Inzpire.me

Moving the needle
with influencer
marketing.

A clear and integrated strategy
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Hi! I'm Knut Anders

ull TelaN = 16:55
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Knut Anders Thorset

¥ Helping brands succeed with
Influential content creators. CRO at
the startup @inzpire_me
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12 000+

Creators

2 900+

Norwegian creators

20+

Talent Agencies

300+

Advertisers







Some of our agency partners

MEDIACOM Omnicom CARAT isobar Zemth MMMMMMMMM @
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Some of our talent agency partners

PLAN &

( Nordic Screens

Nordic Screens (NO) Life of Svea (SE) Plan-B (NO)

A

SHARPTALENT

Splay One (NO) Sharp Talent (UK)

inzpire.me



INFLUENCER-MARKED ESTIMERES TIL
348 MNOK

N

F o

>

Det forventes en omsetning pa 348 millioner NOK innen in-
flvencer marketing i 2020. Det viser ferske fall i prognosen
fra IRM. Bak den nye marketing influencer-kategorien fra
IRM star ANFO, MBL og Mediebyriforeningen.




Scale
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82 619 3,533,568

Pieces of Content Total
Est. Impressions
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74 190 532,464

Content Creators Pieces of Content Total
Est. Impressions

Content Creators



A multi-sided platform for influencer marketing

The inzpire.me platform
consists of four parts:

A Creator profiles

I Brand profiles

W Agency Brand Manager
W Talent Agency Solution

collaboration

Creator Brand

Manage collaborations Manage collaborations
with brands and agencies. with creators,

suones0qello>

co\\abora(ions

Talent Agency Agency

Manage collaborations Manage collaborations
for their creators. for their brands.

Suoneloqel|0?



Make informed
decisions based '
on audience
demographics.

United Kingdom « Lifestyle

Accurate insights

Insights fetched from the official
Instagram and Yo




Accurate insights

Insights fetched from the official
Instagram and Youtube APIs

Make informed - =8
decisions based -

on audience
demographics.
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Accurate insights

Insights fetched from the official
Instagram and Youtube APIs
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Identify relevant creators
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with smart matching,

Personality traits ©

powered by IBM Watson ® our @ e
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All collaborations

. Select filter . Seloct CAmpUgT y _

4rch by creat e
@ Pending (11) @ Accepted (19) @ Datedue (1) ® Delivered (2) @ Completed (9)
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Simple campaign
creation tool.

Create Brief

Create your campaign brief

@ Brief whit do yas want the reatarta da

Choose a template
Not sure how Lo write @ bref? Chack out our Lelel theckist.

Weite your ownt Branding - stagram
Go treesiyle and wrte your Rase awareness of your
wn brie eatuct

CPA doal - Irstagram Product review - Youtube
Increase sales of your Feature your product in o
product Youtube viceo

Write / edit your briel

B I YU E= tomal ¢ AW

Discount code - Instagram

Generate sales by gvig
nflusncers discount eodes

Product redew - Blog post
Feature your groduct on &
blog

App feature - Instagram
Generate dawnicacs of an
app

Revew




Be notified within the
hour when content is
shared on Instagram.

Their results will also
be automatically
fetched!

£ BAGK TO HOONIMGS OVERVIEW.

Booking request

inzpire.me



Helly Hamen (1)

Content Library

Filter on channels

All creator content is
gathered in the Content
Library for reuse



Keep track of results
real-time with the

reporting dashboard

Reporting

Filter on channe! Filter on date range Filter on campaign
| AN thanne ] instagram YouTube 30 Oct 2019 - 29 Nov 2019
Accepted creators @ Budget committed @ RAudience O Acceptance rate §
77 €45,915.00 2,336,913 49%
[—

Cost per 1000 impressions Co par 1000 foliowers :
€1,561.60 €19.65 " I | |



Transactions

DOWNLOAD INVOICE SUMMARY

Ld
I r n I n r Escrow payment released to Creator fee: Service fee; Total: INYOICE PO
creator Successful 600 EUR 0.00 EUR 600 EUR

27 January 2020 16:32:24

handled by the g e

Partial payment Successful Creator fee: Service fee! Total: INVOICE PDF

Sys tem 27y 2020 16119 nuso ocouso nuso
65.5 EUR

Escrow payment released to Creator fee: Service fee. Total: INVOICE POF

creator Successful 600 EUR 0.00 EUR 600 EUR

27 jJanuary 2020 10:54:07

Partial payment Successiul Creator fee: Service fee: Total: INYOICE POF

27 January 2020 10:51:14 250 EUR 0.00 EUR 250 EUR

— =

Escrow payment released to Creator fee: Service fee! Total: INVOICE POF




Influencer
Marketing

Inzpire.me



< THEAMYREN

Innlegg

° theamyren
Marbella, Spain

NESTE UKE KAN DU
FA 25% PA DINE

FAVORITTER FRA
@miintono

Hva er det egentlig?

TRINES MATBLOGG

HIEM BLOGG OPPSKRIFTER » UKEMENY TIPS & TING FAQ

Qv
UNI 2020 1645 likerklikk
SALAT MED JORDBAR, TOMAT OG APETINA

FOLG MED NESTE UKE!

om #) coio, ’ DA SLIPPER JEG RABATTKODEN DU KAN BRUKE!

theamyren { advertise: @magnum )
g oing o

En av sommerens favorittsalater er denne, med blant annet jordbaer, / #miintobiagkout g
cherrytomater, agurk, gulrot og en fyldig balsamicodressing. Det hele 3 /
toppes med Apetina white cheese. som med sin salte og syrlige smak. v

og kremete konsistens. er en fin kontrast mot de sote elementene i
salaten, Dette er en fargerik salat som er en fryd for bade oyet og
ganen Nyl salaten som den er sammen med godt bred. som del av en
sommerbuffet elier som tilbeher til for eksempel grillmat

LES MER

inzpire.me



The nature of influencer
marketing...

Organic and earned

Democratized and
interactive

Richer and deeper form
of fame. Built on trust.
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60%

45%

30%

15%

0%

90%

68%

45%

23%

0%

Sources:

AA tracking research shows that public favourability towards advertising has long
been in decline, from around 50% favourable in the early '90’s to just 25% in 2018.

1992

1994

1996 1998 2000 2002 2004 2006 2008 2011 2013 2015 2018

=== Ngither === Favourable === Unfavourable

The tracking research also shows that favourability and trust are highly correlated,
rising and falling together.

After a period of sustained decline, public trust in advertising increased between
2015 and 2017. Although public trust in advertising has since fallen, other industries,
including energy and banking, saw more rapid increases in trust over this period.
As a result, advertising is now in last place out of all industries measured, down from
third from last in 2011.

20Mm

2012 2013 2014 2015 2016 2017 2018

=~ Retail/Shopping == Music === Telecommunication
=== Banking Energy == Media === Advertising

Advertising Association (UK): hitps:/wwyw.adassoc.org.uk/wp-content/uploads/2019/03/AA_Public_Trust_Paper.pdf

Mediapost.com: htips:

DigitalNewsDaily

Many Followers Trust Influencers'
Opinions More Than Friends'

by Gavin O'Malley @mp_gavin, August 21,2019

How influential can social-media personalities be?

(.))

Fully 70% said that they trust the opinions of influencers as much or more more
than their real-world friends, 78% said they trust influencer opinions more than
traditional ads, and more than half said they consider the influencers they
follow to be an extension of their circle of friends.


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

100 %

90 %

80 %

70%

60 %

10%

0%

To what degree do you trust information from “the influencers™

Total

V1835

Followers

8170 avery smal degree
-2

3
LE}

W 510 3 very high degree



The unique qualities S
of influencer marketing T e G

Trust & credibility Targeted and personal
Community and following built They attract and keep followers that @ Army
over years of personal sharing. enjoy their tone and focus. “Like me”

Active consumption

Consumers want to consume the

message and actively engage.

Efficient Production

Influencers has mastered content

creation for their channels.

Reach

Organic reach in the channels

hard to reach demographics live.

Driving engagement

These channels are not just about

passive consumption.

ebilog
Pentahotels




Creators’ value proposition

Distribution Credibility Content



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

Campaign Goal

W

Drive aware

ness

anag consigeration

n key segmen

Budget

€20k

Market

NOR

Influencers

39

Content

256

num’s

aunch in Norway
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o 0.9m 190k

Impressions Reach

9.47% €223

Engagement CPM

€6 This campaign created results above all expectations! The
i results in sales were amazing and partnership was seamless.

theamyren { advertisement - @magnum }
o Qo o gllat

oo o o o Henriette Skddinn, Mindshare & Martine Rogstad, Unilever ?9

>
Details: Full-service campaign, Norway. Summer 2019. Agency contact: Mindshare MAG N U M I n L p l r e 2 m e
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') anegyll
{ Pride Parade

CHOCCLATE & COOKIES 1SEN FRA

@MAGNUM ? |

| amnonse |

Finn Gpagrem hos 7-Eleven
Karvessn og husk
[everstopPlaving

zpirednuri and 2 828 others

AME// Enda ikk




Support & Functionality inzpire.me

PLANNING AND PRE-CAMPAIGN

Strategy & goals Profile prospection Collaboration pricing

CAMPAIGN EXECUTION

Brief & negotiation Onboarding Monitor delivery

POST-CAMPAIGN

Analyze results Gather learnings Plan for next period

inzpire.me




The core balancing act

............

Doing it right... ...and going big enough.
v Theright goals Sufficient investment and
v Theright strategy § Number of profiles to actually
v Theright profiles § “move the needle”.
v The right execution :

inzpire.me



Case Studies

Inzpire.me



minto

FIND YOURSELF

Market

NOR

Budget

Content

133

Campaign Goal

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

Details: Full-service campaign, Norway. November 2018,



Promotions

NESTE UKE XAN DU
FA 25% PA DINE

FAVORITTER FRA

@niintono

#miinta/ e
\,

Vinter regndre§s fra )
Kattnakken! Spar opptil 35%
med kode BOACKOUT. {5 &

P

/,




NESTE UKE KAN DU
FA 25% PA DINE

FAVORITTER FRA
@miintono

FOLG MED NESTE UKE!
R T
DA SLIPPER JEG RABATTKODEN DU KAN BRUKE!

#miintobi%kout

"\

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

éé

e I @

638k 450k €15.4 +56%

Impressions Reach CPM Increase in
conversions

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. 9

9| Jan Hagen, Head of Marketing, Miinto

mimnto

EIND YOURSELF
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al AG . 16:05v

Instagram @] Instagram

bradiongworth bradlongworth

Spansat W) <poscor

16:06 ¥ FURTEE B

bradlongworth . X Smartphone Mounting For An Active Life...

879 8796
Inniegg Falgere

Brad Longworth - Photographer
23. From Liverpool, UK,

Living n New Zealand.
Autormotive Jf Action [/ Adventure
Let's talk.
www.Leadiongworth.conypresets
Se oversetteise

Felg Melding Kontakt

¢OS @
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Handle nd > Handle n& > Handie nd ] Handle n& >

Qv eav HpoaQavy Qv

1700 likerklikk 1700 likerklikk 1700 likerklikk 1700 likerklikk
Betalt partnerskap med quadiockcase Betalt partnerskap med quadiockcase Betalt partnerskap med quadiockcase Betalt parinerskap med quadiockcase

bradiongworth If you know me, you'll know I'm real bradiongworth If you know me, you'll know I'm real bradiongworth If you know me, you's know I'm real bradiongworth If you know me, you'll know I'm real
0OCD about my gear and am aaaall for these products OCD about my pear and am aazall for those praducts 0OCD about my gear and am aaaall for those products OCD about my gear and am aazall for those praducts

that serve a purpose and serve it well that serve a purpose and serve it well that serve a purpose and serve it well, that serve a purpose and serve it well

h Q S 1A Q S 1A Q S 1A Q
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| © Instngram Instngram. © Instgnam

benmooreracing - quadiockeycle
Socnset alexislecarts " °

Sponset

Handle nd

oQv

6 616 likerkiikk
Betalt partnerskap med quadlockcase

alexislecarb No matter the trails | cross, be it bumpy,
muddy or dusty, the @quadlockcase mounting.

v

9 likerkkikk BA7 likarklikk
t partnerskar as Betalt partnerskap med quadiockcase

benmooreracing gouadiock makes exploring so
much easier; and far mare fun! Having 100... mer

ampedrog

30 karrmentarans

Se oversettelse
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Details: € months, full-service ambassador retainer, Finland. 2019,




Ambassadors

19167
Posts

' mariavanonen

Qv

® P Liked by leslielho and 6 150 other
mariavanonen Yhteis mariavanonen
Busy

19:159
<

mariavanonen
Bohinj

@ Liked by inzpirednuri and 15 119 othy

mariavanonen
day

2

Qv

W mariavanonen

mariavanonen |
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e 9 O

5.5M 1.74M €10.3 10.5%

Impressions Reach CPM Engagement

é6 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!

] 44
‘ Jenny Ballin, Social Media Manager, Stadium

f2adium
Details: 6 months, full-service ambassador retainer, Finland. 2019. S a Iu



Content production
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ANEVECRY Channel collabs

Jubel
25K subscribers

HOME VIDEOS PLAYLISTS COMMUNITY CHANNELS ABOUT Q

Uploads PLAY ALL = SORTBY

FJERNSTYRT *
PA REMA 1000 7:41 , |
*Skjult kamera* | @Eveline Hvem er den beste Hva ville DU gjort? | 6 Julespesial med @Sara Fisk i mikroen?
Karlsen og @Tim Kristian bl... Remaansatt? YouTubere far 4 dilemmar & Heydahl og @Victoria Skau 44K views « 1 month ago

87K views - 3 days ago 95K views * 2 weeks ago 78K views * 1 month ago 109K views * 1 month ago

_ » Oktea sl o g SP SISTE SUAMSE!
Eldretest - hvilken ferdigmat Fruuuktelig gey stafett | Klarer handballjentene a sla Hvordan lage hjemmespa? | 6 Ma Igpe opp fiellet pa 8
er best?? Handballjentene gaminggutta? | E-... YouTubere minutter! | Randulle i gokk?...

43K views + 1 month ago 62K views + 2 months ago 135K views + 2 months ago 62K views * 3 months ago 73K views * 4 months ago




R WEESGN Collection collabs

douchebags

Shop — Stories — About

GET HOOKED UP

ll Products

\

I THE BEST SKI BAGEVER

e Doueh

GET YOURS NOW



e WEYECON Collection collabs

dOUChebagS Shop — Stories — About [

“When travel is your life, good
bags are key to making life easy.
I'm pretty sure we've made the
best travel bags in the game.”

- @jayalvarrez




Customer Lifecycle

Reach & Interest & Loyalty &
frequency knowledge preference

\CD

iInzpire.me




Degrees of collaboration

Affiliate Ad-hoc campaign Brand «spokesperson»

Low/small Scope of the collaboration High/big
Cost per profile/collaboration
Control over output, process and creatives
Coordination and communication
Commitment and duration
Cross mix integration with other channels

inzpire.me






Bird's-eye view

Goals & strategy

A 4

Analyze and learn { Campaign Execution

inzpire.me



Elements of a clear strategy

o Goals & focus --e----- o Plan & setup eeeeeeeee jaaases Profiles & de“very ....... . L \/\/ays of Workmg ........ .

Business goals Budget allocation Channels and profile types Ad-hoc vs. always-on

Behavioural goals Timeline Priorities for selection

Self-service vs. full-service

Communication goals Message and focus Content & deliveries

Brand / Product / Service Content plan Level of creative freedom

Target group(s) / segments Cross-channel coordination

Markets Plan for content utilization

R TUSTUTRUURRUSRRRRS inzpire.me



1 Goals and KPIs

Inzpire.me



Goal hierarchy

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

Business
Goals

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

Behavioural
Goals

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

Communication
Goals

inzpire.me



Marketing funnel

Awareness ‘
Consideratio ‘
n

Purchase

inzpire.me



From message to business impact

CHANGE

Perception Behaviour
Awareness, knowledge, associations, impression, interest, Visit (web)store, search, click, download, follow, share, read,
opinion, evaluation, preference, intention comment, consume, task, purchase

inzpire.me



Influencer marketing objectives framework

C

Conversion ‘




Influencer marketing objectives framework

Not a priority for this campaign.
Brand awareness and recognition

QD Awareness .
very high across all segments.

on

Primary Goal

Consideration in new segments. (Female+
family): Occasion, indulgence and increased
quality with new production line.

End Goal
Win more market share for BigOne,
(Medium to long term goal)

Not a priority for this campaign.
Strong established position with
current core consumer segments and
high level of loyalty.

Ensure good reach in

relevant target groups.

‘, Credibility

Key that content is relatable,
and relevant to the targeted
demographic segment(s).
Authentic while still delicate.

Q Content

Delicate high quality images,

presenting the product in a

great way. Communicate the
right occasion.



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?

le: 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!]

Fadl
i)

Goals

[What are your client's campaign goals?]

Target Audience

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

Creator Categories

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



Focus &
Priorities

Reach Credibility Content
Credibility helps ensure

the brand message is
actively engaged with

Ensures broad reach, while

Awareness still focusing on a relevant

audience (demographics)

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

Consideration

Further incentivize
purchase by sharing offers
and promotions

Recommendation from a
credible source increases
the likelihood of purchase

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

Long-term collaborations are
credible, strengthening the
brand's market position

Reward loyal customers
with offers and promotions




Goals mapping

Communication goals

% Brand Awareness
Awareness % Ad recall

) . % Consideration
Consideration 9% Preferanse

Business

Goals

% Conversion
% New business
% Churn

X NPS

Conversion

% Share of wallet

Loya |ty % Frequency
% Churn?

Media goals

Hay synlighet
Q@ke dekning i
vekstmalgrupper.

Skape
kvalitetstrafikk

Optimalisere
konvertering.

Vise gkt kost/nytte
over tid.

inzpire.me



Follower
Size

5-10k

€ngagement
Rate

7.8%
5.4%
3.9%
2.9%
2.1%
1.7%
1.5%

Post Reach:

Follower %

42.1%
35.7%
31.0%
26.9%
23.5%
21.3%
19.9%

Story Reach:
Follower %

17.0%
11.8%
8.7%
6.4%
4.7%
3.8%
3.3%

iInzpire.me



Set measurable goals

@) ™ Or e S it = 8

el e il i _ Instagram pricing calculator

Poy influsncers for instagram zporsored pasts bazed on performance, rot fofowers.

Inzpire.me - influencer estimote calculator

O it £ e 11 Gour voposals a7 quatn

¥ g v Th a0 S0 s P b EETTS
o Crr TR i © (s o <rese wetzans
TR NI K for gomigus
I rtgra ey 158 dokowers, ad
(& gossegess -
: Wk T soen thaudd the rikares i
: P, 15.8K
5 e ra e
v o e S ) en
- e b A nom peo PT Pty Vs S (00 YRS 372K
= Bt o v 03 ey Q2 STIWATER RS
e

s e T - u«

st ..
o] = el

= ¥ 5.8% v sae

. rscsnrmnrsare g
€765- €1LIK R

] catnaarcs mice

TOTAL BUDGET: i wnea
Brand fee; o= = ==

Total creator budget W
Estimated results:

@ Creators: 1520

Content: 30-30 posts & 3040 stories
Engagement 25K - 40K
Reach: 170K - 250K

@
o
9
@ Impressions: 550K - 800K



Campaign Goal
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Brand lift study

retargeting

Control Exposed
Group Group
N=150 N=150

& indicates statistical significance compared to control group. (90% confidence level)

- ez.'im:n?---z
i +
H 96 %
t i
[~ +23ppt —- i £ +8ppE -
i 68% Uhiac i 69 %
45%
Control Exposed Control Exposed Exposed
Unaided Rided Brand
Brand Rwarness Brand Awareness Favorability

W GROUPRFZ

CARAT @ Telia

Association:
"Offers Unlimied Data"

inzpire.me



2 Plan & Setup

Inzpire.me



Content
Plan

_________________________________

Feb Apr: Jun :' Aug: | :' oct: | :' Dec: |
[Theme] [Theme] [Theme] ' [Theme] E ' [Theme] E ' [Theme] E
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Monthly Budget Allocation

JEL Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

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

One-Off, Seasonal Campaigns

[Season/ Holiday] [Season/ Holiday] [Season/ Holiday]
[Total Budget] [Total Budget] [Total Budget]




Timeline

Identify learnings
Create final report (PDF)

Campaign & budget Kick-off with campaign Shortlist & Customer Plan
confirmed manager brief Approval complete
1-3 days 1-2 weeks 3-4 days 1-2 days
a  Planning O Process shortlist(s) 1 Adjustments
1 Prospecting O Approve brief 1  Profile pricing
O  Create brief 0 (Supplement lists)
Booking & Publishing Midway Publishing Report and
onboarding starts check-in ends debrief
1-2 weeks =1 week
O Outreach O Monitoring delivery O Ensure full delivery O  Gather data and insights O Plan for next period
O Negotiations O Update on status O Adjustments if needed O Ensure complete reporting
0 Briefing & onboarding O Sharing content O Reposting (client side) O Identify high and low performers
O Manage questions O  Compare against benchmarks
O Product logistics a
]



Campaign Timeline

Approval: Publishing Period:
21.05 01.06 - 31.07
———————————— @@ @
Brief & Shortlist: Campaign Launch:

18.05 22.05



3 Profiles and
deliverables
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Campaign
Strategy

Profile Categories

Lifestyle Interior Design Fashion



More Profile Categories

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?

le: 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? le: Instagram & YouTube.]

Content Format

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

Creator Mix

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

Campaign Period

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



Write / edit your brief
B I Y IEE Nomad ¢ AN =

ABOUT [BRANDNAME]

campagn.

Wk your brand 10 e crewiors.|

LEsamgde: Brandnam ix one of the workls Largust mappiers of GUKIOSr eapmont. Thay Crams Grar and cofwng tht RAIes wenr And Inat s
TEES YOUr CRANNGInG SSVeNtros worttwhios. Wa DeSevD YOU 2410 1ha e FASEON Of EXICTANON, NG have Chasan you 10 Kspre pecple ' gat

R 1M T Gt CutiOrs st Cimatn ademnurwe of e Cwer)

THE PRODUCT/SERVICE

e producksenvice if possiie |

(Rxamule; Mace trom teat aganat he slomants
DIeathailty Waterprost. Ihiwegn. and svaabie in 5 sferent colol, Te Tor il 0utgoo

(Exumede, To gromose O Isiusse of 1he Gur oew [achot, we't bu Ulerng 20% et Brunchame Mckets, by using & Ungue Dicsunt Code)

(Exampbi View tha jacket ankne heve: g o SR ANDNANE comiated]

COMPENSATION

« Plaasa retor 1 e 112p00.7 W0 sarmrmary. fhis (8 50t 1D your EASS COMpesaaton
+ Examply. You recowe in addaional X€ for every sak generaled Frough your Unigus Dlscourt Code)
« (EXMMON You Wit 40 secenes 3 Bandname [acket. vakied o 300€)

CAMPAIGN OVERVIEW

Chamast. Instagram
Famat [ Posts + Mismam (X] Sicries
Accoust s be tagged in mmage & castion: @{Brandname)

Hasntage: ficananame]. soen

UNL Lok Pt bk
This bk Shouls Do Shared as & swipe-op ik & your 10nes. or rema i 1our bio for & minimum of 43 hours

Disciosure ol spanncred cortent
10 crowr 10 contorm 1o fnsen ceuntry] gal Gudetnas. al contant must Tofow 0 Srecsons Below

['ad"oe ) s the first word in your caption
Instagram Stories: Must classy rcude the word i or Tacvertisament’] n the smage of video
Links in 8i0: Instagram Bos which contan a nk ass0ckalod wih & sponscred campagn Must includs the word [Adink’] i he bio

Campaign Goalx

* Create high guasty comtert lor [Brandnama) to use on ther socal meda channes
« Ganarats amarenoss 1 tha [Branaame| trand

. your Tokowars abost (ihe

« Encoutuge sabes of (P EOSYeErEY] Ly sharing a Unigee Dicount Code

Publiah between. [DATE and DATE)

CAMPAIGN STRUCTURE & CONTENT GUIDELINES

FIRST STEPS

(I Iy

oo od

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
a CONTENT GUIDELINES
a INSTAGRAM POST GUIDELINE
1 Image/Video Guidelines
1 Caption Guidelines
a INSTAGRAM STORY GUIDELINES

Creator Do's and Don'ts

Usage rights for produced content
Deadline

Payment terms and practicalities

I Iy



Shortlist
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Strategy Blueprint

Content Plan

Goals and focus
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THANK YOU!

knut@inzpire.me

@kaicheen
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