
Key Takeaways

From the 'How to Spot Invisible Influence' Webinar



What invisible 

influence is

plus why & how you can  

look beyond vanity

How to spot  

invisible influence 

using tools to discover a 

goldmine

Invisible  

Influence IRL 

feat. Hitha Palepu & Alexa 

Johnson as guest panelists

Uncover hidden gems beneath the surface

 

How can you spot invisible in�luence to recruit the right ambassadors for your brand?  

In our latest webinar, we covered:

Watch the full recording of the webinar here!

https://www.youtube.com/watch?v=J10qCrteh6U


Our Speakers

Grace Murray

VP of Strategy
(she/her)

Hitha Palepu

Multi-Hyphenate*

*CEO, Author, Speaker, Creator

Calvin Walker

Director of Strategy
(he/they)

Alexa Johnson

2022 #SephoraSquad Partner
(she/her)

Sophie Wood

Sr. Creative Strategist
(she/her)

(she/her)



Iceberg 

Influencer

Vanity Metrics

•

•

•

Show us surface-level connections to audience

Engagement rate

Content style

Follower count

Invisible Influence
Show us deeper connections to audience

•

•

•

•

Testimonials

Blog traf�ic

Newsletter subscriptions

Trackable sales

•

•

•

Engagement in DMs

Consistent over-delivery

Veri�ied reach



0.9% ER

190K Followers

0.3% ER

55K Followers

20k Website Sessions

60k Newsletter Subscribers

700+ Testimonials

0.8% ER

135K Followers

90k Website Sessions

1,700+ Testimonials

86% of Audience made 

Purchase Based on 

Recommendation

$600k Trackable Sales

280k Website Sessions

1,000+ Testimonials

*Real data from individual in�luencers, names are hidden for privacy.



Traditional 
Engagement

•

•

•

•

Proof of attention and positive a�inity

Low barrier to entry for audience

Passive and frequent action

No insight into the "why"

Ultimately, giving us no real 

qualitative proof of 

audience connection and 

trust.

Testimonials

•

•

•

High barrier to entry for audience

Nothing in it for the audience

Deep insight into the "why"

•

•

•

Deep connection between audience and creator

Connection deep enough that they want to see 

the creator succeed

Ability to move audience to action (key for sales 

driving)

vs

Ultimately, giving us proof of:



Filtering by number of 

Testimonials

Filtering for Verified Reach 

and Reach Percentage

Successful, long-term 

partners

8 Tips to Spot Invisible Influence

1

2

3

She gives honest and 

constructive reviews on 
products. I love her 

book recos! 
 

@skagard



Digging into comment 

sentiment (intent to purchase, 

questions, etc.)

Building communities on 

other platforms like Geneva

Number of podcast listeners

8 Tips to Spot Invisible Influence

4

5

6



Twitter following or engaged 

Twitter community

Number of newsletter 

subscribers

8 Tips to Spot Invisible Influence

7

8

Further reading: How to Build Your Brand Community

https://www.fohr.co/campaigns/how-to-build-your-brand-community-webinar?utm_source=guide&utm_medium=pdf&utm_term=organic&utm_campaign=brand-all-webinar-invisibleinfluence-takes-community


On the value of 
Testimonials:

"When I'm having a bad day, I go into my Testimonials page and read them because life is hard. It really reminds me and 

rea�irms me of the fact that I have the trust of so many people who have taken time and energy out of their day to do this for 

me… So I don't get super bogged down in certain vanity metrics because I really am focused on showing up for the people 

who have been a part of my community, whether they're new or whether they've been here for a while."

Insights from

On the power 
of engaged, 
niche accounts:

On the ROI of 
digging deeper:

“I get that follower count and engagement rate are the easy metrics to attract, and it makes sense. That said, I think [brands 

should] take a look and ask your team and ask people in your life who are not very online who they follow. Sometimes it will be 

the biggest names, sometimes it'll be extremely niche accounts that have wonderful engagement, who have robust 

conversations in the comments section, whose highlights are well organized and bring value, and who you could tell there's 

authenticity with—people who I think are more fall into the invisible in�luence category of, ‘I'm doing this because I love it.’”

“Take a look at those comments and see the quality of those comments. Take a look at those Instagram stories when [the 

in�luencer] does a Q&A to see the level of detail they're responding to. If it is purely to share links to try to grab that money, 

these aren't people who are necessarily gonna storytell and therefore convert for you. So I would go deeper. The ROI on your 

time will be worth it because you're gonna �ind a handful of partners you can work with for a long period of time who will bring 

value to you.”

Hitha Palepu
Multi-Hyphenate, CEO, Author,  

Speaker, Creator (she/her)



On standing out 
in a saturated 
space:

“The skincare industry is so saturated at this point, and I think people really crave community. They don't want someone there 

who will be shoving products down their throat. My audience knows and has been with me for so long that they know that I'm 

not here for a cash grab. I'm not here just to jump on the trend. I'm here because I really, truly want to be here and connect 

with everyone."

Insights from

On looking 
past vanity 
metrics:

On long-term 
investments 
for repeat 
customers:

"I think it's so easy for brands to fall into the vanity metrics, the likes, the comments, the link clicks, the story views. But I think 

it's really important to look deeper… I think what brands will see if they go to my page is that there are so many comments, 

more than just the �ire emoji. People are really coming there asking me, ‘what was that retinol you talked about four months 

ago?’ And they're leaving it in the comments of a new video or DMing me.”

"Creators with invisible in�luence thrive when it can be a long-term thing… Our followers know that when we talk about a 

product, it's gonna be a product that we actually use. We actually love and recommend, and we're going to talk about that 

consistently… It's more brand awareness for the people that become repeat customers. We like to take our time and our 

purchasing power and make sure that we are buying a product that we're going to come back to. People who [buy] the one-off 

product real quick, I've had a lot of people return those, and I can see that. I don't want people to be buying products really 

quick just to return it. I want them to be making an informed decision and enjoy that and then become repeat customers.”

Alexa Johnson
2022 #SephoraSquad Partner (she/her)



Hello. We’re Fohr, an ambassador 
marketing company.
We do two things—run best-in-class campaigns for some of the biggest brands in the 

world, and combine technology and analytics to create tools for brands, influencers, 

and our agency.

 

Want to know how we can make Invisible Influence work for you? Our platform has the 

tools to help you scale campaigns, manage relationships, and find the right influencers 

and brand ambassadors.

Book a demo

http://www.fohr.co/discovery-demo?utm_source=guide&utm_medium=pdf&utm_term=organic&utm_campaign=leads-all-webinar-Invisiblewebby-discoverydemo

