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Effective financial Management – a focus on 
Influencer Marketing, PR and Social

• Trends and ins ights  into the social  and inf luencer market ing landscape

• Who is  handl ing your social  spend?

• Contracts  with Agencies  and Special ists

• Agency and Special ist  Remunerat ion

• Talent  & Inf luencers  – Sourc ing and Cost  Treatment

• Social  Media Partner  Costs

• Recurr ing Issues & Audit  F indings 
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WHO WE ARE

One of the most experienced 
compliance teams in the 

world, employing only senior 
staff

Completed audits in over 110 
countries with offices in 5 

continents

Our Managing Partner, 
Stephen Broderick, co-
founded compliance 

auditing 22 years ago

Worked with most of the Top 
50 global advertisers

Our team has worked with 
ANA, ISBA, WFA, AANA, 

ANZA & IAA

Registered with Chartered 
Accounting body
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Jane Dormer
Client Services Director

Procurement background 
with British Airways, The 

Coca-Cola Company & Sky

Tony Whittingstall
Senior Partner

Agency background from IPG 
&  Omnicom with almost 17 

years in compliance auditing

OUR TEAM TODAY
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THE SOCIAL & INFLUENCER 
MARKETING LANDSCAPE
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Social Advertising
G r o w i n g  h a n d - i n - h a n d  w i t h  t h e  d i g i t a l  m e d i a  s e c t o r  d u e  t o  t h e  m o r e  i n t e r a c t i v e  n a t u r e  o f  t h i s  
m e d i a  t y p e ,  s o c i a l  m a r k e t i n g  h a s  g r o w n  r a p i d l y  i n  r e c e n t  y e a r s .

O f t en s pa n n i n g t he d iv ide
b et we en co n t e n t a n d m e d i a
s p a ce , s o c ia l a n d in f l u en c er
m a rk e t i n g an d s o c ia l m e d i a
a dv e r t i s i n g rep re s e n t a l l s p en d
w i t h in t he s o c i a l n e t w o r k in g
a re n a ( n o t j u s t d ig i t a l me d i a
s p a c e ) .

I t i s t he 2 n d b ig g e s t s eg m en t o f
d ig i t a l adv er t i s i n g , re pre s en t in g
r o u g h l y o n e - t h i r d o f a l l d ig i t a l
s p e n d .

Global  Soc ia l  Ad  Spend

* S o u r c e :  S t a t i s t a  – M a r c h  2 0 2 2
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Social Advertising
U n s u rp r i s i n g l y , t h e US an d Ch i n a are e x pe c t e d t o m ak e u p a pp ro x im a t e l y 7 0 % o f o v e ra l l s o c ia l
s p en d i n 2 0 2 2 , b u t a f u r t he r 1 5 m ark e t s a re ex pe c t ed t o h a v e an n u a l s o c i a l s pen d s i n ex ce s s o f
$ 1 B b y t h e e n d o f t h i s y e a r .

Global  Soc ia l  Ad  Spend

* S o u r c e :  S t a t i s t a  – M a r c h  2 0 2 2
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Social Advertising

T h e s pe n d o n I n f l u e n ce r M a rk e t i n g i s e x p e c t e d t o re ac h $ 1 6 . 4 B i n 20 2 2 , l e d b y t he i n c r e a s in g
p o p u l ar i t y o f t he s ho r t v id eo f o rm at o n s o c ia l n e t wo rk s . T h e g l o b a l pan dem i c h e l pe d t o
a c c e l e r a t e t h i s t r e n d .

I n f l u en c er m a rk e t i n g i s n o w
s h o w i n g a d i re c t r e t u r n t h ro u g h i t s
p a i r i n g w i t h s o c ia l c o m m e r ce .
P u r c h a s e s m ad e o n s o c ia l m e d i a
p l a t f o rm s n o w a c c o u n t f o r 7 % o f
a l l o n l i n e p u r c h a s e s .

C h i n a ha s se en s o me o f t h e l a rg es t
i n c rea s e s i n s o c i a l c o m m erc e , w i t h
t w o C h i n e s e l i v e s t r eam e rs s e l l i n g
$ 3 B o f g o o d s w i t h in 24 ho u r s i n
l a t e 2 0 2 1 .

* S o u r c e :  S t a t i s t a  – A u g u s t  2 0 2 1

Global  Soc ia l  Commerce  Revenue
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WHO IS HANDLING YOUR 
SOCIAL & INFLUENCER 

MARKETING SPEND?
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Who is handling 
your Social & 

Influencer 
Marketing Spend?

Special ists  or  non-Special ists

• M an y a dv e r t i s e r s a re n o t en g ag in g d i re c t l y w i t h
s p e c i a l i s t s i n t h i s a r e a .

• I n s t ead t a s k i n g e i t h e r t he i r c r eat i v e s t ra t eg y an d
d ev e l o pm en t ag e n c y o f rec o rd o r ev en m ed ia
p l an n in g a n d b u y in g ag en cy o f r e co rd t o h a n d l e
s o c i a l m a r k e t in g s p e n d .

• T h i s i s d r i v e n b y e i t h e r :

• t h e adve r t i se r ’ s de s i r e t o l i m i t n u m ber o f
v e n d o rs

• s im p l y n o av a i la b le spe c ia l i s t s i n t a rge t
m a r k e t s
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Who is handling 
your Social & 

Influencer 
Marketing Spend?

Markets  without  Special ists

• N o n - s pe c ia l i s t ag e n c ie s u s e d w i t h a l a c k o f
r e q u i r ed s k i l l s e t s

• ‘Make do ’ a pp ro a c h ca n m e an a dv e r t i s e r s are
g i v e n m i s l e a d i n g i n f o r m a t io n

• S u b - s t a n da rd n eg o t i a t io n s du e t o la c k o f
e x p e r i en c e

• L a c k o f b e s t p ra c t i ce o r ev o l v in g t e ch n i qu e s
a l o n g w i t h re pe t i t i o n o f b ad pr a c t i ce a n d a
s l o w l y d e g r ad ed s e t o f c o n t r o l s
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Who is handling 
your Social & 

Influencer 
Marketing Spend?

Markets  with Special ists

• I n dev e l o pe d m a rk e t s , m a n y a d v er t i s e r s s t i l l n o t
e n g ag i n g d i r e c t l y w i t h a s p e c i a l i s t .

• C o n t r a c t e d age n c y m a y e n gag e w i t h a s pec i a l i s t ,
o f t e n a re l a t e d pa r t y , w ho w i l l o pe ra t e a s a
s u b c o n t ra c t o r .

• T h i s c an ea s i l y c r ea t e b a r r i e r s t o c o n t ro l a n d
t r a n s p a r en c y .

• B a r r i e r s t o Co n t r o l - Co n t r ac t u a l o b l ig a t io n s w i t h
c o n t ra c t ed ag en c y m a y n o t e x t e n d t o t he
s p e c i a l i s t . T h i s c a n l e a d t o a l a c k o f p r o t e c t i o n s .

• B a r r i e r s t o T ra n s p a re n c y - A u d i t r ig h t s d o n o t
ex t en d t o t h e s pe c i a l i s t . T h i s c an e a s i l y l e ad t o
s p e c i a l i s t a d d i n g h i d d e n m a r k u p s
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YOUR CONTRACT
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P r o s
• A p pr o pr i a t e a t t e n t i o n g iv e n t o k e y co n t ro l s

a pp l i e d a cr o s s a l l a c t i v i t y w i t h e f f o r t o n l y
r e q u i r e d t o n e g o t i a t e t h e s e c o n t r o l s o n c e .

• C o n s i s t e n c y b ree d s f am i l i a r i t y . Fam i l i a r i t y
c l a r i f i e s ex pec t a t io n . C le ar e x pe c t a t io n s a i d
w i t h a d h e r e n c e .

C o n s
• D o e s n o t co p e we l l w i t h r ap i d l y c h a n g in g

p l a n s / w o r k l o a ds a n d u n p r e d ic t ab i l i t y .

• A po o r l y de f in ed c o re s c o p e o f se rv i ces g i ve s
o pp o r t u n i t y f o r t h e ag en c y t o qu o t e t o o m an y
p r o j e c t s a s ‘ ou t o f scope ’ a n d t her e fo re
s e p a r a t e l y c h a r g e a b l e .

Master  Agreement with an inbui l t  General  
Scope of Services

O f t en u s e d fo r re t a i n e r m o de l s w h ere a b ro ad
c o l l e c t i o n o f co re s erv i ce s ar e rem u n er at ed t h r o u g h
a n a n n u a l r e t a i n e r f e e

…On the subject of 
Contracts
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…On the subject of 
Contracts

Framework Agreement with Project  Level  
Scopes of  Work

U s e d f o r m o re pr o j e c t - b a s ed wo rk l o ad s , w i t h
l im i t e d o r n o c o n t in u o u s r e t a i n e r , o r s i t u a t io n s
w h ere t he s eg m en t a t io n o f s e r v i ce s / bu dg e t s i s a
d r i v i n g f a c t o r .

P r o s
• T h e d iv i s i b l e n at u re o f s e pa r a t e S O W s m a k e s

a pp ro v in g , t ra c k i n g a n d re c o n c i l i n g b ran d
b u d g et s m u c h e a s i e r .

• G e n er a l l y s m a l l e r S O W s am o u n t s l e ad t o f a s t e r
r e co n c i l i a t i o n t im e s w h i c h p ro m o t e m o re r ea l -
t i m e a c c o u n t a b i l i t y .

C o n s
• ‘M ind t h e Gap ’ – O f t en f ramew o rk ag r eeme n t s ,

i n t he i r a t t em p t t o pr o v id e a b ro ad s e t o f
c o n t ro l s , c an l ea v e m o re s p e c i f i c t e rm s f o r
S O W s . T h es e m o re s pe c i f i c t e rm s c an ea s i l y b e
o v er l o o k e d a n d e f f e c t i v e l y f a l l i n t o t h e
e x p e c t a t i o n g a p b e t w een M S A a n d S O W .
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THE KEY SPEND 
COMPONENTS
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To Reconcile or not to Reconcile?

W it h in S o c ia l a n d I n f l u e n cer M ar k e t in g s pe n d , t h e re are g en e ra l l y 4 m a in c at eg o r ie s . Ho w ev er
w h ere s pe c i a l i s t s ar e in v o l v e d i n s erv i ce p ro v i s io n b u t a re n o t t h e co n t r a c t i n g ag en c y , t h e l i n e
b e t w ee n w h a t i s a s e r v i c e f e e a n d w h a t i s a n o u t o f p o c k e t c o s t c a n b e c o m e b l u r r e d :

• Agency Fees

• Talent & Inf luencers (OOPs)

• Social Media Networks (OOPs)

• Other & Expenses (OOPs)

W e w i l l l o o k a t e a c h c a t e g o r y a n d s o m e s p e c i f i c c o n s i d e r a t i o n s f o r e a c h .
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AGENCY FEES

Which Remunerat ion Model  to Adopt

W h en i t c o m es t o fe es , t he i n i t i a l co n s i de ra t i o n s w i l l
f o l l o w t h o s e o f y o u r c o n t ra c t an d s co pe o f s e rv i ce s ,
t h e b ig g es t d e c i s io n b e i n g w he t he r yo u o p t fo r a
r e t a in e r fe e fo r an o v er ar ch i n g s c o p e o f s e rv i ce s o r
s e p a r a t e p r o j e c t f e e s .

O t h e r co n s i der a t io n s o n r em u n er at io n m o de l t o be
u s e d w i l l i n c l u d e :

• t h e s i z e o f t h e a c c o u n t

• l e v e l o f a c c o u n t ab i l i t y r e q u i r ed

• t o l e r a n c e f o r a d m i n i s t r a t i v e o v e r s i g h t

• t h e l ev e l o f ex p er t i s e o r s k i l l s r eq u i re d i n p ro v i d in g
t h e s e r v i c e

• t h e t r a n s a c t i o n a l n a t u r e o f t h e s e r v i c e

• T h e l e v e l o f m o t i v a t i o n f o r c o s t s a v i n g i n t e n d e d
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AGENCY FEES

Level  of  Reconci l iat ion Required

M o s t im po r t a n t l y , do y o u wa n t t o co n s i de r y o u r f ees
f i x e d i n n a t u re o r r e c o n c i l ab l e .

Fixed Fees

• P r e d i c t ab le a n d e a s y t o m a n a g e

• A pr e s c r ibe d d et e rm i n at io n m et h o do l o g y s h o u l d be
i n c l u d e d i n t h e f r a m e w o r k a g r ee m en t :

• D e l i v e r ab l es r a t e c a r d

• E s t i m a t ed h o u r s / A g r eed h o u r l y r a t e s

• T i m e r e p o r t i n g c a n s t i l l b e a r e q u i r em en t .
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AGENCY FEES

Level  of  Reconci l iat ion Required

I f r e c o n c i l a b l e , t o w h a t d e g re e?

Reconci lable Fees

• R e c o n c i l a b l e o n w h a t b a s i s :

• t i m e b a s i s o n l y ( f i x e d h o u r l y r a t e s )

• f u l l y r e co n c i l a b l e s t a f f c o s t p l u s m o de l
( c u m b er s o m e f o r p r o j ec t b a s e d a c t i v i t y )

• E n s u r e t he ag e n c y a re aw are o f t he i r o b l ig a t io n s t o
r e c o n c i l e f e e s ( s t a r t i n g w i t h r e c o r d in g t i m e )

• R e c o n c i l a b l e f e e s c a n b e c a p p e d .

• A u d i t r i g h t s m u s t g i v e a c c e s s t o v a r i a b l es
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Considerat ions before engaging Talent  & 
Inf luencers

• I s t a l en t / in f l u en ce r ap pro ac h t h e r ig h t ap pr o a c h ?
A r e t h e y n e e d e d?

• G l o b a l / R e g i o n a l / L o c a l

• T a l e n t A s s e s s m en t – N e e d / F i t

• B u d g et

• W h o b e s t t o d r i v e n e g o t i a t io n

• L e g a l A s p e c t s

TALENT & 
INFLUENCER 

COSTS
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Involvement in Inf luencer & Talent  
Engagements

D i r e c t i n v o l v e m e nt w i t h M e g a - i n f lu en c er s o r T a l e n t

• R e q u i r e m o r e c o n t r o l

• I n v o l v e a g e n t s / rep re s e n t a t i v es .

• A d v er t i s e r s i n n e g o t i a t io n .

• C o n t r a c t s o f t e n d i r e c t .

• U s e o f im ag e s o r c re at e d c o n t en t i n o t h er
m a t e r i a l s :

• T i m e

• G e o g r ap h y

T h r o u gh s p e c i a l i s t f o r M a c r o & M i c r o - I n f l ue nc er s

• M o r e n e e d f o r m a r k e t k n o w l edg e o r r e s e a r c h

• I d e n t i f i c a t io n o f a p p r o p r i a t e i n f l u e n c er s

• C a n b e t i m e c o n s u m i n g a n d a d m i n - i n t en s i ve .

TALENT & 
INFLUENCER 

COSTS
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Treatment of  Inf luencer & Talent  Costs

• T ra n s p are n t re c o n c i l a b l e co s t as c h arg e d b y t he
i n f l u e n c er .

• I f s pe c i a l i s t i n v o lve d , en s u r e pre - ag r eed f ee s f o r
s e rv i c e s , w i t h t ran s pa ren c y i n t o u n der l y in g a c t u a l
c o s t .

• E n s u r e n o du p l i ca t i o n o f s p e c i a l i s t s e rv i c e s / f ee s
a n d a g e n c y s e r v i c e s / f e es .

• N B % m a rk u ps do n o t in ce n t i v i s e s t r o n g es t
n e g o t i a t i o n .

TALENT & 
INFLUENCER 

COSTS
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SOCIAL MEDIA 
PARTNER COSTS

G i v en t h e n at u re o f t he s o c i a l m e d ia n e t w o rk s , s o m e
c o n s i de ra t io n s a re m o re f re qu e n t l y e n co u n t e re d in
m e d i a b u y i n g o p e r a t io n s .

U n c l e a r ed /Unb i l l e d C o s t s

• S o c i a l m e d i a n e t w o rk s c a n b i l l f o r d i f f e r i n g
am o u n t s t h an b o o k ed o r n o t b i l l a t a l l , l e av in g
r e s i d u a l f u n d s a t t h e a g e n c y .

R e b a t es

• S o m e o f t he l a rg er s o c i a l n e t wo rk p l a ye r s o f f e r
r eb at e d ea l s t o g r o u ps w i t h m e d i a bu y i n g ag e n c i es .
S o c i a l s p e n d c a n c o n t r i b u t e t o t h e s e m e d i a d e a l s .

• S pe c i f i c co n t r a c t u a l a t t en t i o n n ee ded i f t h e
a dv e r t i s e r wan t s t o en s u re pr o ra t a reb at e s a re
r e t u r n ed b y t h e a g e n c y g r o u p
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OTHER OUT OF 
POCKET COSTS & 

EXPENSES

Treatment of  other  Out of  Pocket Costs

• T r a n s p a ren t r e c o n c i l ab l e c o s t s

• E n s u r e ag e n cy / s p e c i a l i s t f u l l y a wa re o f ag e n c y
t r a v e l a n d e x p e n s e p o l i c i e s

• B ew are u n c o n t r o l l e d a l l o w an ce s f o r t r av e l an d
e x p e n s es

• A vo id h o l d i n g p o t s / s u rp l u s f u n d s mad e f ro m
u n u s e d p r o j ec t b a l a n c e s
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RECURRING ISSUES & AUDIT 
FINDINGS
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Related Party Talent  Special ists

• L a rg er ag e n c y g ro u p s h a v e s pe c i a l i s t s o c ia l
m a rk e t i n g , i n f l u en ce r o r t a l e n t s o u r c i n g en t i t i e s
w i t h i n t h e i r g r o u p .

• W e o f t e n f in d d u p l i ca t io n o f f e e s / s e rv i c es be t ween
ag e n c y a n d s u b - co n t ra c t ed p ar t y , e f f e c t i v e l y t h i s i s
‘ doub l e -d ipp ing ’ b y t h e a g e n c y g r o u p .

• O f t en g o e s u n d et e c t ed as t h e A O R f ee s a pp ea r as
f e e s w h ere a s t h e s pe c ia l i s t s f ee s ap pe ar a s O O P
c o s t s .

• E f f e c t i v e l y t he s p e c i a l i s t f e e be c o m e s a h i dden
m a r k u p .

RELATED PARTY 
TALENT 

SPECIALISTS
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PROJECT BILLINGS NOT BE RECONCILED

• A s w i t h an y r ec o n c i l i a t i o n , t h e y n ee d t o ac t u a l l y be
d o n e .

• A g in g pr o j e c t s n o t re c o n c i l ed a n d ev en w h ere
r e c o n c i l ed , b a l a n c e s n o t r e t u r n ed .

• B r an d M an ag er s t e l l ag en c ies t o ‘ ho l d o n t o t ha t ’ t o
p ro t e c t fu t u r e bu dg et s . T h i s c re at e s ‘ s l u sh funds ’ at
ag e n c i es an d c i r c u m v en t s p ro pe r p ro c u rem e n t
p r a c t i c e s .

SIMPLE LACK OF 
RECONCILIATION
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Lack of  Control  Measures for  Inf luencers

• F o r b ran d s f r e qu en t l y u t i l i z i n g in f l u en c er s ,
f r am e wo r k ag r eem en t s i n c l u de g u ide l i n es f o r t he i r
u s e , po s s ib l y ev e n t e r m s f o r en g ag em en t l e t t e r s
b et we en ag en c y a n d in f l u en c er t o sa f egu ar d t he
a d v e r t i s e r b r a n d s .

• T h e s e c o n t ro l s a re o n l y a s g o o d a s t h e i r u s e i n
e v e r y d a y p r a c t i c e .

• S h o r t cu t s u s ed t o e n g ag e w i t h in f l u en c e r s i n a
t ro u b l e f ree m a n n e r ca n m e an t h at t h i s c o n t r o l
m e a s u re i s o v e r l o o k ed .

• R ep et i t i o n l ead s t o ba d p ra c t i c e/ t e rm s b e co min g
s t a n d a rd

• I n s t an ce s o f n o n - s pe c ia l i s t ag e n c i es u s in g s t an dar d
f r e e l a n c er e n g ag em en t l e t t e r s f o r i n f l u e n c er s .

LACK OF 
INFLUENCER 
CONTROLS
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BUDGETS TREATED 
AS FIXED PRICES

SOW Budgets treated as F ixed Pr ice 
Arrangements

• L a c k o f c l a r i t y o n re c o n c i l ab l e n at u re o f an y
e l em e n t o f S O W c an l e ad t o en t i re p r o j e c t b e in g
t r e a t ed a s f i x e d p r i c e a n d n o n - r e c o n c i l a b l e .

• C a n l e ad t o in c o n s i s t en t t rea t m en t , t o t h e agency ’ s
b en e f i t . O v er s p en ds l e ad t o re qu e s t s f o r bu dg et
i n c rea s e s , b u t u n de r s p en d s d o n o t l e ad t o s u r p l u s
f u n d r e t u r n s .

• I f S O W d o e s n o t d i s t i n g u i s h b e t wee n rec o n c i l ab l e
a n d n o n - re co n c i l ab le e l eme n t s , e f fe c t i ve l y a l l
b e c o m e n o n - r e c o n c i l a b l e .

• C l i e n t a pp ro v e r s s h o u l d be f u l l y awa re o f c o n t ro l s
a n d s h o u l d c l e ar l y s h o w o n a n y s ign ed S O W
s e p a r a t e l y t h e a g r e e d f e e a n d O O P b u d g e t .
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RECENT AUDIT CASE STUDIES

6 markets audited

Global Drinks Brand

$2.4m returned to client in un-reconciled 
activity and out of scope fees

Utilized creative agency in 3 markets to 
handle all social and influencer spend. 
Significant out of scope / retainer overlaps

Helped client redefine scope of services &
deliverables rate card for some additional 
services

2 markets audited

Global Athleisure Brand

$1.7m returned in cash for related party 
hidden markups and main agency project 
balances

Related party talent sourcing company 
used which charged hidden mark up for 
activity all covered by core agency fees

Return of all hidden mark ups (from audit 
period and prior years) and cessation of 
such markups going forward
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QUESTIONS & ANSWERS
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Roles & Responsibilities

• Who should own or control this space the client, the agency or a hybrid approach?
• This very much depends on the capability of the advertiser team and the agency team – and needs to be a very

honest conversation with the agency. However, we believe the advertiser should always have the final ownership or
control.

• Do you see procurement owning this whole process?
• No – we see the process being owned jointly with the marketing team; Procurement has a lens on commercial and

controls and Marketing has a lens on the content – but together there is a stronger relationship with the agency.

• Please clarify - if the subcontractor is a related party, we should have audit rights. If the sub-contractor isn't a
related party, we won't have audit rights, correct?
• Ideally your contract should give you audit rights regardless of whether the subcontractor is a related party or not.

Many contracts will initially only have audit access to agency records (and possibly agency affiliates), but
contractual terms can be added to your agency contract that ensure that any time they engage the services of a
subcontractor (related party or not) that your agency obtains the same audit access from the subcontractor as
they are providing to you.

• In countries that don't have the expertise, what should be the main actor that is taking on the Influencer side? Media?
ATL? PR?
• This is difficult to give a definitive answer on – I would test the capabilities of each of your partner agencies and

depending on the outcome agree the best course of action: e.g. if working with an agency from one of the holding
companies (WPP; Publicis; Dentsu; Havas etc) ask for the activity to be lead from an agency hub / centre of
excellence whilst building the skill set locally.
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Agency Model

• Could you make a specific example of ‘specialist agency’? Do you mean the services offered directly by the social
platform itself? or what do you mean?
• There are specialist influencer marketing agencies, but this also represents social media/marketing agencies or

even creative, digital, talent or PR agencies with established pre-existing divisions which specialise in social and
influencer marketing.

• Is in-housing influencer agency activities rather an exception or something you see as a kind of trend in some
markets?
• In-housing is the trend in markets/regions where advertisers do not believe suitable agencies exist to service their

needs. More developed markets with established service providers tend to opt for a more hybrid model rather than
pure in-housing, even where the advertiser wants a greater level of involvement in the management of influencer
marketing, due to the staffing flexibility, expertise and access to market-specific knowledge and research of
influencer marketing specialists.

• What is then the best set-up to contract with micro influencers with needing to contract directly? Are there
specialised agencies out there recommended for use instead?
• An advertiser should have a template MSA or Letter of Engagement specifically for micro influencer – there are

templates from ISBA for example. It then becomes important not to dilute these through negotiations as usually
there are many micro influencers to choose from and bluntly if they won’t agree to your template then move on to
others who will. Having said that the template should be fair if not totally equitable!
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Financials

• I sometimes see with more bespoke, high end influencer agencies (that act like former talent houses) a tendency to
be very unwilling to split out agency fees/production costs/influencer talent fee when they are asked to deliver
everything together. For access to top level influencers, they can be purposefully non-transparent. Have you seen
that?
• It is rare but this situation does exist where some influencer agencies are acting more like ‘pseudo-agents’ for top

level influencers with whom they have developed relationships. When dealing with top level influencers or significant
talent, it is worth insisting that any engagement contract is a 3-party agreement signed between advertiser, agency
and talent, rather than a bilateral agreement between agency and talent. This is prudent on the grounds of brand
stewardship. This should also then provide transparency into influencer/talent cost.

• To avoid out of scope fees or out of market price talent fees, would a Performance Based Compensation (for both
agencies and influencers) be a healthy counter to expenses going up without ROI?
• This might be a better option, but it is important to get the right metrics agreed which will hit the balance between

motivating the agency and influencer while not exposing the advertiser to excessive high-performance costs. This
model obviously lends itself more to motivating influencers when paired with social commerce.

• Besides costs savings, where can these specialist agencies create additional value to the client?
• A specialist agency will have connections within the influencer / social space that an advertiser won’t necessarily

have and as it is a space that they are constantly working in should have better knowledge than the marketers
(who are usually looking after a wider range of activity) making it more time efficient and more relevant. They will
also have more readily available access to better research and networking within the market which will come in
particularly useful when identifying and sourcing micro-influencers.
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Benchmarking

• Are there any benchmarks available to compare rates?
• We are not aware of any credible benchmarking on influencer marketing as it is still very much the Wild West when

it comes to influencers with a massive potential variance as people are still charging what they think they can get
away with in many cases. However, there are benchmarks for the creative agencies, digital agencies and PR
agencies, all of which handle Social activity.
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THANK YOU

and if you have any other questions 
please do not hesitate to get in touch!
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Tony Whittingstall  |  Senior Partner

Mobile: +44 7887 992502

Email: tony.whittingstall@mm-compliance.com

CONTACT US

Jane Dormer |  Client Services Director

Mobile: +44 7807 346025

Email: jane.dormer@mm-compliance.com

www.mediamarketingcompliance.com
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