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THE EFFECT OF INFLUENCE

92% of consumers trust user generated Influencer marketing campaigns Consumers under the age of 32
content and_yvord-of-mou_th more than drive 16x more engagement than spend 30% of their social media time
traditional advertising. paid or owned media. digesting user generated content.

*Source: Nielsen’s Global Trust in Advertising, SocialMediaToday (Dobkin) & Ispos MediaCT'’s Social Influence
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TYPES OF INFLUENCERS

1. Trendsetters — the early adopters

[Social/Bloggers]
. . Validators
2 Aggregator_s— |nf9rmat|on . Aggregators/_ |
gatherers/disseminators [@discoverLA] - rr—
Persuaders
3. Recommenders — suggesting what you Trend setters

should do [@discoverLA/Social/Bloggers] Predictors

Idea planters

4. Persuaders - those that tell you what you
must do [TripAdvisor]

5. Negotiators — deciding how and how much >
[OTAS]
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WHO ARE TODAY'S INFLUENCERS?

From bloggers to industry experts, today’s influencers are content

creators with the power to inspire consumers on multiple channels.

_ ) =
Julie Sarinana Pete Halvorsen Mariano di Vaio
Lifestyle Blogger Photographer Director, dineL.A. Model
@sincerelyjules @petehalvorsen @thestaceysun @marianodivaio
4.3m followers 183k followers 20k followers 5.3m followers
Instagram Instagram Instagram Instagram
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TWO DIFFERENT INFLUENCERS

sweatengine IR B -

1,986 posts 174k followers 151 following

Kevin Lu Creative director = Travel+Leisure ambassador * | make squares with

my iPhone * ®New York, NY frametasy.com

effortlysse BB -

1149 posts 1.2m followers 121 following

Alyssa Bossio %Blogger, Influencer, Traveler SeEffortlyss@gmail.com mYouTube:
Effortlyss /#NYC & LA www.youtube.com/watch?v=aUZMt4hg_qgs
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TWO DIFFERENT INFLUENCERS
Q.. B3

» i 5.134 views

sweatengine Reading in the book tunnel
with @discoverla [ |l [N 7 G0 1N © &

birdytran How cool =
joaomatheus! Super creative !
_tamarapeterson 5o cool ik

spencer_berk @monster__balloons

vgmoniz | love the "books v window”,
the softness colors...it's. Wow T C

cesare_matteus &8 B
travelers_luxury Such a neat shot!

MATAreC TR R AR AR SF B 2R

DISCOVER LHM @discoverLA #PRNews



TWO DIFFERENT INFLUENCERS

effortlyss m
¥ Los Angeles, California

28,336 likes

effortlyss Thank you to @discoverLA
@group3aviation for showing me around
LA and making my first time riding in a
helicopter memorable and not as
terrifying as | had imagined @ - ! The
first few minutes were nerve wracking
but | ended up having the BEST time up
in the air. Lately I've had crazy anxiety
and it's hard for me to try new things,
and | think that ride was exactly what |
needed to overcome my fear.
#DiscoverLA - OO

For more adventures, be sure to
subscribe to my YouTube! Link in bio %

view all 127 comments

comments

corresarakvist WHAT CAMERA DO YOU
HAVE?WWWYLOVE YOUR PICTURES

lizzie_cady12 Gorgeous W

lawivrime Wihat filbsr?1
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FACEBOOK
FB MESSENGER
WHATSAPP
YOUTUBE
Q0O
WECHAT
QZONE
INSTAGRAM
TUMBLR*
TWITTER
BAIDU TIEBA*
SKYPE
SNAPCHAT*
SINA WEIBO
LINE
PINTEREST
YY

LINKEDIN
BEBM*
TELEGRAM
VIBER*
VKONTAKTE
KAKAOTALK
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DEMO OF SOCIAL USERS

% of U.S. adults who use at least one social media site, by age
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INFLUENCER VS TRADITIONAL

marianodivaio &

Mariano Di Vaio Actor & Blogger [J[] Climb the mountain not so the world can see
you, but so you can see the world - Contact the MdvCrew at info@mdvstyle.com
WWW.MDVSTYLE.COM

5,357 posts 4.2m followers 512 following
ﬁ marianodivaio m
| lowve shirts with .‘.EI.-'.':":: pa Z'.-"-:l'= . FlLAsIony

imriomm, ahmedaimarghani roya hatam|

B & abbasmomo_mourad
.

loubna_marocaine

$28 CPM
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E-VALUATING

INFLUENCERS

Market

international
international
international
international
international
international
international
international
international

international

Engagement CPM

10% $7.00
9% $6.76
8% $6.54
7% $6.32
6% $6.10
5% $5.88
4% $5.66
3% $5.44
2% $5.22
1% $5.00

Market

domestic
domestic
domestic
domestic
domestic
domestic
domestic
domestic
domestic

domestic

Engagement CPM

10% $6.00
9% $5.76
8% $554
7% $5.32
6% $5.10
5% $4.88
4% $4.66
3% $4.44
2% $4.22
1% $4.00
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E-VALUATING INFLUENCERS

marianodivaio & v
Mariano Di Vaio Actor & Blogger [I[] Climb the mou

Value Based on CPM

4,200,0108;8”°W€r5 % s = $22,848
per post

OR

Value Based on Engagement

126,000 engagements ¥ $.25 == 531,500
per post

DISCOVER &-0‘1—&/'\?14&4 @diSCOVGfLA #PRNews




E-VALUATING INFLUENCERS

$2.5 MILLION
> Social Media
Earned Value

Through a combination of campaigns,
Influencer outreach and personalized
iInfluencer experiences, @discoverLA has
generated $2.5 million in earned social
media value from a $50k investment.
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OUTREACH & CULTIVATION

« Identify influencers who are brand appropriate
with a highly engaged audience

« Manage and assist influencers throughout the
content creation process to make sure your
brand is thoughtfully integrated

* Ensure influencers are appropriately
compensated and credited for their efforts

« Getready for the groundswell

Just a little happy@‘@@ Thank-you for having me during my last few days in
LA . and a massive shoutout to the legends at for
making my Cali trip one to remember! Anyone travelling to LA | seriously

recommend checking out discoverlosangeles.com before you go! ”
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OUTREACH & CULTIVATION

Ideal Influencer Profile Target Influencer Verticals
e Highly engaged following e Lifestyle
» Established audience on various social  Entertainment

platforms (Twitter, Facebook, Instagram, e Travel

Snapchat, YouTube, etc.)

_  Food

« Brand appropriate message, theme and . Photography

content

« LGBT

» Thoughtfully produced content _
e Multicultural

DISCOVER LM&/P\?L@M @diSCOVGfLA #PRNews




WHO INFLUENCES YOUR AUDIENCE?

Think of the people you
would ask to promote your
business if you only had
10 letterheads left ...

© ®© N o v . ® nNooe
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TRACK YOUR

INFLUENCE

| Name | Handle Followers Contact Info // Notes Category

Pauly Vella paulyvella 296k paulyvella@gmail.com Photography
Jewel jewelszee 100k jewelszeezee@gmail.com Photography
William Patino william_patino 119k info@williampatino.com Photography
Garry Norris gamy_noIms 124k garry norrisphotography @gmail.com Photography
Chantelle Ellem fatmumslim 96k www fatmumslim. com.au Family

Emily Skye emilyskyefit 976k fitness

Jessica Stein tuulavintage 1.7m jessicamaystein@gmail.com Fashion

Liz Carison youngadventuress 78k Travel

Dilya Diaz diazdilya 624k diazdilya@hotmail.com Fashion

Lisa Hamilton seewantshop 252k Fashion/Lifestyle
Cody Simpson codysimpson 2.5m Pop star Lifestyle

Brooke Hogan brookehogani 364k broocke-hogan@live.com.au Fashion

Jordan adn Zac Stenmark jordanandzac 95k Twin models Lifestyle

Ruby Rose rubyrose 4 5m Actress, model, DJ LGBT

Jen Hawkins jenhawkins_ 606k Miss Universe Fashion/Lifestyle
Shanina Shaik shaninamshaik 491k Model Fashion

Bambi Northwood Blythe bambilegit 170k Model Fashion

Jesinta Campbell jesinta_campbell 260k Sharon@sfcelebritymanagement.com.au Fashion

Lara Worthington laraworthington 433k Lifestyle

Caitlyn Paterson caitlynpaterscn 305k nadine@c hicmanagement.com._au Lifestyle

Renee Somerfield reneesomerfield 1m reneesomerfield.com Fashion

e = Photography = Family ~ @ Fashion/Beauty -~ Lifestyle/Travel ~  Food ~  LGBT -~ | African-American ~ | Intemational (Australia)
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TRACK YOUR INFLUENCE

Handle Followers Avg. Engageme Engagement % Market Posts CPM Value CPE CPEValue Cost CPM ROI CPE ROI

marnianodivaio 3,600,000 120,000 3% international 2 $1,000.00 38 59
tashoakley 950,000 18,700 2% international 3 $1,500.00 9 8
jlin7 718,000 47,393 7% international 1 $200.00 22 58
songofstyle 1,900,000 35,888 2% international 1 $200.00 49 44
petehalvorsen 123,000 2,900 2% local 1 $1.00 505 724
LiketoKnow.it 1,100,000 10,200 1% international 9 $1,700.00 28 13
sincerelyjules 2,500,000 60,000 3% international 1 $2,900.00 51 56
sjanaelise 1,000,000 25,000 3% international 18 $1.900.00 51 58
kissandmakeup01 151,000 6,000 4% international 30 $598.62 42 74
louiseroe 352,000 7.000 3% international 6 $2,800.00 3 3
stevenfingar 22000 1500 7% local 1 $50.00 1 7
eslee 77000 3000 4% local 1 $50.00 6 14
andyheart 131000 2000 2% local 1 $50.00 10 9
andrewkuttler 46000 1500 3% local 1 $50.00 3 7
hungryinla 32000 1700 5% local 2 $50.00 5 16
compartes 59000 2000 3% local 1 $50.00 4 9
jeffmindell 36000 1000 3% local 1 $50.00 2 4
jess_hannah 201000 2000 3% local 1 $50.00 16 9
poketo 45000 400 1% local 1 $50.00 3 1
laurejoliet 21000 400 2% local 1 $50.00 1 1
kimgenevieve 50000 1100 2% local 1 $50.00 3 5
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CAMPAIGN BACKGROUND

CAMPAIGN STRATEGY: TARGET AUDIENCE: MILLENNIAL TRAVELERS
Showcase the emotional experience of visiting L.A., Diverse, global millennials (25-35), and those that
not a to-do list of locations or activities. Every piece of embody the “experiential” traveler mindset:

creative should communicate a unique feeling one

ets in L.A. in a relatable, believable way. _ _
J / * Go with the flow, more independent when they

travel
CAMPAIGN IDEA:
When you Discover Los Angeles, you're not just

visiting a city, you're feeling its vibe. » Hope for more random and unexpected

experiences (things that have “story value”)

CAMPAIGN LOOK AND FEEL.:

We want to capture the beauty and richness of our

city and its people in a way that feels authentic. Avoid

imagery that feels like stock photography. Avoid talent

that seems overly staged or phony. Diversity is key. « Intrigued by experiencing well-known attractions in
new or unique ways that don’t feel cliché

* Want to get off the beaten track / go beyond
what'’s in the travel book
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CAMPAIGN TV EXAMPLES

Click to watch “Chill” Click to watch “Magqic”
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https://www.youtube.com/watch?v=Dh2pHJVIeAo
https://www.youtube.com/watch?v=7kRl2IWg9qY
https://www.youtube.com/watch?v=7kRl2IWg9qY

CREATIVE BRIEF

THE ASK: LOCATIONS: ANOTHER SIDE OF L.A. &
Create social content that creatively showcases a vibe, a QUINTESSENTIAL L.A.
feeling, that is unique to Los Angeles. Not the clichéd or touristy version of L.A. (and

Hollywood) that many people think of. Seemingly
lesser known or off the beaten path spots, but with

Can include, but not limited to: cues so that they’re still recognizable as L.A.

» Photography

« Cinemagraphs, Boomerangs TONE:

* Video Authentic. Real. Free-spirited. Hip without being
obnoxious — without trying too hard. Inclusive.

CASTING: Inspiring. Awesome.

If people are featured, prefer to showcase diversity and
the millennial age bracket. Talent should feel real —
somewhat hip, authentic — not supermodels.
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DELIVERABLES

PROPOSAL.:
Please include in your proposal a write-up of the idea and potential locations. Include any
reference images, mood boards, sketches, etc. necessary to communicate the idea.

BUDGET:
Please give us an approximate budget of what this execution might cost to develop. Include a

detailed break-down of the proposed costs
(talent, equipment, fees, etc.)

TIMING:
Please detail to us how long it will take to conceptualize, produce and deliver finished content,

along with a proposed rough timeline.
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AGREEMENT S S ——

oopy, duplicate, publish, disoley. transmit, license, sublicenss, modify, after, crop, edit, sdapt and vtilizs in combington with sy
obher imEges, one oF more images, identified baow of copies of which are attached, for usein any and =il mecia, print, brosdost,

MOT FOR USE internet or okhenwise, now or heresfter existing, throughout the univeerse in perpetuity for commendal oF non-oemmendal use.
Lip=nsor ackmowledges receipt of the sum of 3 fior such imeges and waives and relinguishes sny further night o
oompensation for the dispiay, duplication, distribution or subliosnse of the imaEes covensd by this Lioense. Licensor herey agrees
and acknowledges that the images oovered by this Lioznse shall b2 the non-eachusive property of Loznses and Lioensor sheall keye no
cisims theneta or rights therein or to the procesds thensof.

COLLAEBDRATION AGREEMENT: [DRAFT]
PROJECT MAME: [DRAFT]

'I""‘_l'n"' = on A g 7] i emtersd by and (PoOMPANY] and [Licersor understands et he or she will be Tedited for sach imege = the unders sred has soedies ]
DATE OF AGRESMENT DEUWVERY: [DATE] Licensor warmants o Lioznsze that [i] he she or it hes the nght, tite and intenest in esdh of the images oveered by Bhils Liosnse
suffiient 1o grant this License, ana [ii] has valid relssses from any recognizable person cepicted in ey image coweres Oy Ghis
SuUrARtARY OF COLLABORATION AGREEMENT: Licanse, & copy of which the undersred seress ko prosdde to licenses, on reguesst Licensor agress to indemnify and defend
[ampEny] will parner with Influencer &2 : licensee from ary claims arizing out of or beeed on = bresch or all=zed Bresch of the forszoing wartantias are untnss.
AGREEEMENT TIMEFRARE-
[DATES]
I luseani or:

CORYPA OBLIGATIOMNS:

Signature Dt
Primt Hame
INFLUENCER OBLIGATIOMNS:
- Agdress
® [nifus roer il -

= . Comparng:
=] -
(=]

In corsideration of the premizss and for other good and wslmble consderstion the recsipt and affidency of which is herebdy
= Smed, Infhusrosr asrees thet [Company] shall bave the rght to record, broadoest snd othenwise exploit in any and all Signature Darbx
midia, mow BT or hensafter oested, in perpetuity, throughout the word the nflusnce' s name, lileness, woice and biographical

information in conr=ction with e Sctivity.

INFLUEMCER ASSURES Al RISKES AND DAMNGCERS ENOWHN OFR UINKTNOWHN, FORESEEN OR UNFORESEEN, INCIDENTAL TO THE ACTIVITY
AMD HEREEY RELEASES AMD HOLDS HARRLESS THE CDBAFANY PARTIES AND THEIR RESFECTIVE SUMCCESSORS AND ASSIGHS, FROR Frimt Hames

AMD ASAMST ANY AND ALL JLAIMS, DARAGES, LIABILITIES, OOSTS AMD EXFENZES, INMOLUDING REASCOHASLE ATTORMEYS FEES,

ARISING OUT OF INFLUENCER'S PARTIOFATION 1N THE ACTIWITY, INCLUCHRG WITHDUT LURITATION ANY FERSOMAL INURIES OR

DAMASE TO FROPERTY WHICH INFLUERNCER MAY INCUR AS & RESULT OF THIOSE DAMGERS INHERENT IR THE ACTTWITY EXCEFT THOSE Afdress
DUE TO THE SROGEE MEGLIGERCE OR INTENTEDNAL MISCOMDUCT OF ORE OR MORE OF THE COMPAMNY PARTIES Tl

This mEresment constitorbes the sntire apresment betssen the parties with respec to its subjsct matber ano supsrsedes all prior
mprEsmEnks, repressntstions and undersiandings of the parties, written or ol
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THANK YOU

KEY TAKEAWAYS

 Recognize the value of influencer marketing and manage up.
« Know your influencers and your audience.

 Develop goals and KPIs for your efforts.

e Set values and ROI.

e Put it in writing.
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