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Abstract- Influencer marketing has emerged as a
powerful tool for brands to connect with audiences
authentically and personally. However, the growing
complexity of managing influencer relationships and
campaign logistics has highlighted the need for
structured, data-driven coordination tools. This project
presents the development of an Influencer Engagement
and Sponsorship Coordination Platform—a
comprehensive web-based system designed to bridge
the gap between brands (sponsors) and social media
influencers. The platform provides an intuitive
interface for three user roles: Sponsors, Influencers,
and Administrators. Sponsors can discover and
evaluate influencers using advanced search filters based
on niche, engagement metrics, and audience
demographics. They can create and manage campaigns,
send personalized ad requests, negotiate terms, and
track performance. Influencers can browse public
campaigns, respond to ad requests, manage
collaborations, and showcase their profile and
engagement data. Administrators oversee platform
activity, moderate content, and manage user accounts
to ensure integrity and compliance. Built using
Python’s Flask framework, with a responsive frontend
using Bootstrap and Jinja2 templating, the system
leverages SQL.ite for lightweight data management. The
project follows an iterative development methodology
to ensure adaptability and user-centric design. Core
Core functionalities such as campaign management,
influencer discovery, ad request handling, and role-
specific dashboards were successfully implemented and
tested. This platform aims to streamline influencer-
brand collaborations, reduce communication barriers,
and promote transparency through structured
workflows and integrated analytics. It lays the
foundation for a scalable solution that can evolve to
include automated matching, secure payment
processing, and comprehensive performance reporting,
ultimately contributing to the professionalization and
efficiency of influencer marketing practices
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I INTRODUCTION

The development of this platform will leverage a
robust and scalable technology stack. Flask, a

lightweight and flexible Python microframework,
will form the foundation of the application's backend
logic and APl development. Jinja2 templating,
coupled with the responsive styling capabilities of
Bootstrap, will be utilized to create an intuitive and
visually appealing user interface for all user roles.
Data persistence and management will be handled by
SQLite, a lightweight and file-based relational
database management system, chosen for its ease of
use and suitability for the initial stages of
development.

A. Admin:

The Admin Dashboard provides platform
administrators with the necessary tools to oversee the
"Influencer ~ Engagement and  Sponsorship
Coordination  Platform,” ensuring its smooth
operation, user management, and content integrity. It
comprises three primary modules: "Users,"
"Campaigns," and "Content. Jinja2 templates will be
used to display relevant statistics fetched from Admin.
the SQL.ite database using Flask route.

B. Influencer engagement:

Influencer engagement refers to the level of
interaction, connection, and response that an
influencer generates from their audience on social
media platforms. It is a critical metric used by brands
and marketers to assess how effectively an influencer
connects with their followers and how likely their
content is to influence consumer behavior.

Key: like, comment, Shares, Saves,Views(for videos
And stories).

Engagement Rate (ER)

ER = (total Interaction/total follaware)*100

C. Sponsorship coordination:

Sponsorship Coordination refers to the strategic and
operational process of managing relationships
between brands and influencers for promotional
collaborations. It involves identifying suitable
influencers, establishing agreements, overseeing
campaign execution, and evaluating the performance
of sponsorships. This process ensures that brand
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goals are effectively communicated, campaign
objectives are met, and both parties (the brand and the
influencer) benefit from the partnership.

Il LITERATURE SURVEY

The burgeoning field of influencer marketing has
attracted significant academic and industry attention,
leading to a growing body of literature exploring its
dynamics, effectiveness, and the technologies that
underpin its operations. This chapter provides a brief
survey of existing research and platforms relevant to
the development of an "Influencer Engagement and
Sponsorship Coordination Platform," focusing on
key themes such as platform functionalities,
influencer  discovery, campaign management,
engagement metrics, and the challenges inherent in
the current ecosystem. Academic research has
increasingly examined the impact of influencer
marketing on consumer behavior and brand
outcomes. Studies have explored the role of source
credibility, authenticity, and audience identification
in shaping the effectiveness of influencer
endorsements (e.g., Erdogan, 1999; Ohanian, 1990;
Brown & Dacin, 1997).These findings underscore the
importance of genuine engagement and the alignment
between an influencer's values and their sponsored
content. Furthermore, research has investigated the
different types of influencers (e.g., macro, micro,
nano) and their respective strengths in reaching
specific audience segments (e.g., De Veirman,
Cauberghe, & Hudders, 2017). This highlights the
need for platforms to offer granular influencer
discovery tools based on audience demographics,
interests, and engagement patterns. The rise of social
media platforms has spurred the development of
various tools and platforms aimed at facilitating
influencer marketing activities. Several existing
platforms focus on different aspects of the process.
Some specialize in influencer discovery, offering
databases and analytics to help brands identify
potential partners based on criteria like follower
count, niche, and engagement rates (e.g., Klear,
HypeAuditor). Others provide campaign
management functionalities, enabling brands to
create briefs, track performance, and manage
communication with influencers (e.g., AspirelQ,
CreatorlQ). Additionally, some platforms act as
marketplaces, directly connecting brands with
influencers and streamlining the application and
negotiation process (e.g., Fohr, Tribe). However, the
literature also points to several limitations and

challenges associated with the current landscape. A
recurring theme is the issue of authenticity and
transparency. Concerns about fake followers and
inauthentic engagement continue to plague the
industry, making it crucial for platforms to
incorporate  robust analytics and verification
mechanisms (e.g., Bakshy, Messing, & Adamic,
2012). Furthermore, the process of managing
multiple influencer collaborations can be time-
consuming and complex for brands, highlighting the
need for integrated campaign management tools that
streamline workflows and reporting (e.g., Jin & Phua,
2017).

The concept of influencer engagement has been a
topic of extensive discussion. Research emphasizes
that follower count alone is not a sufficient indicator
of influence. Engagement metrics, such as likes,
comments, shares, and saves, provide a more
nuanced understanding of an influencer's connection
with their audience and the potential impact of their
content (e.g., Knoll, 2016). Platforms are
increasingly incorporating sophisticated analytics to
measure and analyze engagement. analyze
engagement rates, audience demographics, and the
sentiment surrounding influencer content. This brief
literature survey reveals that while various tools and
platforms exist in the influencer marketing space,
there is still a need for a comprehensive solution that
effectively integrates influencer discovery, campaign
management, and robust engagement analytics
within a wuser- friendly interface. urthermore,
addressing concerns around authenticity,
transparency, and streamlined communication
remains critical. The "Influencer Engagement and
Sponsorship

1. ADMIN, INFLUENCER AND SPONSORSHIP

A. Admin:

Admin Dashboard
Monitor users, ca mMpaigns, and [I:Jg nappropriate

content

Users
View and manage user accounts

Campaigns

Monitor and manage campaigns

Content

Flag inappropriate content

Figure 1: Amin Dashboard

B. Influencer:
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Influencer Dashboard
View and acceptf/reject ad requests, and search
for public campaigns.

Ad Requests

View, accept, and negotiate ad requests

Campaigns
Search for public campaigns

Figure 2: Influencer Dashboard

C. Sponsorship:

Sponsor Dashboard
Create, update, and delete campaigns, and
manage ad requests.

Campaigns
Create, update, and delete campaigns

Ad Requests

Manage ad requests from influencers

Search
Search for influencers

Figure2: Sponsorship Dashboard

IV. BRAND PROMOTION

For each YouTube video, Instagram short video in
the sample, we collect audience engagement
information (the number of views, likes, dislikes, and
comments) and video release information (date,
video length, title, and description) from the video’s
YouTube page (see an example in Figure 1)

S| Spossorship Information

Figure: 1 Information Collected From Each
YouTube Video

We use machine learning models to extract the
images, audio, and speech from each video. Then, to
capture what the audience can see, hear, and feel
about the influencers, we theorize and extract 33
variables in four categories that may affect the
viewer’s attention and engagement: basic video

properties, the influencer’s emotions and appearance,
the influencer’s voice, and visual aesthetics. We
consider five basic video properties (video length,
scene number, average scene length, speaking rate,
and sentiment) that may affect attention and
engagement (Zhou et al. 2021). Next, we measure the
influencer’s emotions and appearance, by first
identifying any human faces in each video, as human
face is a primary channel for the nonverbal
communication (Ekman and Oster 1979). We apply
Face++2 to quantify seven emotions in each video
image (frame) with a face; we average the values
across images for each emotion. We extract five
appearance  features  (gender, age, smile,
attractiveness, and number of faces) that may affect
perceptions of the influencer’s personality, which
could affect their reputation (Zhang et al. 2021a). We
consider characteristics of the influencer’s voice
because an influencer may adjust their voice in
sponsored videos (Hwang et al. 2021). we measure
two types of aesthetic features because aesthetics can
affect viewer preferences and satisfactio.

V. RESULTS

Results of the Developed Platform: The iterative and
incremental development process has resulted in a
functional prototype of the "Influencer Engagement
and  Sponsorship  Coordination Platform,"
encompassing the core functionalities outlined in the
project objectives. The key achievements for each
user role are summarized below:

A Administrator:

Functional Admin Dashboard: A dedicated
dashboard was successfully implemented, providing
a centralized overview of platform activity. It
displays key statistics such as the total number of
registered users (segmented by role), the count of
active campaigns, the status of ad requests, and a log
of flagged content.

B. Sponsors:

Intuitive Campaign Management: Sponsors can
create, update, and delete advertising campaigns
through a user-friendly interface. They can define
campaign objectives, target audience criteria, budget
parameters, content requirements, and timelines,
providing a structured framework for their
sponsorship initiatives. Streamlined Ad Request
Creation and Distribution; Sponsors can directly send
ad requests to selected influencers, clearly outlining
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campaign details, deliverables, compensation terms,
and deadlines. This facilitates efficient initiation of
collaborations.

C. Influencers:

Centralized Platform for Opportunity Discovery:
Influencers can browse publicly available campaigns
that align with their profile and audience, providing
them with a streamlined way to find potential brand
partnerships. Efficient Ad Request Management:
Influencers receive and manage ad requests directly
through their dashboard. They can view detailed
campaign information, proposed terms, and
deadlines in a clear and organized manner.
Negotiation Capabilities: The platform allows
influencers to  propose  alternative  terms
(compensation, deliverables) in response to ad
requests, fostering a transparent negotiation process
with  sponsors. Direct Communication with
Sponsors: Influencers can communicate directly with
sponsors. The concept of influencer engagement
itself has been a subject of much discussion. Research
emphasizes that follower count alone is not a
sufficient indicator of influence.

Login:
Welcome Back
Login to access your account
O Username
O Enter your username

O Password Forgot password?

O Enter your password

D Login as

O Sponsor v

Remember me on this device

O Sign In

Register:

+) login  &* Register

= Email address

& Enter your email

& Password

@ Create a strong password

© Confirm Password

@ Confirm your password

e Select Role

25 Sponsor v

I agree to the Terms of Service and Privacy Policy

2+ Create Account

Results:
Campaigns
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Holiday Gift Guide

-, Acma Retal Pending 02315 pulizgtec] 75,000

Spring Clearing
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VI. CONCLUSION

The Influencer Engagement and Sponsorship
Coordination Platform™ represents a significant step
towards creating a more streamlined and transparent
ecosystem  for influencer marketing. The
implemented core functionalities provide a
functional foundation for connecting sponsors and
influencers, managing campaigns and ad requests,
and facilitating communication. The platform
addresses several key challenges associated with the
current fragmented landscape by offering a
centralized environment for collaboration.

VII. FUTURE

However, it is important to acknowledge the
limitations of the current prototype. Future
development efforts should focus on addressing
these limitations to enhance the platform's
functionality, scalability, security, and overall value
proposition. The integration of advanced analytics,
automated matching algorithms, payment gateways,
and contract management tools would significantly
elevate the platform's capabilities and attract a wider
user base.
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