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Why Influencer Marketing?
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ﬂ.et’s throw some stats at you:
In 2016/17:

e 84% of brands used some form of influencer
marketing in the past two years

sales

e Of those, 64% said they saw effective results with
increase in engagement, followers, awareness and

\ 51% said it produced a higher-quality customer/

~

(Influencer Marketing is:

* Trustworthy

* Measureable

* Easy/Affordable/Organic (for now)

» Effective for awareness and advocacy
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The New Marketing Funnel - Storytelling
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New Marketin

Marketing

Traditional marketing
techniques from events to
brochures and PR

Advertising

Display and banner ads
based on demographic
coverage

Sales

Transactional account
based sales teams

Adapting your tactics to play the new game
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Funnel

Influencer Marketing

Intelligence-lead
identification of the themes,
channels and influencers

Content Marketing

Development of content
that will attract attention

Social Selling

Capturing social leads to
drive your social sales
program



Examples of Micro-Influencer Campaigns
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Company: Skype
Influencers: Popular artists,
makers, foodies in target
cities (competition)
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Show us your passion to win

9 hellofashionblog & m
Calling all foodies, style-lovers and music heads. Send us a photo of what
you love in your city, and you could win three sessions of face to face video p
calls with a megastar guru who shares your passion. Who knows...with a little 83 = M } hellofashionblog Back home to my baby!

help, what you love could turn in to more than just a hobby. S’D:;i:f;?;:fn:;?:n;eﬂeirs af::?:‘"if;ga::tdsy
. Every y Yy

got me and my cousins a new ornament,

R K SN i \ excited to carry this tradition on with the
=Y e kids. Don't know who's more excited to
< . decorate - Me or B! Share your own holiday
& memories with #Keepsakelt and visit
2 s Keepsakeit.com to find your own perfect

@Hallmark Keepsake Ornament.
#christmastime #sponsored

Load more comments

sisterlylovestyle Awww so sweet @ @@

neslihansss So cute=
swimwithmi What a cute shot ! ©

heartfelthunt it's crazy - i feel like he
grows up so fast lately! super cute 4 4 4

jilull Love his pjs. Where did you find

O Q

9,643 likes

Company: Sperry
©Q . Influencers:. Company: Hallmark
Fans/enthusiasts Influencers: Mommy/Family

sperry Mood. w Link in bio to shop our Authentic Criginal boat shoes. #RockYourBoat @ by

View More on Instagram

@dhiptadi




N ROI of Influencer Marketing
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Average Engagement Rate
on Instagram and Twitter in 2017

The ROls of

We analysed 1,000,000+ influencer profiles
across leading Influencer Marketing Platforms

Influencer Marketing

How can the success
of an influencer marketing

5.7% 4% 24% 1.7% - campaign be measured?

1.45% 0.55% 0.45% 0.3%

Brought to you by

_ dInfluencer
N MarketingHub




N The Do’s and Don'ts of Influencer Marketing

VISIT DENVER

The Convention & Visitors Bureau

Don’t:

* Onlylook at the numbers

* Think you have to automatically pay an
influencer

« Compromise your brand image

* Partner with anyone without having a clear
vision

* Forget that they don’t actually work for you

Engagement Last | Engagement Rate
10 posts (Engagement/Followers)
138 0.40%

1419 4.08%

537 1.55%

4383 1.39%

755 2.17%

634 1.83%

340 0.98%

995 2.86%

1855 5.34%

335 0.96%

VV 7“ U % 1.45% 0.55%

Brought to you by

4Influencer
W MarketingHub

34,700+

0.45%
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o @ joelle_fletcher m

joelle_fletcher @Fabfitfun y'all nailed it on
this Summer box. = Beach bound next
week and I am COVERED #fabfitfunpartner
Highlighting bronzery” Ultra-Light
Sunscreen Lotiony’ Beach Ruanay’ And so
many more goodies! You guys can snag
this box at fabfitfun.com and with $10 off
using my code: JOJO10 = #fabfitfun

Do:

* Find your influencers through their messages first —
targeted audiences

load more comments

taniaikramartistry '

polishedonpurpose I loved my box too!
ramirez2123 DOES ANYNE KNOW WHERE
THE TOP IF FROM®

mandybiros Jojo, can we please get the
details on this shirt? I love it!!!

thejesskurtz @joelle_fletcher just subscribed

because of this video! Can't wait to see
what I get Y@@

O Q

44,436 likes

@ oo (oo

beccatilley Guess what's back, back again?!
My little JoJo's @diffeyewear frames!!! This
is the last chance to get these frames on
diffeyewear.com ! Once again, every pair
bought within 24 hours, 2 pairs of reading
glasses will be donated to Eyes On Africa!
) 44

e Offer your influencer collateral, discounts, product
samples

* Find a common ground with your influencer — they
should talk for you but not exactly like you

blakeedeezy @nickiburg three days
michelle_maemone @hannah_grace27 let's
take a pic like this @

° H hannah_grace27 I'm not posting another
ave a St rategy pic until we take this one
@michelle_maemone
michelle_maemone Hahahaha! We'll need a
quality photographer because it needs to
be a quality pic @hannah_grace27

hannah_grace27 Wouldn't expect anything

O Q

42,308 likes

* Get creative! This is your chance to expand your brand
image!

Log in to like or comment



N How to Find Influencers
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No Service 4:53 PM @ 9 31%E 14

< @ v

#travelbug

* Follow relevant hashtags — accounts can follow
hashtags so popular users will show up in their
newsfeed

45,93,848 posts

Related: #traveladdict #travelpics  #traveldiary  #travelg

e Instagram and Twitter will natively show you post #
ranked by engagement in hashtag searches ‘

New! Follow hashtags

TOP POSTS

* Follow relevant accounts and interact with the people
interacting with THEM — It’s not stealing, it’s smart!

* Investin a social listening or UGC platform (Crowdriff,
Buzzuomo, Stackla etc.)

e Use your own! Influencers can be as easy as treating
your staff in-house and having them post to their
friends!
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. How to Choose your Influencers
What You Should be Providing Influencers

What Should Influencers be providing? &
Levels of What You Will Provide
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What we did:

Invited 5 local influencers to the DRW Lexus Party

/0 :
- .. k"" v“') W /0/7’
that we were ALREADY throwing Rggur&,gg BRE ?XTTE;&;%
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W @biteswithbre
LD R BROWSEMENUS > |
e 0 0 0 O
Featured Restaurants/Chefs
Justin Bronson - Old Major @0ldMajorDenver
Tom Coohill - Coohills Restaurant @Coohills
Jeremy Kittelson - Linger @LingerDenver
Thach Tren - Ace Eat Serve @ace_eat_serve
Jorel Pierce - Euclid Hall @EuclidHallDenver
Hashtags
#DRW2018 #DenverRestaurantWeek
#StayHungry
Sponsors
VISIT DENVER @VisitDenver
Lexus @LexusUSA
Catering by Design @Cateringbd_Denver
E&J Gallo Wines
Decor by Design @Decorbd_Denver
Space Gallery @SpaceGallery400

Send message

What we got:

3 highly engaged attendees
Their audiences totaled over 30,000 local or

* @visitdenver
.3 #drw2018

8
wmes(ammwoog
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regional fans

0 cost associated
Viewership numbers reported on and both us and

(0] Send meéség’é :

partners were tagged 10+ times in 3 hours



