
INFLUENCER MARKETING
A HOW-TO GUIDE

©August  United,  LLC.
–2017–

Proprietary  &  Confidential



TYLER FARNSWORTH

@TYLERFARNSWORTH

tfarnsworth@augustunited.com

MANAGING DIRECTOR, AUGUST UNITED

@



OUR PURPOSE:
We unite impressive brands 

with impressive people. 





Have you been 
influenced?











49% of people say they rely 
on recommendations from 
influencers when making 
purchase decisions.
-Twitter and Annalect, 2016

40% of people say they’ve 
purchased an item online 
after seeing it used by an 
influencer on Instagram, 
Twitter, or YouTube 
-Twitter and Annalect, 2016

Influencer marketing 
content delivers 11X 
higher ROI than traditional 
forms of digital marketing.
-TapInfluence study with Nielsen Catalina 
Solutions, 2016

49% 40% 11x





WHAT IS
INFLUENCER
MARKETING?



INFLUENCER:
One that has an ability to affect the 
thoughts, opinions, and behaviors 
of others.   



INFLUENCER MARKETING
The marketer’s mantra has always been to reach the right audience with the 
right message at the right time. 

In today’s digital marketing landscape, we could also add that we need to 
use the right voice, right device and the right distribution channel. 

That is where influencer marketing enters the picture. 





NOISE







BLOGGER OUTREACH
OUTREACH MARKETING
ADVOCATE MARKETING
EVANGELISM MARKETING
INFLUENCER RELATIONS
INFLUENCER MARKETING





Meet Hailey



Hailey Devine
Something Devine

Passion: Travel & Videography

Fostered a community of over 
170K followers through 

authentically sharing her life 
stories and passions on social 

media.









“Influencer partnerships give 
you targeted brand reach into 
traditionally ‘difficult to reach’ 
audiences.” 



35 Likes 1,363 Likes



35 Likes

1,363	  Likes

Anatomy of a Brand Post:
Creative Concepting

Pre-Production

Lighting, Staging Photography

Post-Production, Editing, 
Copywriting
Promotion

AVERAGE: 8 HOURS



35	  Likes

1,363	  Likes

Anatomy of an Influencer Post:

Given the vision

Authentic creative content

Built in audience



WHEN 
DONE 
RIGHT

✓Locally relevant content 

✓Authentic stories

✓Brand buzz

✓ Increased access to new audiences

✓Follower growth on social properties

✓Beautiful, engaging and unique content to share 

and leverage

✓ Increased awareness and support of key 

initiatives

✓Specific and targeted calls to action



WHAT
INFLUENCER
MARKETING ISN’T.



SILVER BULLET
NOT A









• 10 Youtubers
• 30+ Videos 
• 10MM Views
• 330k+ Likes
• 27k+ Shares











$420 Million



+















THE HOW



1 DEFINE YOUR STRATEGY

Goals
Budget
Set Measurement 
Prep Brief 



2 IDENTIFY INFLUENCERS

Google / Social Search – Hashtags, Location tags  

Partner/Agency networks:

Current fans, followers, email subscribers, loyal customers
Consider: Niche, Platform, Audience, Engagement Rate, Quantity of Sponsored Posts, 
Audience Reception to sponsored posts, Content Quality   

Create influencer “litmus test” scoring format





INCENTIVES

Cash Compensation
Influencers may require 
cash incentives. Cash 
incentives should be 
included in the budget for 
relevant activations. To give 
perspective, professional 
influencers can command 
from $100 - $250,000 for a 
brand partnership. 

Branded Incentives 
Branded incentives are a 
perfect match for your 
most loyal of supporters. 
Examples can include 
swag items, early access to 
new information, custom 
and exclusive branded 
items. 

Exclusive Experiences 
Invitations to special events or 
experiences are very powerful 
incentives and may be 
leveraged for high profile 
celebrity and professional 
digital influencers. 

Brand Recognition
When appropriate 
publically recognize 
influencers through owned 
channels. Brand recognition 
is one of the most cost 
effective yet impactful 
forms of incentive. 



3 CONDUCT OUTREACH

Intro email – Make it personal  
Phone calls / Video calls 
Warm referrals
Send the brief  



“Influencers are not 
ad units...they are people. 
Really awesome people.” 



4 PREP AND LAUNCH

Influencer Agreements
Disclosure Reminder
Set Measurement Benchmarks 
Integration with supporting marketing



5 MANAGE, MEASURE, REPEAT

Support 
Review – Check for accuracy, fulfillment of requirements, disclosures

Keep the momentum going 



MEASUREMENT:
Quantity of Influencer Placements
Quantity of Original Content Created
Total Impressions 
User Engagement / Views / Brand Mentions / Hashtag usage
Growth of Owned Properties
Clicks & Conversions



1

RUNNING AN INFLUENCER CAMPAIGN

2

3

4

5

Define your strategy

Identify influencers

Conduct outreach

Prep and launch 

Manage, measure, repeat



THE RISKS









“Runaway Success”









MITIGATE RISK:
• Create a thorough vetting process
• Always use influencer agreements
• Stay in close communication 
• Check for FTC compliance 
• Have an influencer valuation process in 

place 



• Unfocused approach to identification
• Dealing with rising rates
• Dealing with talent managers 
• Using influencer marketing only as a support to social
• Valuing follower counts over engagement / quality 
• No integration with PR 
• Not checking/enforcing proper disclosure
• Working with too many people that don't care 
• Spreading yourself/budget too thin. 
• Taking the easy way out and over-automating 

ROOKIE MISTAKES:



6

4
3
2
1

7 Evangelize your success, make more

Test, survey, measure, and go forth

Consistent activations, not just a campaign

Create truly remarkable experiences

Influencers are people, not “ad units”

Start with sound strategy

7 KEY TIPS FOR AWESOME INFLUENCER MARKETING

5 Be authentic



QUESTIONS?



ONWARD
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