
Moving the needle
with influencer 
marketing.

A clear and integrated strategy



Hi! I’m Knut Anders

@kaicheen



About us





12 000+ 
Creators 

2 900+
Norwegian creators

20+ 
Talent Agencies

300+
Advertisers





Some of our agency partners



Some of our talent agency partners

Nordic Screens (NO)

Splay One (NO)

Plan-B (NO)

Sharp Talent (UK)

Life of Svea (SE)



+20%
vs. 2019



Scale

82
Content Creators

619
Pieces of Content

74
Content Creators

190
Pieces of Content

532,464
Total 

Est. Impressions

3,533,568
Total 

Est. Impressions





Make informed 
decisions based 
on audience 
demographics.

Accurate insights

Insights fetched from the official 
Instagram and Youtube APIs
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Make informed 
decisions based 
on audience 
demographics.

Accurate insights

Insights fetched from the official 
Instagram and Youtube APIs







Simple campaign 
creation tool.



Be notified within the 
hour when content is 
shared on Instagram. 
Their results will also 

be automatically 
fetched!







Transactions are 
handled by the 
system



Influencer 
Marketing



Hva er det egentlig?



The nature of influencer 
marketing…

Organic and earned

Democratized and 
interactive

Richer and deeper form 
of fame. Built on trust.



(...)

Sources: 
Advertising Association (UK): https://www.adassoc.org.uk/wp-content/uploads/2019/03/AA_Public_Trust_Paper.pdf
Mediapost.com: https://www.mediapost.com/publications/article/339579/many-followers-trust-influencers-opinions-more-th.html

https://www.adassoc.org.uk/wp-content/uploads/2019/03/AA_Public_Trust_Paper.pdf
https://www.mediapost.com/publications/article/339579/many-followers-trust-influencers-opinions-more-th.html


Trust in influencers

Source: Mindshare 2020



The unique qualities 
of influencer marketing

Trust & credibility

Community and following built 

over years of personal sharing.

Active consumption

Consumers want to consume the 

message and actively engage.

Efficient Production

Influencers has mastered content 

creation for their channels.

Targeted and personal

They attract and keep followers that 

enjoy their tone and focus. “Like me”

Reach

Organic reach in the channels 

hard to reach demographics live.

Driving engagement

These channels are not just about 

passive consumption.



ContentCredibilityDistribution

Creators’ value proposition



Details: Full-service campaign, Norway. Summer 2019. Agency contact: Mindshare

Key Results

Content

256

Influencers

39

Budget

€20k

Market

NOR

Campaign Goal

Drive awareness and consideration  in key segment for Magnum’s launch in Norway.



Details: Full-service campaign, Norway. Summer 2019. Agency contact: Mindshare

Key Results

€22.3
CPM

CPM

190k
Reach

0.9M
Impressions

9.4%
Engagement

This campaign created results above all expectations! The 
results in sales were amazing and partnership was seamless.
Henriette Skådinn, Mindshare & Martine Rogstad, Unilever

“
”



CampaignsOne-off



Support & Functionality inzpire.me

Strategy & goals Creative brief Profile prospection

Brief & negotiation Onboarding Monitor delivery Reuse content

Payment Analyze results Gather learnings Plan for next period

PLANNING AND PRE-CAMPAIGN 

CAMPAIGN EXECUTION

POST-CAMPAIGN

Collaboration pricing



The core balancing act

Doing it right... ...and going big enough.
✓ The right goals
✓ The right strategy
✓ The right profiles
✓ The right execution

Sufficient investment and 
Number of profiles to actually 
“move the needle”.



Case Studies



Details: Full-service campaign, Norway. November 2019.

Content

133

Influencers

16

Budget

€10k

Market

NOR

Campaign Goal

Drive awareness around Miinto’s “Blackout” sale and convert into traffic and sales.



PromotionsOne-off



Details: Full-service campaign, Norway. November 2019.

Key Results

The largest impact from the campaign was definitely the 5x increased engage-
ment and uptake in direct conversions. 

[The campaign] resulted in a 56% increase in conversions (over 1,100 orders), 
which is the best return on ad spend (ROAS) we have ever had from 
influencer marketing.

Jan Hagen, Head of Marketing, Miinto

“

”

€15.4
CPM

CPM

450k
Reach

638k
Impressions

+56%
Increase in 

conversions







Multiple profiles used in the same campaign and paid ads



Content

477

Ambassadors

21

Budget

€56k

Market

FI

Retainer Goal

Drive consideration for Stadium through long-term always-on brand ambassadorships
Details: 6 months, full-service ambassador retainer, Finland. 2019.



AmbassadorsAlways on



Details: 6 months, full-service ambassador retainer, Finland. 2019.

Key Results

Jenny Ballin, Social Media Manager, Stadium

“

”

The creators in this ambassadorship matched our goals and needs. (...) 
inzpire.me was able to suggest creators who performed best based on 
their performance and content. (...) 

By understanding the Stadium brand values, and also what makes a good 
creator, inzpire.me was able to select great ambassadors for us!

€10.3
CPM

CPM

1.74M
Reach

5.5M
Impressions

10.5%
Engagement



Content productionOne-off



Channel collabsAlways on



Collection collabsAlways on



Collection collabsAlways on



Reach &
frequency

Interest & 
knowledge

Loyalty &
preference

Customer Lifecycle



Degrees of collaboration

High/bigLow/small Scope of the collaboration
Cost per profile/collaboration

Control over output, process and creatives
Coordination and communication

Commitment and duration
Cross mix integration with other channels

Affiliate Ad-hoc campaign Ambassador Brand «spokesperson»



Strategy



Bird’s-eye view

Goals & strategy Planning

Analyze and learn Campaign Execution



Elements of a clear strategy

Business goals

Communication goals

Behavioural goals

Brand / Product / Service

Target group(s) / segments

Priorities for selection

Channels and profile types

KPIs

Message and focus

Timeline

Cross-channel coordination

Markets

Budget allocation

Content plan

Content & deliveries

Plan for content utilization

Ad-hoc vs. always-on

Self-service vs. full-service

Goals & focus Plan & setup Profiles & delivery Ways of working

Level of creative freedom



1 Goals and KPIs



Goal hierarchy

● E.g. Grow our market share by 5 ppt
● E.g. Increase avg. basket size by € 20
● E.g. Achieve house hold penetration (HHPEN) of >20% (P4W)

Business 
Goals

Behavioural 
Goals

Communication 
Goals

● E.g. Make consumers return sooner (move 10% from monthly to weekly)
● E.g. Ensure customers add at least one item from our premium line.
● E.g. Get people to register as a club member

● E.g. Increase awareness of the loyalty club and perks
● E.g. Increase consideration for our premium line
● E.g. Secure top-of-mind in the UK market 



Marketing funnel

Loyalty

Purchase

Consideratio
n

Awareness



From message to business impact

CHANGE

Perception

Awareness, knowledge, associations, impression, interest, 

opinion, evaluation, preference, intention

Behaviour

Visit (web)store, search, click, download, follow, share, read, 

comment, consume, task, purchase



Influencer marketing objectives framework

Loyalty

Conversion

Consideratio
n

Awareness

Distribution Credibility Content 



Influencer marketing objectives framework



Background

Concept
[Describe the concept of the campaign. What message 
is your client trying to get across? What story, theme, 
or “big idea” does your client want to use to highlight 
their offerings and capture their audience’s attention? 

Ie: Running a campaign called Pass the Plate with 
creators to share delicious recipes using international 
spices offered by the brand - great for brand 
awareness and inspiration!]

Goals

[What are your client’s campaign goals?]

Target Audience

[Who is your client trying to reach? Ie: country, age, 
interests, traits, etc.]

Creator Categories

[What profile categories should your client work 
with? Ie: Lifestyle, travel, etc.]



Consideration

Awareness

Purchase

Loyalty

Ensures broad reach, while 
still focusing on a relevant 
audience (demographics)

Credibility helps ensure 
the brand message is 
actively engaged with

Clear Sender ID and focus 
on key communication 

points in an organic way

Recommendation from a 
credible source aids 

consideration 

Optimal use of images, 
video, and copy to 

communicate USPs

Recommendation from a 
credible source increases 
the likelihood of purchase

Utilizing ambassadorships to re-
target the loyal customer base 
within the creators’ audience

Reward loyal customers 
with offers and promotions

Long-term collaborations are 
credible, strengthening the 

brand’s market position

Further incentivize 
purchase by sharing offers 

and promotions

Focus & 
Priorities

Reach Credibility Content



Goals mapping

Business 
Goals

Awareness

Consideration

Conversion

Loyalty

Media goalsCommunication goals

% Brand Awareness
% Ad recall

% Consideration
% Preferanse

% Conversion
% New business
% Churn
X NPS

% Share of wallet
% Frequency
% Churn?

Høy synlighet
Øke dekning i 
vekstmålgrupper.

Skape 
kvalitetstrafikk

Optimalisere 
konvertering.
Vise økt kost/nytte 
over tid.





Set measurable goals





“✝” indicates statistical significance compared to control group. (90% confidence level)

Exposed
Group

N=150

Control
Group

N=150

retargeting

Brand lift studyEffect



2 Plan & Setup



Jan:
[Theme]

Mar:
[Theme]

May:
[Theme]

Jul:
[Theme]

Sept:
[Theme]

Nov:
[Theme]

Feb:
[Theme]

Apr:
[Theme]

Jun:
[Theme]

Aug:
[Theme]

Oct:
[Theme]

Dec:
[Theme]

=  Finalized Themes =  Flexible Themes

Content
Plan



Monthly Budget Allocation

Jan Feb Apr May Jun Jul Aug Sept Oct Nov DecMar

Always On: [Input No. Ambassadors], [Input monthly budget] 

[Season/ Holiday]
[Total Budget]

[Season/ Holiday]
[Total Budget]

[Season/ Holiday]
[Total Budget]

One-Off, Seasonal Campaigns



Timeline

1-3 days 1-2 weeks 3-4 days 1-2 days

1-2 weeks ≈ 1 week

❏ Planning
❏ Prospecting
❏ Create brief

❏ Process shortlist(s)
❏ Approve brief

❏ Adjustments
❏ Profile pricing
❏ (Supplement lists)

❏ Outreach
❏ Negotiations
❏ Briefing & onboarding
❏ Manage questions
❏ Product logistics

❏ Monitoring delivery
❏ Update on status
❏ Sharing content

❏ Ensure full delivery
❏ Adjustments if needed
❏ Reposting (client side)

❏ Gather data and insights
❏ Ensure complete reporting
❏ Identify high and low performers
❏ Compare against benchmarks
❏ Identify learnings
❏ Create final report (PDF)

❏ Plan for next period

➤

Campaign & budget 
confirmed

Kick-off with campaign 
manager

Shortlist & 
brief

Customer 
Approval

Plan 
complete

Booking & 
onboarding

Publishing 
starts

Midway 
check-in

Publishing 
ends

Report and 
debrief



Campaign Timeline

Brief & Shortlist:
18.05

Approval:
21.05

Campaign Launch:
22.05

Publishing Period:
01.06 - 31.07



3 Profiles and 
deliverables



Outdoor Interior DesignLifestyle Fashion

Campaign 
Strategy
Profile Categories



More Profile Categories

Family Health & Fitness Beauty Travel Sports

Photography Food & Drink Art DIY & Craft Animals



Campaign 
Strategy
Strategy Overview
[How many pieces of content should the creators post, 
and where? What will their content focus on?

Ie: Creators will post 2 posts and 2-4 posts/videos & 
stories on their Instagram channels. Their content will 
focus on sharing vegetable-heavy, organic ingredients 
to promote a healthy lifestyle - with no compromises in 
taste!]

Channels

[What social media channels do your clients want run 
the campaign on? Ie: Instagram & YouTube.]

Campaign Period

[When is the start and end date of the campaign?]

Content Format

[What type of content is your client looking for? How 
many? Ie: 1 video post, 2 stories.]

Creator Mix

[What size profiles do your clients want to work with? 
Ie: A combination of mid-size to macro-profiles.



Creator Brief
❏ ABOUT THE BRAND
❏ THE PRODUCT/SERVICE
❏ COMPENSATION
❏ CAMPAIGN OVERVIEW

❏ Channel: Instagram
❏ Format: [X] Posts + Minimum [X] Stories
❏ Account to be tagged in image & caption: @[Brandname]
❏ Hashtags: #[Brandname], #[other]
❏ URL Link: [insert link]
❏ Disclosure of sponsored content:
❏ Campaign Goals:
❏ Publish between: [DATE and DATE]

❏ CAMPAIGN STRUCTURE & CONTENT GUIDELINES
❏ CONTENT GUIDELINES

❏ INSTAGRAM POST GUIDELINE
❏ Image/Video Guidelines
❏ Caption Guidelines
❏ INSTAGRAM STORY GUIDELINES

❏ Creator Do’s and Don’ts
❏ Usage rights for produced content
❏ Deadline
❏ Payment terms and practicalities



Shortlist



Strategy Blueprint
Goals and focus KPIs Content Plan

Timeline Creator categories and selection criteria
Brief Shortlist



knut@inzpire.me

mailto:knut@inzpire.me


THANK YOU!

knut@inzpire.me

@kaicheen

mailto:knut@inzpire.me

