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What is Influencer Marketlng’?

INTRODUCTION
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INTRO | WHAT IS INFLUEN CER MARKETI

What Are Influencers?( dWlQ'slim1¢les @61?)
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4 O <0 Build Trust Gap
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5 Consumers Purchase
Products/Services
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Is Influencer Marketing a
Valuable Tool?( @@ Pl
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How to Use Influencer Marketing
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A 2019 consumer survey by Edelman, the world’s
largest PR firm, revealed consumers prefer to

purchase from brands they trust, yet only

] customers feel they can AleRelles @ company é@. aea1 QU6

690166 62€IGRA T9 QUG QY IR
QI8 63IRS1 Adug 2glg & until ©Q!
Adyg 9Ql 6997 AF9R A |

A COMPLETE GUIDE TO INFLUENCER MARKETING



INTRO | WHAT IS INFLUEN CER MARKETI

Social Media Influencers(6Q1Q2lIm A&l

dlQalim1 |)
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Which Social Media Channels are most
important for Influencer Marketing?

(select multiple)

Instagram
YouTube

Facebook
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Twitter
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Pinterest
Twitch
Snapchat
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Types of Influencers(dWladin1¢la@ 9l |)
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Nano & Micro Influencers(2164'1 949° ¢lI06T| R PRIgR |)
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Macro & Celebrity Influencers(¢ll6g! I9° 69MES QUSSR |)
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Influencer Marketing Ethics(2QUe4lIR1 CI665° @ ics 8ae! |)
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How to Create an*

Effective Influencer Strategy (R 9& @69
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Know Your Goals($¢19 m&Y @lel |)
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Know How Much You Want to Invest (2I96l 6866 836219 @091g SISRE R161S |)
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Establish an Authentic Connectionwith the Influencer (REPQYILA L6 99
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The initial outreach email should be
short and to the point, ideally 7 to 10
sentences long and used to start a

conversation to see if the influencer
and business are a match.
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Ways for Influencers to Share Content (@aa@g Z°HNQIQ @RI RIS IR QAL )
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Ways for Influencers to Share Content (cont.)
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While it is fine for companies to
create content and give some
direction to how their influencers

share this content, be sure to allow
influencers the freedom to use their
own marketing strategies for sharing.
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Choose Your Ideal Platform(2IQ§@a 2194 Gecrel Q1RS |)
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Flndlng the Right Influencersfor Your Brand($¢1 Q1€
AR A0 LRSI AR |)
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Nurture Influencer Relationships
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Manage Performance & RO
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Manage Performance & ROI (cont.)
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Use Results to Plan Future Campaigns

DEFINE & CREA 7,
CAMPAIGN

Q719 90, 2IYE pattern I8l 6QSI AR
A6 696 ARG IG° JRISEIRICIES
Q694 QU6 97 A% Q9¢ SRIB 6K62g Sl
2108 9OYS RAY 986 K60 | Y€ JRegd 9%
QEYYCR ARAFYE]F S VIR LG 62IRE
9e° FI6591% fARRI69, 6S1RC JRISEIRT SR8
A06l6a ¥8° Qdaa QUALa SRlsea el
@AQ QIgl 2GR 914 IR RAYS Y 26T |

A COMPLETE GUIDE TO INFLUENCER MARKETING



The Future of Influencer Marketing

05

6069, JRISEIR FI6GT°Q ARG IR FIEFTAFIEE @ & 2SI FAANG?

92| 6997 I8 UG ISl §] AR QAR J69 FIRAS? 98l 99 i Q81E Qg

Qea deIBEg 92y GRRIg A9 6267 16 48R YIR |
“RETRIRA FIEHTS” DI 656 IR 99 TR QAU U 6961

QIgIg 2I6E §1Y 99 GRS 69%g FIT | A FIETER 19° YRR

9@ 90R gD QI8 gl AR JRISSIRT CIERT° 926 Rad 2leg

q about 569 69 IANER AERTE KRR AR |

A COMPLETE GUIDE TO INFLUENCER MARKETING



Marketing for the Masses
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What Marketers Should Know
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