

communication, and consistency with the brand’s values they represent (Hariyati & Wirapraja, 

2018). Interactions built through content such as reviews, unboxing, tutorials, or personal 

experiences make consumers feel closer and more involved with the brand (Ramadhani & 

Dharmawan, 2023). 

The influence of influencer marketing can be clearly seen in increased brand awareness, 

sales spikes, and growing consumer trust in a product or service (Agustian et al., 2023). When 

an influencer recommends a brand, the audience tends to respond positively due to the 

emotional closeness and trust that have previously been established. Recommendations 

conveyed through personal narratives, honest reviews, and real experiences feel more authentic 

compared to conventional advertisements that tend to be one-way and explicitly promotional 

(Ferina et al., 2021). In many cases, followers do not just see influencers as endorsers but also 

as role models whose opinions carry weight in decision-making, including purchase decisions 

(Bakker, 2018). 

Optimizing marketing through influencer marketing cannot be done carelessly but 

requires a deep understanding of the target market’s characteristics, ranging from 

demographics, preferences, to consumer behavior on social media. Selecting the right 

influencer is key to success, where companies must ensure that the influencer’s values, 

communication style, and audience align with the brand’s image and objectives (As-Syahri, 
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2024). Furthermore, creating engaging, creative, and relevant content is crucial to building 

audience engagement and effectively delivering marketing messages. Content should be able 

to spark curiosity, provide added value, and encourage two-way interaction between influencers 

and their followers. On the other hand, this strategy must be supported by continuous 

monitoring and performance analysis through various metrics such as engagement rate, reach, 

conversion rate, and return on investment (ROI) (Anggraini & Riofita, 2024). 

Several previous studies have shown the effectiveness of influencer marketing in 

improving digital marketing performance. For example, a study by Kharen et al. (2024) 

revealed that influencers can build consumer trust through content that feels authentic, which 

then positively impacts purchasing decisions. Meanwhile, research by Ayuda et al. (2024) 

highlighted that influencers often have a greater impact on audience engagement compared to 

celebrities because they are perceived as closer and more relatable. 

Another study by Raharjo et al. (2023) also stated that a high number of followers does 

not always guarantee campaign effectiveness, as engagement levels and audience relevance are 

far more important. Nevertheless, most previous research focused only on the general influence 

of influencers on consumers, without elaborating in detail on how the optimization strategy of 

influencer marketing is implemented within a comprehensive marketing management 

framework. 

The research gap lies in the lack of in-depth studies integrating the planning, 

implementation, and evaluation processes of influencer marketing campaigns as part of a 

strategic and measurable marketing management strategy. Therefore, this study aims to fill that 

gap by presenting a comprehensive qualitative analysis of influencer marketing optimization, 

as well as formulating practical strategic recommendations for business actors to manage and 

maximize collaboration potential with influencers to achieve marketing goals effectively and 

sustainably. 
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Methods 

This study uses a qualitative approach with a descriptive method to explore in depth the 

influencer marketing optimization strategy in marketing management. This approach was 

chosen because it is able to provide a holistic understanding of the phenomenon being studied, 

namely how business actors design, implement, and evaluate influencer marketing campaigns 

as part of their marketing strategy (Sugiyono, 2016). Primary data were collected through in-

depth interview techniques with key informants, such as marketing managers, social media 

specialists, and several influencers who actively work with brands. In addition, observations of 

campaign content and digital documentation were also carried out to support the validity of the 

data. The data analysis process was carried out in stages using thematic analysis techniques. 

Data that had been collected from various sources was reduced, categorized, and then analyzed 

to find patterns that were relevant to the focus of the study. Researchers also triangulated data 

to increase the validity of the findings, namely by comparing the results of interviews, 

observations, and documentation in order to form a complete and objective understanding. With 

this method, the study is expected to be able to provide a clear picture of influencer marketing 

optimization practices in the field, as well as formulate strategies that are effective and relevant 

to current digital marketing needs. 

 

Results and Discussion 
Influencer marketing is a form of two-way marketing communication that has unique 

characteristics compared to conventional advertising. In this strategy, communication does not 

only flow one way from the brand to the consumer, but also involves active interaction from 

the audience through various responses to content shared by influencers (Tania, 2022). This 

interaction creates a more personal and emotional relationship between the brand and the 

consumer. When the audience responds by liking, commenting, or sharing content, this is called 

engagement — a form of active involvement that shows genuine interest and attention from 

consumers toward the conveyed message. This makes influencer marketing not just a 
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promotional tool but also a means to build community and long-term trust in a brand (Sofiadi 

& Nataly, 2023). 

In the context of measuring the effectiveness of influencer marketing strategies, metrics 

such as likes, comments, shares, and saves on platforms like Instagram, TikTok, or YouTube 

become important indicators to assess the level of audience engagement with the published 

content (Ali et al., 2022). A high engagement rate shows that the message successfully attracts 

attention, sparks discussion, and even encourages further actions such as visiting the website or 

purchasing products. These metrics also allow brands to evaluate whether collaboration with a 

particular influencer is effective or if strategy adjustments are needed, for example in content 

format selection or market segmentation (Halim, 2015). Therefore, monitoring and analyzing 

engagement data is not only technical but also strategic in guiding subsequent marketing steps 

to be more relevant, responsive, and impactful. 

To achieve optimal results, businesses need to understand and implement influencer 

marketing correctly. Based on various observations and in-depth interviews, here are important 

steps to help you optimize your influencer marketing campaign: 

1. Defining Campaign Goals 

The first and crucial step before launching an influencer marketing campaign is to set 

clear, specific, and measurable goals. These goals serve as the strategic foundation that guides 

every decision throughout the campaign process—from selecting influencers, content planning, 

publication scheduling, to evaluation methods. Without well-defined goals, companies risk 

running unfocused campaigns that are difficult to measure success. Goals can vary, such as 

increasing brand awareness, driving website traffic, boosting sales, building customer loyalty, 

or launching new products. With specific goals, companies can determine relevant Key 

Performance Indicators (KPIs), such as impressions, engagement rates, conversions, or 

follower growth. Setting KPIs is essential for objectively evaluating campaign effectiveness 

and serves as a reference to improve strategies for future campaigns. For example, if your 
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primary goal is to increase brand awareness, the campaign focus should be on creating 

engaging, shareable content that can reach a broader audience. 

2. Choosing the Right Influencer 

Selecting the right influencer is a key factor in the success of an influencer marketing 

strategy. Not all influencers have the same impact, as their effectiveness heavily depends on 

how well their audience matches the target market of the brand. Influencers with a large number 

of followers may not yield optimal results if their audience is not relevant to the product or 

message. Therefore, it is important for companies to conduct a thorough analysis of an 

influencer’s audience profile—including age, gender, interests, and geographic location—to 

ensure alignment with the targeted market segment. Additionally, credibility, communication 

style, values promoted, and the influencer’s engagement rate must be considered to guarantee 

that the collaboration results in authentic, effective, and trustworthy impact on potential 

consumers. Hence, deep research is necessary before choosing an influencer to collaborate with. 

Factors to consider include the influencer’s niche, engagement rate, and reputation among their 

audience. 

3. Developing Authentic and Relevant Content 

Content is the core element of every influencer marketing campaign because it is 

through content that brand messages are conveyed and audience interaction is built. The quality 

of content created by influencers greatly determines the campaign’s success in attracting 

attention, creating engagement, and influencing purchase decisions. Content relevant to the 

interests and needs of the audience will be more easily accepted, especially if delivered 

authentically and aligned with the influencer’s distinctive style. Authenticity is important 

because audiences tend to trust recommendations that feel honest more than overly promotional 

ads. Therefore, companies should provide clear guidance to influencers about the core message 

while allowing creative freedom so that content feels natural, engaging, and meets follower 

expectations. Forced or overly promotional content may make audiences uncomfortable and 
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even harm the brand’s reputation. Conversely, authentic content aligned with the influencer’s 

communication style will be better received and increase audience engagement. 

4. Managing Budget and Resources 

Proper budget management is a crucial aspect in running an effective and sustainable 

influencer marketing campaign. Without clear budget planning, companies may face 

overspending or insufficient funds, affecting campaign continuity. A good budget covers not 

only payments to influencers but also content production, additional promotion (such as paid 

ads), campaign management costs, and performance analytics tools. With a structured budget 

allocation, companies can balance strategies between influencer quality, number of 

collaborations, and content distribution reach. Additionally, good budget management allows 

more accurate measurement of return on investment (ROI), so every expense can be evaluated 

for its contribution to the marketing goals. Therefore, it is important to allocate budget not only 

for influencer compensation but also for content production, supplementary promotions, and 

post-campaign analysis. 

5. Establish Clear and Structured Collaboration 

To ensure influencer marketing campaigns run professionally and effectively, it is 

crucial to set clear expectations and responsibilities between the company and the influencer 

from the beginning. This can be realized through the creation of a detailed cooperation contract 

covering important aspects such as the type and number of content to be created, the format and 

key message to be conveyed, the agreed posting schedule, and the form of compensation 

provided—whether in payment, products, or other incentives. Additionally, the contract should 

include provisions regarding content usage rights, such as whether the brand has permission to 

reuse the content on other platforms or in other promotional campaigns. Establishing these rules 

not only prevents potential misunderstandings but also provides legal certainty and 

professionalism in the collaboration, so all parties have the same understanding and 

commitment toward the campaign goals. With a clear contract, both parties share mutual 
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expectations and can avoid potential conflicts. This contract also offers legal protection for your 

business, ensuring all requirements are met and providing the structure needed to maintain 

professionalism in the partnership. 

6. Measure and Analyze Campaign Results 

After the influencer marketing campaign concludes, an equally important step is 

conducting a thorough evaluation of the results achieved. This process aims to understand the 

extent to which the campaign met the previously set objectives and to identify areas that can be 

improved in future campaigns. Effectiveness measurement can be done using various available 

digital analytics tools such as Instagram Insights, Google Analytics, or influencer management 

platforms that provide integrated data. Key metrics to analyze include engagement rate, reach, 

conversion rate (from audience to customers), and return on investment (ROI) as the main 

indicator of financial success. Through this analysis, companies gain not only quantitative data 

but also strategic insights that can be used to design more effective, measurable influencer 

marketing campaigns tailored to future market needs. This data provides valuable insight into 

what worked and what needs improvement. For example, if the engagement rate is higher than 

expected, it may indicate that the content created is highly relevant and engaging to the 

audience. 

7. Choose the Right Social Media Platform 

Selecting the right social media platform is a strategic step in designing an effective 

influencer marketing campaign because each platform has different characteristics and user 

demographics. The platform choice should align with the target market profile so that the 

message delivered by the influencer reaches a truly relevant audience with potential to become 

customers. For example, Instagram and TikTok are very popular among younger generations 

and users who enjoy visual content such as creative photos, short videos, and entertainment 

trends—making them suitable for fashion, cosmetics, or lifestyle products. Meanwhile, 

YouTube is ideal for longer content such as product reviews or tutorials, and LinkedIn is more 
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effective for campaigns targeting professionals, B2B sectors, or career-based products and 

services. Therefore, a deep understanding of each platform’s user demographics is essential so 

the campaign not only attracts attention but also builds meaningful connections with the 

intended audience. Choosing the right platform ensures that influencer-produced content will 

reach audiences most likely interested in your product or service. Moreover, understanding each 

platform’s strengths and weaknesses helps optimize the use of features like Instagram Stories 

for brief promotions or YouTube for more in-depth product reviews. 

8. Adjust Content Types to the Chosen Platform 

Each social media platform has unique content formats and presentation styles, so 

tailoring the content type to the platform’s characteristics is an important influencer marketing 

strategy. For example, Instagram is very effective for visual content such as aesthetically 

pleasing product photos, short videos (Reels), or interactive Instagram Stories, while TikTok 

suits short, creative, entertaining, and quickly viral videos. On the other hand, YouTube supports 

long-duration content such as in-depth reviews, tutorials, or vlogs, allowing influencers to build 

more comprehensive narratives. LinkedIn is more relevant for professional or educational 

content such as case studies, B2B product advantages, or testimonials from industry figures. By 

tailoring the content format and style to the platform used, brand messages will be more easily 

received, generate higher engagement, and create a stronger impact on the targeted audience. 

For instance, on Instagram, images and short videos tend to get more engagement, while on 

YouTube, longer, in-depth videos are preferred by viewers. Adjusting content according to the 

platform increases campaign effectiveness and ensures influencer messages are easily accepted 

by the audience. 

9. Optimize the Use of Hashtags and SEO in Campaigns 

Using relevant hashtags and applying SEO techniques are important strategies to expand 

reach and increase content visibility in influencer marketing campaigns. Hashtags allow content 

to be categorized and found by audiences interested in specific topics, thus increasing 
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interaction and engagement, especially on platforms like Instagram, TikTok, and Twitter. When 

used strategically—such as by leveraging trending or industry-specific hashtags—content can 

reach a wider audience beyond the influencer’s followers. Meanwhile, on platforms like 

YouTube and blogs, SEO plays a key role in optimizing content discovery via search engines. 

Using the right keywords in titles, descriptions, tags, and even in video or article narratives 

helps algorithms recognize content relevance, improving search ranking. The combination of 

appropriate hashtags and SEO optimization makes content easier to find by the right audience 

at the right time, strengthening the overall campaign impact. 

10. Measure Effectiveness and Long-Term Campaign Impact 

Measuring the effectiveness of influencer marketing campaigns is crucial to 

understanding how well the strategies applied deliver real impact toward marketing goals. Since 

campaign impact is not always immediately visible through sales, tracking metrics such as 

follower growth, engagement rates (likes, comments, shares), and changes in consumer 

behavior over time is very important. This data analysis helps not only to assess current 

campaign success but also provides valuable insights for designing more accurate strategies in 

the future. By studying influencer performance, the types of content that resonate most with 

audiences, and the campaign’s contribution to long-term business goals, companies can 

optimize resource allocation, select the most effective influencers, and refine marketing 

messages for better results in subsequent campaigns. 

A deep understanding of influencer marketing effectiveness and dynamics allows 

businesses to continuously optimize their strategies so every investment yields maximum 

returns in the long run. It is important for companies not only to stop at evaluating completed 

campaigns but also to actively learn from changing trends, audience preferences, and the fast-

evolving digital technology landscape. Responsive adaptation to innovation and dynamic 

consumer behavior maintains the relevance and effectiveness of influencer marketing 

strategies. Thus, businesses can build strong and authentic relationships with consumers 
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through influencers, while also strengthening brand position in an increasingly competitive and 

rapidly changing market. Commitment to continuous strategy renewal is the key to achieving 

sustainable marketing success and adding value to business growth. 

 
 
Conclusion 

Based on the description of influencer marketing as a marketing strategy in the digital 

era, it can be concluded that the use of influencers is an effective method in building emotional 

relationships between brands and consumers through a more personal and authentic approach. 

Influencer marketing can increase brand awareness, consumer trust, and drive increased sales 

because audiences tend to trust recommendations from figures they admire more than 

conventional advertising. The success of an influencer marketing campaign is highly dependent 

on several important factors, namely selecting the right influencer according to the 

characteristics and target market, creating relevant and authentic content according to the 

platform used, and efficient budget management. Setting clear campaign goals and expectations 

through contracts is also an important aspect to ensure smooth and professional campaign 

implementation.  

In addition, measuring campaign effectiveness through various metrics such as engagement 

rate, reach, conversion rate, and ROI is essential to determine the real impact of the strategy 

implemented. Analysis of previous campaign results also provides valuable insights to improve 

the quality of the next campaign and optimize resource allocation more appropriately. Finally, 

the long-term success of influencer marketing requires businesses to continue to learn and adapt 

to developments in trends, technology, and changes in consumer behavior. With proper 

understanding and implementation, influencer marketing strategies can be a powerful and 

sustainable marketing tool, providing significant added value to business growth and 

competitiveness in the digital era. 
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