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The strategic planning process of online influencer marketing campaign
in social media era
Abstract

This research aims to study the strategic planning process of online influencer
in social media era. The objectives of this research are 1. To study the marketing
communication and planning process of online influencers in social media. 2. To study
the success factors in marketing communication and planning of online influencers in
social media.

This research is a qualitative study initiating with data collection including in-
depth interviews. Interviewing marketers who have experience in online influencer
marketing. Four interviewees from advertising agencies and two interviewees from two
company brands.

The research results pointed out that the marketing communication and
planning process of the online influencer in social media is a step-by-step process with
7 steps : Objective setting, Target audience selection, Influencer selection, Content
setting, Budget setting, Monitoring and Evaluation. In addition, it was found that there
are succeeding factors in the marketing communication and planning of the online
influencer in social media :The importance of online media that is increasing nowadays,
The online influencer has a greater role and influence for consumers. The online
influencer can motivate and change consumer behavior and consumers are more willing

to accept and trust advertising from online influences.

Keyword : Planning process, Marketing communication strategy, Influencer and Social

Media
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