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FUN FACTS ABOUT ME

My mom didn’t want me to go to business school

I wanted to be a Peanut M&M product manager

I went from marketing to sales to marketing

I’ve now worked on the important organs: lungs, 
heart, skin, fat, and brain



HAVE YOU USED A 

SOCIAL MEDIA INFLUENCER 

FOR YOUR BRAND?

Question for the Audience



DISCUSSION TOPICS

• Rise of Influencers

• Ideal Influencers

• Recruiting Influencers

• Case Studies

• Tips and Tricks



THE RISE OF INFLUENCERS

Influencer Marketing



THE GROWING REALITIES OF 
INFLUENCER MARKETING

Influencer Marketing Hub



THE PSYCHOLOGY OF INFLUENCERS

• Relatability

• Aspirational or 
educational content

• Authenticity

70%
of people trust micro-influencers 

more than celebrities



EVERYONE THINKS THEY’RE AN 
INFLUENCER

Top 5 Platforms

• Instagram (93%)

• TikTok (68%)

• Facebook (68%)

• YouTube (48%)

• Twitter / X (32%)



BEING AN INFLUENCER IS A 
LEGIT CAREER!

Average Salary 
$41,000 to $91,000
not including residuals

Personalities need to be:

• Relatable (61%)

• Expert (43%)

• Just for fun (32%)

• Aspirational (28%)



YOUR IDEAL INFLUENCER

Influencer Marketing



WHAT IS YOUR 
GOAL?

• HCP acceptance

• Treatment validity

• Consumer awareness

• Notoriety?

• Goodwill?

Physician (KOL)
“My opinion matters”

Former Patient / 
Therapy Advocate
“I’m doing this to help 
others like me”

Celebrity
“I’m here for my fans”



INFLUENCER REACH

SWEET SPOT



INFLUENCER 
ENGAGEMENT

• Measured by interaction 

with content

• Impacts influencer 

earnings

• Followers ≠ engagement

• Low engagement can be 

from bots or fake 

followers



INFLUENCER FEES

• Story, post, and reposts 

are all $$$

4 influencers 

+ 1 post $500 each 

+ 1 story $500 each

= $4,000

Biggest hindrance is time 
and influencer management



FINDING IDEAL 
INFLUENCERS FOR 
MEDICAL DEVICES

• Actual Patient (or Caregiver)

• Therapy Advocate (can 

identify with your product)



ACTUAL PATIENT EXAMPLE

• Former NeuroStar patient 

(treatment not sponsored)

• Mental health therapist

• 235K followers

• Used to collaborating (media kit)

$1,000 for Story

$1,500 for Story video

Meltwater / Klear



THERAPY ADVOCATE EXAMPLE

• Personal Story

• Tie-in to brand



HOW TO RECRUIT

Influencer Marketing



TWO EASY WAYS TO RECRUIT

Organic (self-apply) Who Tagged You?



OTHER WAYS TO RECRUIT

• Social media agency 

• Our agency (Leaping Gecko) mines Instagram and partners with 
an influencer headhunter ($1,250 + 20% when influencers post)

• Casting call post

• Friends and Family

• Influencer platform ($1,000 per month + residuals)

• PR Agency ($$$)



CASE STUDIES

Influencer Marketing



2,200+ Follower Growth
since Jan 2024



INFLUENCER PARTNERS
NATIONAL DEPRESSION AWARENESS MONTH

@NotYourAverageThrpst

Kristen Gingrich, LCSW, CADC, CCS

285K followers

@RecollectedSelf

Jaime Mahler, MS, LMHC

140K followers

368 Likes

14 comments 74 Likes

19 comments



4x Follower Growth
since Jan 2018

4M visits
since Jan 2018



MIRADRY – 2018 

Joey Gorga – 1M followers
$30,000 – 79 likes Crystal – 5K followers

Free Tx – 61 likes



MIRADRY 2019 (RE-LAUNCH)

90 likes63 likes



MIRADRY 2020

232 likes



SWEAT…BYE BYE BYE

1M followers

10,082 likes!!



2x Follower Growth
since Jan 2020



SIENTRA BRAND – 25+ INFLUENCERS



SIENTRA BRAND
MEASURING ROI

• Rebate program

• Each influencer had a 

custom referral link 

• Google Analytics tracked 

engagement time, 

searches and leads



FINAL THOUGHTS

Influencer Marketing



WORKING WITH INFLUENCERS
IS DIFFERENT IN MEDICAL DEVICES

• Key Considerations:
• Disclose #Ad

• Individual results may vary

• Indications and ISI

• MLR all content 



TIPS AND TRICKS

• Look at influencers to complement existing strategies

• What’s the connection / theme?  

• How will you measure ROI

• Followers aren’t everything – look at engagement

• MLR content before you post (on-brand, on-label)

• Make sure there’s a contract
• Usage rights

• Exclusivity might be important



THANK YOU

Wendy Suljak
C: 408.391.1280

Wendy.Suljak@gmail.com


