
SOCIAL MEDIA  
INFLUENCERS: 
THE NEW CELEBRITY  
ATTENTION MAGNETS
The use and selection of the new online celebrities and 
their optimal use as influencers in live marketing
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KEY RESULTS

RECENTLY SOCIAL MEDIA CO-
VERAGE HAS BECOME MORE IM-
PORTANT TO EVENT ORGANIZERS 
THAN PRINT MEDIA..
The use of influencers makes it possible to 
combine both event medialization and event  
reporting in one channel.

Currently event organizers do not believe that 
influencers will completely replace classic cele-
brities in the long run.

Influencers have extended their natural habitat 
of social media and are increasingly entering 
the IRL aspect of events.

Influencers are currently more suitable for 
small-scale events with 1: 1 communication  
elements such as workshops and seminars.

One result of the study is that risks of deploying 
social media influencers at events can be miti-
gated by using the right consulting services. 
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THE USE OF CELEBRITIES HAS BEEN A PROVEN  
PRACTICE IN PROFESSIONAL COMMUNICATION FOR  

SEVERAL DECADES. CELEBRITIES ASSOCIATED  
WITH THEIR PRODUCTS. 

There are two main reasons for this: Brands try to attract maximum attention with (1)  
celebrities and (2) have the positive image of celebrities associated with their products. 

This study focusses on two questions:

1.) While the use of testimonials over the first stages of a mainstream communication  
campaign has been extensively implemented, the use of celebrities in the field of live  
communication is still subject to random occurrences. Based on the analysis of events and  
celebrities used, the casual observer would assume that criteria as „availability“ and „costs“  
are more important than „fit“ and „risk assessment“. It’s not always clear to outside  
observers why celebrities A and B represent Brand D while targeting target group C. 

This study explores the criteria used by event specialists to decide on which celebrities to use 
as influencers in live communication.

2.) Over the last five years, „influencers“ have evolved into a new group of communicators, 
much like celebrities. These influencers, whose primary channels are in the social media  
biosphere of Facebook, Instagram, YouTube and Snapchat, are increasingly appearing  
as guests of events. 

This study investigates the potential and risks associating social media influencers with  
live communication events.

STUDY INTRODUCTION
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THE INFLUENCER: AN OVERVIEW 

In recent years, a new group of communica-
tors emerged, who were difficult to place in the 
classification of the more commonly used ce-
lebrities. People obviously not known for their 
professional skills, reached fame and /or no-
toriety only through continuous appearances in 
reality TV formats and started to use their name 
recognition to connect to target groups on so-
cial media. The prime example of these new 
“celebrities” is the Kardashian / Jenner family. 

By regularly exposing more and less specta-
cular insights into their private and public lives, 
they created a flow of communication that ena-
bled their associates, generally known as „follo-
wers“, to feel part of the  usually more exciting 
and drama filed lives of this “celebrity” family. 
Essential to the success of this strategy was the 
emergence of social media, which provides an 
almost instant dissemination of the information 
to be shared.

Following the Kardashian success, other media-
conscious personalities adapted the same stra-
tegy, focusing on specific communication topics 
such as „fashion“, „cosmetics“ or „travel“. They 
optimized and maximized their reach through 
the use of appropriate hashtags and the possi-
bility to purchase spectators (aka followers), al-
lowing them to rise from the anonymous mass 
of the broadcast conscious personalities. This 
development cemented the success of this new 
type of communicators.

Surprising is the high degree of professionalism 
among these influencers. For a lumpsum fee or 
rate card payment, brands can engage spe-
cifically in the constant flow of communication 
between influencers and followers and thus se-
cure attention and image transfer.

In recent years, influencers are also increasin-
gly appearing at events. In the fashion indus-
try, they increasingly take over the first rows 
reserved for leading fashion journalists at the 
big shows. But they are also gradually noticea-
ble in other media-marketed events. There they 
complement or substitute the use of “real” cele-
brities and simultaneously promote / mediatize 
the brand in their social media context. Mar-
keting managers are thus fulfilling at least two 
tasks at once in the communication mix while 
using influencers. This is a factor that can at 
least partially explain their steadily increasing 
commitment. The marketing manager does not 
have to juggle prominent attractors and media 
at the same time, but gets these services from 
a single source.

IN THE MEANTIME, IN ADDITI-
ON TO COMMUNICATORS WITH 
SEVEN-DIGIT FOLLOWER NUM-
BERS, MANY MEDIA PROFESSI-
ONALS WITH FOUR- AND FIVE-
DIGIT AUDIENCE SIZES HAVE 
ESTABLISHED THEMSELVES AND 
HAVE RECENTLY BEEN MARKE-
TED AS A GROUP BY SPECIA-
LIZED AGENCIES AS SO-CALLED 
„MICRO-INFLUENCERS“.
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STUDY SETUP

For this quantitative study, over 100 event mana-
gers in Germany were provided with a compre-
hensive questionnaire on the use of celebrities and 
influencers in live communication. In addition to 
data that raised the relevance of respondents in 
terms of industry, event budget and event types, 
very detailed questions on the selection of and ex-
perience with the use of celebrities were collected. 
For methodological reasons, only the 42 comple-
ted questionnaires were evaluated.

THESE 42 QUESTIONNAIRES AND 
THE SUBSEQUENT 42 EVENT MA-
NAGERS, REPRESENT A COMBINED 
ANNUAL EVENT BUDGET OF € 143 
MILLION. THIS CORRESPONDS TO 
APPROXIMATELY 7% OF THE TOTAL 
ANNUAL BUDGET FOR LIVE COM-
MUNICATION IN GERMANY .1

1Basis FAMAB-Numbers for 2015.

RESPONDENT INDUSTRY 
SECTORS

Automotive

Corporate services

Electronics

Energy & Environment

Financial services

General trade 

Wallpaper manufacturing 

Industrial production

IT services

Consumer goods

Food

Food production

Logistics

Media

Paper production

Pharmaceutical

Toy manufacturing

Sports association

Tourism

Advertising & Marketing
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The mix of industries covered is particularly diverse 
and perfectly reflects the range of actors active in 
live communication:

Although this respondent population is certainly 
not statistically representative in the classical sen-
se, it allows an interesting insight into the current 
state of event production due to the variety of the 
industries surveyed and the size of the associated 
event budgets.



The analysis of the selection criteria for celebri-
ties confirms the initially established hypothesis 
of a lack of comprehensive and formalized cri-
teria for the influencer selection process. About 
half of the respondents focused on qualitative 
criteria, while the other half used a combination 
of quantitative and qualitative criteria. A purely 
quantitative selection could not be determined 
in the group of respondents.

For the qualitative criteria, authenticity (75%) 
and relevance (46%) are the most important 
criteria. Athletes, musicians, influencers, actors 
and tv presenters are the most popular catego-
ries of celebrity brand representatives. 

For the acquisition of celebrities, two-thirds of 
respondents use existing networks:

Only 39% of the respondents use 3rd party 
agency consultancy for the selection of celebri-
ties. Of the others, 15% can imagine using spe-
cialized consulting services at this point.

Notable is that all respondents who had already 
had negative experiences with the use of cele-
brities (8%), had not taken any 3rd party advice 
during the selection process.

ARE YOU USING EXISTING  
NETWORKS TO CONTRACT  
CELEBRITIES?

INFLUENCER SELECTION 
CRITERIA

ARE YOU BEING CONSULTED BY  
SPECIALIZED AGENCIES DURING THE  
CELEBRITY SELECTION PROCESS?

34% NO66% YES

39% YES

53% Qualitative criteria only

47% Combination 
of quantitative and 
qualitative criteria

15% NO, BUT 
WOULD CON-
SIDER IT IN 
THE FUTURE

46% NO

SELECTED RESULTS
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The success of the use of celebrities was 
considered to be largely positive.

However, this perceived success does not spe-
cifically refer to the medialization of the event. 
Only 50% of the respondents stated that the use 
of celebrities has created added value for the 
event from a media perspective. 

Additionally it seems to have a positive impact 
to use the same celebrities in various communi-
cation channels; 75% of the respondents stated 
that there are positive synergies between the 
use of celebrities in both their advertising and 
events.

HOW SUCCESSFUL WAS THE USE OF  
CELEBRITIES FOR YOUR BRAND? (1-5)
1= unimportant 5= very important

1= unwichtig 5= sehr wichtig

The event objective of “increasing mass me-
dia publicity” is an important one to measure 
the success of events. Over 60% of respondents 
rated increased print coverage as above-ave-
rage importance for event success. Surprisingly, 
social media coverage has recently become a 
more important success criteria than traditional 
print coverage for many event organizers:

WHICH MEDIA COVERAGE IS MORE 
IMPORTANT FOR YOUR EVENT; PRINT 
OR SOCIAL MEDIA?

1
0

5
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15

20

2 3 4 5
Print
Social Media
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From this change in media objectives alone, a 
shift towards more influencers invited to events 
seems inevitable, as they can deliver the alrea-
dy described complete package of attention 
generation and event reporting.

Nevertheless, less than half of the respondents 
believe that the much-vaunted influencers will 
eventually completely replace the classic cele-
brities in their (event)marketing & advertising:

The attention factor alone cannot fully explain 
the use of celebrities: only 45% of respondents 
considered celebrities the best way to generate 
attention. Evidently the image transfer values of 
using celebrities represents another important 
motive.

Asked about the optimal mix between classic 
celebrities and influencers, the respondents see 
the use of influencers primarily in rather small 
event formats such as seminars and workshops.

DO YOU BELIEVE THAT SOCIAL 
MEDIA INFLUENCERS EVENTU-
ALLY WILL REPLACE THE ESTA-
BLISHED BROADCAST CELEBRI-
TIES?

PREFERENCE FOR INFLUENCER OR 
CELEBRITY PER EVENT CATEGORY:

No
54% 26%

Yes

20% Yes, but I think this is only a  
time limited trend
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1. Respondents are responsible for a wide 
range of event types, predominantly exhibi-
tions, conferences and festivals 

2. 36% is currently working with celebrities in 
their marketing, and 10% might consider it in the 
future. 

3. 75% of respondents have already worked 
with celebrities 

4. Image cultivation, publicity, attention and 
customer loyalty are the most important moti-
ves for the use of celebrities. 

5. For 75% of the respondents, social Media 
coverage, like classic media reporting, is impor-
tant or very important for event success. 

6. Nearly half (45%) of respondents think  
celebrities are the best way to attract atten-
tion at events. Actually, the use of celebrities at 
events is considered much more effective than 
in traditional advertising, with only 29% of the 
respondents believing that celebrities are the 
best way to attract attention. 

7. 74% of respondents believe in synergy 
effects between celebrities and events, 80% 
believe that the company hosting the event 
benefits from the popularity of the celebrity 
guest. 

8. Only 50% of respondents believe that a ce-
lebrity generates direct revenue for the organi-
zing company through its media value. 82% be-
lieve that the targeted use of a celebrity leads 
to an image transfer. 

EXECUTIVE SUMMARY

9. Authenticity (75%) and relevance (46%) are 
the most important criteria to use celebrities. 

10. Athletes, musicians, influencers, actors and 
presenters are the most popular categories of 
celebrities to be used in (event)marketing.

11. 65% of  respondents use existing networks 
and contacts to acquire celebrities 

12. 53% rely on qualitative analysis of celebri-
ty eligibility while 47% rely on a combination of 
quantitative data and qualitative analysis. 

13. Nearly 10% of respondents have had bad 
experiences and / or brand image damage 
through the use of celebrities. It is noticeable 
that all of this 10% did not use specialist agencies 
for consult. 40% of respondents do use 3rd party 
specialists agencies for celebrity selection and 
15% are considering seeking such advice. 

14. 26% believe that influencers will supplant 
„classic“ celebrities, 21% believe that this is a cur-
rent and limited trend, while 54% trust „classic“ 
celebrities. 

15. The preferred mix of celebrities and influ-
encers is 70% / 30% 

16. At seminars and workshops, organizers 
prefer influencers to celebrities, while celebri-
ties are more suitable for incentives, exhibitions 
and conferences. At festivals and concerts, the 
preference for classic and „new“ celebrities is 
balanced.
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AGENCY FOR EVENTS  
AND LIVE-MARKETING

VOK DAMS Events GmbH 
Katernberger Straße 54 
42115 Wuppertal 
Germany

P +49 202 38 907-0 
F +49 202 38 907-199 

info@vokdams.de 
www.vokdams.de

Management Board: 
Colja M. Dams, Christian Obladen 
AG Wuppertal HRB 9892 

BRAZIL – CHINA – CZECH REPUBLIC 
FRANCE – GERMANY – SPAIN – UAE 
UK – US

COLJA M. DAMS
CEO VOK DAMS worldwide

Colja M. Dams has been managing partner of the VOK DAMS  
agency for events and live marketing since 1998. Since its foundation 
in 1971, the company has specialized in direct, experience- and  
result-oriented marketing communication. 

The Economist – and keen amateur magician – graduated from the 
University of Witten / Herdecke, and early on recognized the  
significance of the internationalization of the industry, as well as the 
importance of proximity to clients and therefore developed  
networked strategies. 

Thanks to his commitment, the Wuppertal event agency now has  
additional German locations in Berlin, Hamburg, Munich, Frankfurt 
and Stuttgart, as well as branches in Brazil, France, the UK, the Czech 
Republic, Spain, the USA, China and Dubai. 

With innovative approaches, he continues to set new standards in 
events and live marketing, which are constantly being developed by 
VOK DAMS Strategic Solutions in line with the trending market forces.
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