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T H E  E F F E C T  O F  I N F L U E N C E  

92% 
92% of consumers trust user generated 
content and word-of-mouth more than 

traditional advertising.  

30% 

Consumers under the age of 32 
spend 30% of their social media time 

digesting user generated content. 

16X 
Influencer marketing campaigns 
drive 16x more engagement than 

paid or owned media.  

*Source: Nielsen’s Global Trust in Advertising, SocialMediaToday (Dobkin) & Ispos MediaCT’s Social Influence 
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T Y P E S  O F  I N F L U E N C E R S  

1. Trendsetters – the early adopters 
[Social/Bloggers] 

2. Aggregators – information 
gatherers/disseminators [@discoverLA] 

3. Recommenders – suggesting what you 
should do [@discoverLA/Social/Bloggers] 

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

5. Negotiators – deciding how and how much 
[OTAs] 
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W H O  A R E  T O D AY ’ S  I N F L U E N C E R S ?  
F r o m  b l o g g e r s  t o  i n d u s t r y  e x p e r t s ,  t o d a y ’ s  i n f l u e n c e r s  a r e  c o n t e n t  

c r e a t o r s  w i t h  t h e  p o w e r  t o  i n s p i r e  c o n s u m e r s  o n  m u l t i p l e  c h a n n e l s .   

Julie Sarinana 
Lifestyle Blogger 
@sincerelyjules 
4.3m followers 

Instagram 
 

Stacey Sun 
Director, dineL.A. 
@thestaceysun 
20k followers 

Instagram 
 

Pete Halvorsen 
Photographer 

@petehalvorsen 
183k followers 

Instagram 
 

Mariano di Vaio 
Model 

@marianodivaio 
5.3m followers 

Instagram 
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T W O  D I F F E R E N T  I N F L U E N C E R S  
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T W O  D I F F E R E N T  I N F L U E N C E R S  
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SOCIAL LANDSCAPE 
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DEMO OF SOCIAL USERS 
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I N F L U E N C E R  V S  T R A D I T I O N A L  
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$28 CPM 



E - VA L U AT I N G  I N F L U E N C E R S  

@discoverLA #PRNews 



E - VA L U AT I N G  I N F L U E N C E R S  
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4,200,000 followers 
1,000 $5.44 $22,848 

per post 

Value Based on CPM 

Value Based on Engagement 

$.25 $31,500 
per post 

126,000 engagements 

OR 



E - VA L U AT I N G  I N F L U E N C E R S  
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$50k 
$2.5 MILLION  

Social Media 
Earned Value  

Through a combination of campaigns, 
influencer outreach and personalized 

influencer experiences, @discoverLA has 
generated $2.5 million in earned social 
media value from a $50k investment.  



O U T R E A C H  &  C U LT I VAT I O N  

• 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 
 

• Get ready for the groundswell 
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O U T R E A C H  &  C U LT I VAT I O N  

Ideal Influencer Profile 
 

• Highly engaged following  
• Established audience on various social 

platforms (Twitter, Facebook, Instagram, 
Snapchat, YouTube, etc.) 

• Brand appropriate message, theme and 
content  

• Thoughtfully produced content 
 

Target Influencer Verticals 
 

•  Lifestyle  
•  Entertainment  
•  Travel 
•  Food 
•  Photography 
•  LGBT 
•  Multicultural 
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W H O  I N F L U E N C E S  Y O U R  A U D I E N C E ?  

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

1. _____________________________ 

2. _____________________________ 

3. _____________________________ 

4. _____________________________ 

5. _____________________________ 

6. _____________________________ 

7. _____________________________ 

8. _____________________________ 

9. _____________________________ 

10.  ____________________________ 
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T R A C K  Y O U R  I N F L U E N C E  
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T R A C K  Y O U R  I N F L U E N C E  



S O C I A L  B R I E F   2 / 7 / 1 7  



CAMPAIGN STRATEGY:  
Showcase the emotional experience of visiting L.A., 
not a to-do list of locations or activities. Every piece of 
creative should communicate a unique feeling one 
gets in L.A. in a relatable, believable way. 
 
CAMPAIGN IDEA:  
When you Discover Los Angeles, you’re not just 
visiting a city, you’re feeling its vibe. 
 
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.  
 

TARGET AUDIENCE: MILLENNIAL TRAVELERS 
Diverse, global millennials (25-35), and those that 
embody the “experiential” traveler mindset:  

 
• Go with the flow, more independent when they 

travel  
 

• Hope for more random and unexpected 
experiences (things that have “story value”) 
 

• Want to get off the beaten track / go beyond 
what’s in the travel book 
 

• Intrigued by experiencing well-known attractions in 
new or unique ways that don’t feel cliché  
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C A M PA I G N  B A C K G R O U N D  



C A M PA I G N  T V  E X A M P L E S  

Click to watch “Chill” Click to watch “Magic” 
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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


C R E AT I V E  B R I E F  
THE ASK:  
Create social content that creatively showcases a vibe, a 
feeling, that is unique to Los Angeles.  

 

Can include, but not limited to: 

• Photography 

• Cinemagraphs, Boomerangs 

• Video 

 

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

LOCATIONS: ANOTHER SIDE OF L.A. & 
QUINTESSENTIAL L.A. 
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 
cues so that they’re still recognizable as L.A.  

 
TONE: 
Authentic. Real. Free-spirited. Hip without being 
obnoxious — without trying too hard. Inclusive. 
Inspiring. Awesome. 

@discoverLA #PRNews 



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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D E L I V E R A B L E S  



A G R E E M E N T  
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T H A N K  Y O U  

K E Y TA K E AWAY S  

• R e c o g n i z e  t h e  v a l u e  o f  i n f l u e n c e r  m a r k e t i n g  a n d  m a n a g e  u p .  

• K n o w  y o u r  i n f l u e n c e r s  a n d  y o u r  a u d i e n c e .  

• D e v e l o p  g o a l s  a n d  K P I s  f o r  y o u r  e f f o r t s .  

• S e t  v a l u e s  a n d  R O I .  

• P u t  i t  i n  w r i t i n g .  
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