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Five Types of Influencer Marketing Companies
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Brands pay for accesstoa
self-service software that
let’s them track and store
information about the
relationships they've built
with influencers.
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Brands pay for accesstoa
self-serve database of
influencers who have opted-
in to hear about collaboration
opportunities. Influencers are
usually required to connect
their accounts, giving brand
users access to more data for
campaign planning and
campaign performance
monitoring. Light CRM
functionality is often

A spin on traditional talent
agencies, these agencies
represent a set roster of
influencers. Some may be
exclusively represented by
the agency. They will “pitch”
influencers to brands and
take a cut (usually 20% or
more), while serving as the
go-between, keeping brands
at arms length with the

A traditional agency model,
which may offer set packages
or a cost + service fee model.

These agencies typically
manage influencer programs
from end-to-end, including
presentation-ready strategies
and reporting. They rely on
the brand simply for
traditional marketing inputs
like objectives and key
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