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Abstract. This paper investigates the evolving topic of influencer marketing and the integration of 
ephemeral content for contemporary brand building. As user-generated endorsements gain 
prominence over traditional advertising channels, understanding consumer behaviors and 
motivations behind online peer influence becomes imperative. Based on a rigorous integrative 
literature review, this study synthesizes academic findings on engagement driven by social media 
influencers and limited content. A conceptual framework identifies strategic advantages and 
persisting knowledge gaps, while mapping a spectrum of micro to mega online influencers. 
Evaluating peer-reviewed insights interwoven across marketing, communications, and psychology 
uncovers both opportunities and limitations for marketing practitioners seeking to navigate this new 
paradigm. The pursuit of visibility, authenticity, and conversion balance remains more art than 
science, but measured collaborations with creative online advocates can anchor brand equity amidst 
digital word-of-mouth. 
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1. Introduction  

The rise of social media has transformed marketing landscapes, with user-generated 
content and influencer endorsements gaining traction over traditional advertising 
(Christodoulides, Jevons and Bonhomme, 2012). Influencer marketing now includes 
collaborations beyond celebrities, towards niche micro-influencers delivering tailored 
promotions (Castillo-Abdul, Romero-Rodríguez and Balseca, 2021). 

However, as practices mature, gaps persist regarding integrating ephemeral content and 
balancing commercial interests without compromising perceived authenticity. Ephemeral 
content denotes transient, time-sensitive messages that swiftly vanish (Utz, Muscanell and 
Khalid, 2015). Research has examined influencers and episodic content distinctly but lacks 
unification of these elements and implications for brand equity in the digital realm. 

This review aims to synthesize current knowledge on the intersection of influencer 
marketing and ephemeral content for brand engagement. It consolidates findings across 
consumer behavior, marketing, and communication disciplines. By aggregating dispersed 
literature, this article provides conceptual enrichment and practical insights into this 
transforming landscape, and recommendations are directed at marketing practitioners 
seeking to leverage influencer partnerships.  

 

2. Methodology 

This article employs an integrative literature review methodology following (Snyder, 2019) 
guidelines. Relevant studies were identified by systematically searching databases for 
recent articles on influencer marketing and ephemeral content. The searches yielded over 
100 articles, screened down to a final sample of 19 studies based on relevance. The studies 
included empirical findings, literature reviews, conceptual models, and qualitative 
investigations around influencer marketing and ephemeral content. These works provided 
robust foundations, further enriched by integration of current Statista data quantifying 
adoption trends. 

According to integrative review guidelines (Snyder, 2019), a thematic analysis 
methodology was utilized to rigorously synthesize key concepts from the studies, 
identifying common elements related to the advantages/disadvantages of the different 
social media networks, the use of ephemeral content and associated consumer behavior. 
The findings were consolidated into an integrative framework that represents the current 
state of knowledge on these contemporary topics of digital marketing. 

Systematically aggregating this evidence helps advance marketing theory, practice, and 
policy while overcoming the limitations of individual studies. The suggested future 
research agenda further aims to address knowledge gaps at the intersection of technology, 
communications, and consumer behavior. 
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3. Analysis of Influencer Marketing and Ephemeral Content 

User-generated content (UGC) refers to any form of content, such as images, videos, text, 
and audio, that users have posted on online platforms, particularly social media. Instead of 
being created by brands, companies, or professional content creators, UGC is produced 
organically by ordinary users. It often serves as a powerful tool for brands, as it provides 
authentic testimonials, reviews, or other forms of endorsement from real users or 
customers. Examples of UGC include social media posts, reviews, blog comments, 
discussions on discussion forums, and user-submitted videos or photos. These can 
influence the course of a business, including the innovation process (Saura, Palacios-
Marqués and Ribeiro-Soriano, 2023).  

3.1. Social media networks 

As consumer behavior increasingly shifts online, savvy businesses must leverage the 
unique strengths of different platforms, such as TikTok's natural reach or LinkedIn's 
specialized discussions. Yet, it is critical to be aware of the associated risks, including the 
spread of false information on Facebook and the exaggeration of professional networks on 
LinkedIn. This analysis serves to guide strategic marketing decisions that are cognizant of 
the potential and accountability within these dynamic digital landscapes. 

 Facebook: Originally conceived as a digital meeting place for students, Facebook has 
evolved into a global colossus connecting people and companies on all continents. 
Beyond its core role in personal connections, Facebook has developed a myriad of 
features, from live streaming to online commerce. Brands are tapping into their vast 
user base, running targeted advertising campaigns, promoting discussion groups, and 
telling their stories through engaging posts and videos. Its ubiquity in the digital realm 
has reinforced Facebook's role as a cornerstone for both personal and business 
interactions (Shareef et al., 2019). 

 Instagram: Has consolidated itself as a preeminent hub of influencer activity, powered 
by an expansive user base exceeding 1 billion monthly active users. Analysis indicates 
a strong concentration of users within the 18-34 year old demographic, representing 
approximately 79% of the platform's audience (We Are Social, 2023). This young slant 
makes Instagram interesting to creators of lifestyle, beauty, and fashion content. Short-
form video has also gained traction through features like Reels, providing influencers 
enhanced creative scope. However, the platform's low barriers to entry have propagated 
massive influxes of nano- and micro-influencers, together comprising over 90% of 
Instagram influencer accounts. With advanced targeting capabilities, this profusion of 
small-scale creators enables granular audience segmentation for discerning brand 
marketers. 

 X (formerly known as Twitter): It is a platform that relies on fast-paced interactions, 
limited to 280 characters per post, and focuses on real-time discussions, news spreads, 
and hot topics. Its activity often reflects global trends and sentiment, allowing brands to 
interact directly with audiences, respond to feedback, and participate in current 
discussions. From viral hashtags to Twitter discussions that concisely address complex 
topics, the platform is complemented by its depth, making it a dynamic space for brands 
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to navigate, engage, and influence. However, the platform has become more 
controversial after Elon Musk's takeover in October 2022, and is deserted by certain 
categories of users. This, along with certain limitations in data access, may limit the 
relevance of the platform for researchers (Novoa et al., 2022). 

 LinkedIn: Envisioned as a connection point for professionals, LinkedIn has moved 
beyond its original digital rolodex design. Today, it is a repository of ideas, a 
marketplace for interested talent, and a platform for B2B or B2C marketing efforts. 
Companies not only showcase their organizational benchmarks, but also engage in 
meaningful dialogues about industry trends, challenges, and innovations. For 
professionals, it is a space for networking, learning, and evolving their personal 
branding (Marin and Nilă, 2021) while for brands, it is an opportunity to position 
themselves as industry leaders. However, there are controversies around inauthentic 
engagement and inflated connections that may limit its value for accurate professional 
networking. Furthermore, while CEOs can use LinkedIn to manage perceptions and 
avert controversies, this does not necessarily translate into tangible actions or 
improvements in corporate social responsibility (Schwoy et al., 2023). 

 TikTok: Providing short and engaging videos, TikTok has captured the spirit of the Gen 
Z demographic. Its algorithm, renowned for its ability to surface viral content, offers 
brands an unprecedented opportunity to gain organic reach. From dance challenges to 
mini tutorials, the platform's diversity of content is its strength. Brands, in tune with 
their playful and innovative spirit, create campaigns that not only advertise, but also 
entertain and resonate, making TikTok a playground for creativity (Wengel et al., 2022; 
Zhang, Zhang, and Daim, 2023). Propelled by an engaging short video format, TikTok 
has rapidly accrued over 1 billion monthly active users, cementing its position as social 
media's ascendant disruptor. Granular analysis highlights a strong concentration of users 
under 24 years of age, comprising over 50% of TikTok's audience. Comedy, fashion, 
and music denote the predominant genres of influencer content. In parallel to Instagram, 
nano- and micro-influencers with niche appeal boast the highest engagement levels. For 
TikTok's early brand adopters, these small but mighty creators promise opportunities to 
connect authentically with Generation Z consumers who increasingly rely on the 
platform for discovery. As TikTok continues to mature its advertising capabilities, its 
growing creative community offers fertile ground for cutting-edge influencer initiatives. 
We also note concerns about youth safety and risks of viral challenges that brands 
should consider when developing campaigns. 

 Snapchat: Emerging as a pioneer in ephemeral content, Snapchat introduced fleeting 
moments to the digital world with its self-deleting photos and videos. Initially adopted 
by younger audiences, Snapchat has evolved, offering a range of features, from 
augmented reality lenses to "Stories" that last 24 hours. Brands have recognized its 
potential, leveraging the platform for real-time engagement, partnerships with 
influencers, and innovative ad campaigns that appeal to a younger, tech-savvy audience. 
The focus on "now" and authenticity has positioned Snapchat as a unique player in the 
social media landscape, bridging real-world spontaneity with digital connectivity. 
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 YouTube: Retains its primacy as the Internet's dominant repository of video content, 
boasting over 2 billion monthly logged-in users. Survey data reveal that a significant 
majority of users span between 18-34 years old, constituting 67% of the platform's 
viewership. Music, gaming, and entertainment represent the predominant categories of 
YouTube influencers. Shorts has emerged as a new bite-sized video format 
complementing the platform's extensive collection of long-form content. Creators 
specializing in children's entertainment have exhibited considerable subscriber growth, 
indicative of YouTube's strong youth foothold. For brand advertisers, sponsored video 
integrations on YouTube provide extensive reach, aided by sophisticated audience 
analytics. 

 Pinterest: It functions as a visual discovery platform, where users curate and share 
collections of images and ideas across diverse interests, from home projects to event 
planning. It offers brands the opportunity to embed their offerings within these visual 
aspirations, reaching a demographic that actively seeks to turn online inspiration into 
real-world applications. Marketers can engage with a highly motivated user base to 
realize the ideas they encounter. However, the platform sees comparatively less usage 
in Romania. 

3.2. Influencer Marketing 

Influencer-based promotion is an emerging strategy that involves working with individuals 
who have established a reputation and built a significant audience in a particular niche. 
These influencers, by the nature of their relationship with the audience, become brand 
ambassadors with the ability to recommend and validate products or campaigns in a way 
that resonates with their audience (Barquero Cabrero et al., 2023). 

Influencer marketing plays an increasingly important role in wine promotion strategies, 
necessitating nuanced discernment of influencer categories based on the correlating trade-
offs between audience reach, content focus, authenticity perceptions, and measurable 
impact on consumer behavior. For megainfluencers in the wine space, like prominent 
celebrities and pop culture icons boasting multimillion follower counts on Instagram and 
TikTok, sponsorship delivers mass exposure but risks low engagement and connection with 
niche wine buyers. Their content understandably concentrates more on glamourous 
lifestyle aspiration than substance-driven wine recommendations.  

Macro-influencers in the 500,000 to one million follower range, such as prominent wine 
critics, sommeliers, and respected restauranteurs, balance increased engagement with wine 
enthusiasts against potential authenticity hurdles when consumer doubts arise regarding 
ulterior financial motives, influence from wine sponsors, or inadequate specialty 
knowledge depth to properly evaluate an ever-expanding selection of vintages and wine 
regions.  

Micro and nanoinfluencers counter the scaling challenges of wine content creation reaching 
mass general audiences by instead maximizing engagement with tightly focused wine 
consumer subsets. Key opinion leaders in the wine trade, regional winegrower associations, 
and specialized wine tasting channels graduate to micro- and nano-status by narrowing 
content angles, often focusing on specific varietals, terroir insights, food pairings, or issues 



48 Anca-Alexandra Ducman 
 
like sustainability. The deeper resonance enables higher referral and conversion rates. 
However, nano-influencers in wine notably sacrifice general exposure and still encounter 
financial barriers regarding content professionalization. In essence, influencer marketing 
in the wine vertical requires an intricate calibration of visibility, authenticity, and 
conversion potency through niche versus mass collaboration strategies.       

Analysis of influencer monetization on major social platforms reveals distinct pricing tiers 
correlated to follower count as shown in Table 1. The data suggest that there is considerable 
variability in pricing and EMV even among influencers with similar follower counts. In 
other words, not all nanoinfluencers charge the same amount for sponsored content, nor do 
they all deliver the same value. This is because factors beyond just follower count also 
impact an influencer's monetization potential. For example, an Instagram nano-influencer 
who posts very high-quality, professional-looking photos and has a highly engaged 
audience in a specific niche (like fashion, travel, etc.) could likely charge prices at the 
higher end of the nano-influencer tier range (closer to $100 per post). Their superb photo 
content and targeted, engaged audience make their account more valuable for advertisers 
compared to a nano-influencer who posts casual selfies and has a less engaged following. 
Similarly, that same nano-influencer would likely generate an EMV near the top of their 
tier range (around $200 per post) due to their strong content and audience quality. Even 
though they have a follower count similar to that of other nanoinfluencers, their contextual 
factors allow them to outperform others in their tier. 

Table 1. Average price (and EMV) per post of influencers worldwide in 2022, by number of followers, by social 
network (HypeAuditor, 2023) 

 TikTok Instagram Youtube 

Average 
minimum 

price 

Average 
maximum 

price 

Average 
minimum price 

(avg. min. 
EMV) 

Average 
maximum 
price (avg. 
max EMV) 

Average 
minimum price 

Average 
maximum 

price 

Nano-influencers 
(1K-10K) 20 150 20 (25) 100 (200) 60 850 

Micro-influencers 
(10k-50K) 

30 400 35 (50)  450 (800) 180 2240 

Mid-influencers 
(50K-500K) 80 1650 150 (250) 

2500 
(7120) 389 5859 

Macro-influencers 
(500K-1M) 150 3500 350 (450) 

7000 
(14350) 1105 16234 

Mega-influencers 
(over 1M) 

1200  
∞  

1200 (5000)  
∞   

2500  
∞  

 

In the dynamic context of digital marketing, working with influencers has become a key 
strategy for brands, with multiple benefits that can be explored in detail. 

 Genuine endorsements: In the digital age, consumers are increasingly skeptical of 
traditional advertising. This is where influencers come in, who, because of their genuine 
relationship with followers, can provide endorsements that are perceived as sincere and 
unadulterated. When they speak positively about a product or service, it is not just a 
recommendation; it is a validation in the eyes of its audience. This authenticity can turn 
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skepticism into trust and motivate action on the part of consumers (Jin, Muqaddam and 
Ryu, 2019; Castillo-Abdul, Romero-Rodríguez and Balseca, 2021). 

 Niche engagement: In a world flooded with information and content, reaching the right 
audience is essential. Niche influencers, with smaller but highly engaged audiences, can 
give brands a direct path to specific demographics or interest groups. This is not just 
targeting; it is an opportunity to communicate in a language and context that resonates 
with a specific group, increasing the chances of engagement and conversion. 

 Diversity of content: Each influencer has their own style, tone, and perspective. This 
diversity in approach and creativity means brands can benefit from a wide range of 
content, from videos and photos to blogs and stories. This variety not only enriches the 
brand narrative, but also ensures that the message remains fresh and relevant to different 
audience segments. 

 Boost trust: Trust is a valuable currency in the digital world. Influencers, by the nature 
of their relationship with followers, already have trust capital. When they engage with 
a brand, that trust is transferred, even indirectly, to that brand. This transfer of trust can 
amplify the brand message, making it more resonant and effective in the eyes of the 
public. 

Despite the obvious advantages of working with influencers, there are also some 
disadvantages that need to be considered in marketing strategies. One of the main risks is 
the volatility of influencers' reputations; a gaffe or controversy associated with an 
influencer can have negative repercussions on the associated brand image. Also, measuring 
ROI (Return on Investment) for influencer campaigns can be more difficult compared to 
other advertising methods due to the subjective nature of engagement and impact. Earned 
Media Value (EMV) is a metric for assessing the value derived from public relations and 
marketing content. Conceptually, it seeks to quantify the return on investment associated 
with word-of-mouth promotion, assessed more comprehensively than engagement data 
alone. Despite the lack of a universal standard methodology, the EMV calculation 
frequently involves a formula that encompasses impressions, cost per thousand impressions 
(CPM) and a subjective adjustment variable (Juma, 2022). 

The inherent subjectivity of EMV formulations has sparked criticisms concerning 
consistency and accuracy. However, this metric remains invaluable for directional 
evaluations of campaign performance and brand impact when judiciously applied. As 
initiatives prioritizing awareness and trust gain prominence across contemporary digital 
marketing, EMV contributes crucial insights, although requiring prudent interpretation. In 
particular, influencer marketing strategies require a nuanced understanding of the merits 
and limitations of this metric when optimizing initiatives. 

There is also a concern about authenticity; as more and more influencers accept paid 
collaborations; audiences may begin to question the sincerity of their recommendations. In 
addition, without rigorous selection and a clear alignment of values, there is a risk that the 
message of the brand is lost. 
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A 2023 survey by Social Media Examiner on 2,133 global respondents (Social Media 
Examiner, 2023), shows Facebook's predominance in marketing usage (89%), followed 
closely by Instagram (80%). LinkedIn's significant role (64%) in professional networking 
and B2B marketing is noteworthy, along with YouTube's (54%) and Twitter's (44%) steady 
presence. TikTok (26%) emerges as a growing platform among younger demographics. 

An older January 2020 survey (Fourstarzz Media, 2020) on marketers suggests Instagram's 
preeminent role in influencer-focused marketing, adopted by 89% of promoters. YouTube 
retains an importance of 70% for celebrities who utilize longer videos. However, 
Facebook's 45% adoption for influencers marketing might indicate early signs of declining 
traction among youth. 

Synthesizing the surveys reveals divergent preferences between general social media 
marketing, where Facebook still reigns supreme, especially in the view of marketers, versus 
the specialized realm of influencer initiatives, where Instagram has consolidated 
dominance. While YouTube maintains relevance in all contexts, other platforms such as 
LinkedIn and Twitter see significantly lower adoption of influencer campaigns. 

3.3. Ephemeral Content 

Ephemeral content is also emerging as an essential marketing tool in the contemporary 
digital landscape. Characterized by its transient nature, this type of content offers a 
multitude of time-sensitive information opportunities that compete for users' attention. 
Platforms such as Snapchat have exploited this form of content, seeing a significant 
increase in users, particularly among millennials. This type of content was quickly taken 
up by other social media platforms such as Facebook and Instagram. Drawing on usage and 
gratification theory, the study highlights the emotional gratification that ephemeral content 
generates, making it enjoyable, memorable, and even personal. However, sometimes a 
platform such as Snapchat can also have a negative effect, fostering digital bullying, 
excessive competitiveness, or jealousy through the "best friends" and "streak" features 
(Utz, Muscanell and Khalid, 2015; Vaterlaus et al., 2016).  

In the contemporary digital context, brands face the challenge of effectively navigating 
ephemeral content. This form of communication, characterized by its transient nature, 
promises advantages such as immediacy and attention-grabbing, but also brings a number 
of complexities. 

 Ambiguity of communication: Limited viewing time can amplify the risk of 
misinterpretation of the message by the audience. Unclear or excessively condensed 
messages can lead to confusion or unwanted reactions. 

 Omitting necessary information: To concisely adapt to the ephemeral format, brands 
may neglect essential details or fail to provide adequate context, thus compromising the 
integrity of the communication. 

 Reputational implications: Any oversight in ephemeral content, however short-lived, 
can have implications for a brand's reputation. In an age where screenshots are the order 
of the day, a single mistake can be magnified and mass distributed. 
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 Measuring impact: Measurement of the effectiveness of campaigns with ephemeral 
content is becoming more challenging than other formats.  

In summary, while ephemeral content presents novel opportunities for engagement, it is 
recommended that brands take a strategic approach, considering both the potential benefits 
and inherent risks. 

3.4. Balancing Authenticity and Commercial Interests in Influencer Collaborations 

The challenge of keeping influencer marketing authentic while engaging in commercial 
activities is a critical issue in today's digital marketing. This balance is very important as 
audience skepticism toward paid promotions is increasing, making them question how 
genuine influencer endorsements are. The success of influencer marketing largely depends 
on this authenticity and losing it could lead to a significant drop in trust and engagement 
from the audience. 

Building on this concept of authenticity, (Lee and Eastin, 2021) research innovatively 
develops and validates a scale for measuring perceived authenticity in social media 
influencers, a crucial tool for enhancing influencer marketing effectiveness. It investigates 
authenticity's multidimensionality, identifying sincerity, truthful endorsements, visibility, 
expertise, and uniqueness as key facets, enriching understanding of influencers' 
authenticity. The robustness of the study is underpinned by two rigorous empirical studies 
that ensure the reliability of the scale and add credibility to the findings. 

Similarly, in exploring the complex dynamics of influencer marketing (Zniva, Weitzl, and 
Lindmoser, 2023) extends this exploration of influencer authenticity. This study 
conceptualizes authenticity in the context of influencer marketing, emphasizing intrinsic 
motivation and genuine self-expression as key determinants. The experimental approach 
of the authors, which involves rigorous data collection and robust statistical analysis, offers 
valuable insights into the constructs of influencer authenticity and its influence on 
consumer behavior. Their findings contribute significantly to the ongoing discourse on the 
role of authenticity in the effectiveness of influencer marketing strategies. The research 
includes confirmatory factor analyzes to test the psychometric properties of the main 
construct measures. The use of high Cronbach’s alpha coefficients, satisfactory indicator 
reliability, and appropriate model fit indices demonstrate the reliability and validity of the 
study's constructs. 

However, when influencers focus too much on commercial interests, it can make their 
content seem less genuine, leading to reduced trust and engagement from their audience. 
This issue is increasingly being supported by research on consumer behavior (Lee and 
Eastin, 2021). But influencers and brands can handle this challenge by using strategies that 
find a middle ground. Being open about partnerships has been found to lessen audience 
skepticism. Also, making sure the influencer’s values match the brand’s so it can keep the 
endorsement authentic, enhancing credibility and strengthening the brand's message. 

This balance is illustrated in cases where influencers have naturally included products in 
their content without changing their personal style. These integrations keep the audience 
engaged and trusting, as endorsements seem like a natural part of the influencer’s content 
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(Zniva, Weitzl and Lindmoser, 2023). If this balance is not achieved, the consequences 
may be significant. Brands can damage their reputation and lose trust from consumers, 
while influencers can see a decrease in their credibility and engagement with their audience. 
This balance is not only beneficial, but necessary for the ongoing success and impact of 
influencer marketing. 

However, survey data suggest trust and engagement among millennials with influencer 
product endorsements (GWI, 2023). Almost half of the influencers find influencer 
recommendations more engaging than regular advertisements and are likely to purchase 
respective items. A similar ratio proactively follows promoters and expresses satisfaction 
with promotion volumes and 40% view influencers as both knowledgeable and more 
informative than celebrities, with more than a third considering advocate suggestions more 
trustworthy. Collectively, the metrics signify major receptivity among millennials to valued 
input from perceived experts within their digital circles, rather than traditional celebrity 
endorsements or branded messaging. The findings highlight opportunities for brands to 
communicate authenticity and selectively collaborate with niche advocates who resonate 
with the target demographics of the millennials. 

As influencer marketing evolves, the ability of influencers and brands to adapt their 
strategies to maintain this balance will be crucial. The future of influencer-brand 
relationships will likely depend on how effectively this balance is managed, ensuring the 
ongoing credibility and impact of their joint efforts in digital marketing. 
 

4. Exploring the World of Wine Through Influencer Insights 

The emergence and subsequent prominence of wine influencers have significantly reshaped 
the traditional mechanisms of consumer engagement and brand promotion. The preference 
for personal recommendations is emulated in the digital domain by wine influencers, who 
have successfully cultivated a similar level of trust and rapport with their audience (Teague, 
2019). This shift in consumer trust from traditional advertising channels to digital 
influencers marks a transformative approach in the wine industry, signifying the 
influencers' ability to guide consumer choices effectively. 

In the context of brand collaboration and positioning within the market, wine influencers 
exhibit a versatile approach, working with a diverse array of wine brands ranging from 
accessible to luxury segments. Their inclination to feature higher-end wines more 
prominently than lower-end offerings indicates strategic alignment with the luxury market 
segment, influencing consumer perceptions and preferences towards premium wine 
products. This strategic positioning not only reflects its influence on consumer tastes, but 
also highlights its ability to cater to different market segments, shaping consumer 
preferences in the process. 

Further improving their credibility and impact, a significant proportion of wine influencers, 
approximately 53%, have some certifications from the Wine and Spirit Education Trust 
(WSET). This combination of professional accreditation and a passion for wine endows 
these influencers with authoritative and trusted voices within the industry (Colangelopr, 
2023). Their expertise and enthusiasm in the field of wine significantly influence consumer 
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choices, transcending mere promotional tactics to provide knowledgeable and reliable wine 
recommendations. This blend of professional acumen and genuine interest underscores the 
influencers' role as key opinion leaders in the digital marketing landscape, particularly in 
the nuanced world of wine. 

Examining the content strategies and engagement patterns of these influencers reveals 
insightful trends. Mid-tier influencers, boasting followers ranging from 20,000 to 100,000, 
typically maintain a content balance that slightly favors organic posts over sponsored 
content. In contrast, nano- and micro-influencers, with a following between 2,500 and 
15,000, demonstrate a pronounced preference for organic content. This strategic approach 
to content curation reflects an effort to preserve authenticity and foster trust with the 
audience, a crucial factor in influencer marketing. The higher than average engagement 
rate of 2.72% among wine influencers further attests to their successful audience 
engagement strategies, suggesting a deeper and more meaningful connection with their 
followers (Colangelopr, 2023). 

Regarding the content style and platform preferences, wine influencers demonstrate 
adaptability and alignment with contemporary consumer preferences. Influencers who 
distill the complexities of the wine industry into engaging, accessible, and especially short-
form video content experience increased engagement from their audience. Instagram, 
particularly Instagram Reels, emerges as the preferred platform, with these content forms 
garnering significantly higher engagement compared to traditional photo posts. This 
preference for dynamic and visually appealing content underscores a strategic alignment 
with evolving consumer preferences, further enhancing the influencers' effectiveness in 
digital marketing. 

Wine influencers are now key players in the digital marketing landscape, significantly 
influencing consumer behavior. They not only promote brands, but also educate 
consumers, enhance brand awareness, and foster communities based on trust. Their 
strategic use in marketing campaigns attracts a new wave of loyal customers, highlighting 
their critical role in today's digital marketing environment. This detailed examination of 
wine influencers covers their qualifications, engagement strategies, content styles, use of 
platforms, and audience responses, providing insight into their distinct influence and role 
in digital marketing. As the digital marketing field evolves, these influencers adapt their 
strategies and methods, maintaining the relevance and efficacy of influencer marketing in 
the ever-changing world of consumer engagement. 

 

5. Conclusion and Future Directions 

Influencer marketing in the wine space requires a thoughtful balance of visibility, 
authenticity, and conversion impact. Mass influencers offer wide reach, but may lack 
bespoke connections with niche wine consumers. Micro-influencers craft tailored content 
for specific wine interests, but have limited scale. Despite less exposure, niche wine 
influencers often outperform in sales conversion compared to megainfluencers. Brands 
must artfully combine partnerships across the spectrum, taking advantage of visibility 
while integrating authenticity and performance. 
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Wine influencers play a unique role in advancing digital marketing beyond traditional 
promotions. As trusted guides, they build engaged communities and enrich consumer 
education journeys. Integrating ephemeral content brings authenticity, but demands 
strategic balancing. As preferences evolve, wine brands must nimbly adapt their influencer 
approaches, relying on detailed audience and engagement data to guide optimal platform 
and partnership choices. Clarifying campaign objectives constitutes an indispensable first 
step in orchestrating a successful influencer marketing initiative. For example, a vineyard 
that launches a new sustainable wine line may establish enhancing brand sentiment 
surrounding environmental values as a main goal. Driving lead generation and sales for 
launch through influencer partnerships represents a complementary objective-guiding 
strategy. Precise key performance indicators (KPIs) like content engagement rate and link 
clicks facilitate quantitative tracking of progress against goals. 

Continuous benchmarking introduces indispensable accountability by delineating 
performance thresholds that indicate the effectiveness of the campaign. The sustainable 
wine brand could stipulate benchmarks such as achieving a minimum engagement rate of 
5% in influencer content. Generating 500 visits to the landing pages and 50 initial sales 
from exposure to the campaign would constitute conversion benchmarks for the launch of 
the new product. Therefore, continuing to track KPIs relative to predefined benchmarks 
enables data-driven optimization. 

In practice, shortfalls in specific metrics signal opportunities for iterative refinement. 
Lower than expected engagement rates could lead to adjustments in content formats and 
messaging to better resonate with target wine aficionados. Lagging conversion benchmarks 
might require expanded influencer partnerships to increase awareness. Persisting gaps 
between goals and actualized performance inform ongoing fine-tuning. Hence, meticulous 
benchmarking constitutes a vital component of influencer marketing maturation, elevating 
the approach beyond experimental status. 

Despite economic uncertainty or platform changes, influencer marketing has shown 
persistence and favorable cost-efficiency. This will likely shift brands away from one-off 
campaigns toward long-term partnerships with creators. However, that requires dedicated 
staff and workflows as influencer marketing matures from an experiment into a core 
strategy. 

Ongoing growth on Instagram and TikTok needs cross-platform coordination. Meanwhile, 
emerging sectors like B2B, gaming, and live shopping offer fresh opportunities. 
Authenticity comes from influencer content that genuinely improves audiences' lives. 
Close collaboration between influencer programs and other functions like social media, PR, 
and product teams creates synergies. 

Brands that are skilled at using both targeted strategies and creative innovations to connect 
with consumers across fragmented markets and niches will likely increase their competitive 
edge. Brands should allocate marketing budgets towards ongoing testing, learning, and 
refining of influencer marketing approaches over time. Despite the inevitable evolution of 
digital marketing ecosystems, influencer marketing has demonstrated resilience and 
sustained relevance as an impactful strategy. 
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