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Laura is a versatile brand
strategist and marketing
leader, merging strategic,
creative and technical skills
towards developing
memorable, effective
brands and products that
provide novel solutions to
business problems.
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Why listen to us?

More influencer marketing campaigns and campaign
dollars pass through Taplnfluence’s marketplace than
anywhere else. Any social platform, any influencer—we
have the data, technology and expertise to make
influencer marketing work for you.

@tapinfluence #InfluencerDays
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THE INFLUENCE ECONOMY
HAS CHANGED THE WAY .
WE BUY THINGS—FOREVER.



BRANDS WHO AREN'T
PART OF IT ARE
LOSING CONTROL

RETURN ON AD SPEND (ROAS) |
RETURN ON MARKETING :
NVESTMENT (ROMI)
SALES AND REVENUE
SHARE OF VOICE
SENTIMENT
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90% 40% $7.2B 56% .04% 62%

Percentage of Ad block ad revenue 2016 Estimated Paid-for Digital Ad The Click-Through Percentage of
Americans Who loss by sites that Global Losses to Impressions That Rate of Consumers Who

Ignore Digital Ads target millennials Bot Fraud Are Never Seen Display Ads Trust Brands Less
- Harris Interactive, - President of IAB - White Ops/ANA, 2016 - Google, 2015 - DoubleClick, 2015 - PwC
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from fiction for 2017
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2017: TOP PREDICTIONS

01 Micro-influencers and

05. B28B! SMB! SME!
audience targeting

02_ Metrics that matter 06_ MarTech stack
03 Online/offline 07 Smart agencies
" experiences blur " seize the day

04 Real-time social = 08 Authenticity

less brand control above all else
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® 12,196 likes

letthelordbewithyou Here you go, at 4pm est, writ
the below.

Caption:

Keeping up with the summer workout routine with
morning @booteauk

(R Q ©

One brand who paid Kim Kardashian to tweet saw her 15
million followers drive 1,200 website visits and only 30 orders
averaging $30 each. - Brandwatch

@tapinfluence #InfluencerDays






THE EVOLUTION OF INFLUENCE

NOW

AUDIENCE TARGETING
O RELATIONSHIPS AT SCALE
AUTHENTICITY, ENGAGEMENT

YOU NEED A O

360° VIEW TO SALES LIFT

GET ROI S SHARE OF VOICE, SENTIMENT
G INTEGRATED STRATEGY
DATA O MEASUREMENT, REAL-TIME ROI
AUTOMATION
@
INFLUENCER AUDIENCE @
DATA DATA

@tapinfluence #InfluencerDays



Choosing the correct influencer is key. Knowing how
engaged and interested the influencer’'s community will
be in a brand is critical. Having a huge number of
followers means a potentially less targeted campaign,
which is why many brands are choosing to work with a
higher number of influencers with a lower but more
engaged and appropriate audience.

Influencer:
ecky Hardin

@tapinfluence



3 THINGS TO KNOW

You already know how to
do this. Just as influencer
marketing itself is a natural
extension of word-of-mouth
marketing, reimagined and
made scalable for the social
age, we see audience
targeting in influencer
marketing as a natural
marriage of what marketers
do in traditional marketing,
to this emerging discipline.

Start with a clear definition
of your ideal customer.
Look at an influencer’s
ability to effectively reach—
and influence—that ideal
customer, using real data
about an influencer’s actual
audience composition, such
as location, gender, age,
household income, brand
affinities, interests and
personality traits.

The influencer is not

the audience. Shift away
from relying solely upon
influencers’ characteristics
to identify them and toward
the union of audience,
influencer and performance
data. Opt for platforms that
provide the whole picture,
over tools that only provide
one piece of the puzzle,
such as influencer



CALL BS ON THE
OLD METRICS
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The last step for big dollaks
to flow into influencer
marketing and branded
content iIs measurement.

DISNEY
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MARKETERS WANT REAL RESULTS

2.89 - ENGAGEMENT
3.87 - BRAND

4.11 - SALES LIFT

4.67 — TRAFFIC

4.74 - REACH

5.07 - SHARE OF VOICE
5.28 — SENTIMENT

5.37 — IMPRESSIONS



MEASURE WHAT MATTERS

O O
EARNED MEDIA REACH, VIEWS
VALUE TOTAL AND
MEDIA VALUE IMPRESSIONS

? S

ENGAGEMENT
AND SALES
LIFT



I'feel like what you see in the industry
now is people jumping around and
trying to find the God metric for '
content. It's all about shares or it's all
about time spent or it’s all about
pages or it’s all about unigues. The v,
problem is you can only. ®ptimize oney &
ing, and you have t K, ?/ \‘
IS making a

Of1 ,if you try to
mize for multiple things.
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FROM INTERRUPTED TO INTEGRATED

SNL: Fewer ads, more 'sponsored
content’

667% OF SMARTPHONE peae
USERS TURN TO THEIR
SMARTPHONES TO
LEARN MORE ABOUT
SOMETHING THEY

SAW ON TV*

It’s going to get a bit more pleasant to sit through Saturday Night Live — when it actually airs live
next season. NBC Universal, which produces SNL, has announced that it will cut 30 percent of
commercial ad time out of the show. That's equivalent to there being two fewer commercial breaks
in the hour, according to Advertising Age.

NBC will also expand the airing of “original sponsored content” on SNL. Those are brand messages
T —————

*Think with Google/Google Survey



People now trust Pinterest more than their
doctors for advice about what to eat.

Most Millennials learn to cook from
YouTube—not from their mother.

- THE HARTMAN GROUP

39% of consumers report having made a

purchase of some kind from their kitchens.
- GOOGLE

@tapinfluence #InfluencerDays



.VEN SALES LIFT

TOPICS v FEATURES

NEWS Influencer marketing spurs 11
Voice-driven search times the ROI over traditional

marketing could pose il
a challenge, even for taCtICS: Stlldy
Google
By David Kirkpatrick | April 6, 2016 =y print
Washington Post rolls

out new ad unitin
blocking

ANA: Fraudulent
sourced traffic a Health & Convanience Permissible indulgence Environmental

mounting concern for wellness & personalization & social

advertisers i =
JWT, WPP file to s 53 a &

)

dismiss discrimination \ E',
suit

o,

Nanigans: Facebook
Audience Network
drives 26% hike in app

8l
il 3

installs
Dive Brief:
FEATURES e TapInfluence and Nielsen Catalina Solutions studied
influencer marketing’s impact on WhiteWave Foods' Silk
How chatbots can brand beverages last September and found the tactic lifted
drive consumer incremental sales by 10%.
enaaaement

BU0Y06WIEL]
quUAE couznuwel IUCLGIUGLILY] 29]62 PA ]

Nielsen | #N
Camling U @tapinfluence #InfluencerDays
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K‘ unda da sea.
The great wizard Harry Potter |
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REAL TIME = REAL CREATIVE
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BREAKING NEWS, BREAKING ALL THE RULES

BuzzFeed News is live now
Like This Page - 22 mins - Edited - &

* *"EAGEBOOK LIVE IS CHANGING EVERYTHIN
-t W EmEA R RER W
City's Union Square Park. — at @ Union Square

WE THOUGHT WE KNEW ABC

s Like B Comment , Share Hv

REACTIONS ARE BOOSTING A

3,407 shares 5.9K Comments

EVERYTHING BY NORTH OF “aﬂmrnam R30%

cool pics for their Instagram shm

. O F A PAG E’s AU DI E N C E I N mEiNS A\ B RN RN

e students are going to except his student tuition
- . plan. Or wition forgiveness! Remember he is not
» your president..... Don't except his help

Like

IEF Jake Shaver The world isn't crying it's laughing at

H Write a comment...
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B2B, SMB AND SME JOIN THE PARTY

MAXIMIZED RESOURCES LEVEL PLAYING FIELD HIGHER CAMPAIGN ROI

GETTING HEARD CUSTOMER EXPERIENCE AFFORDABLE OPTIONS



Challenger brands emulate the
branding, culture—and technology
stack—of companies they aspire to

be like. At the end of the day, it’s real
people, not companies, buying B2B
products and services.




TRENDS DRIVING B2B IM

MICRO-INFLUENCERS

Despite the influencer pool
being smaller, the stakes are
much higher, when your
professional reputation
depends on you making the
best purchase decision for
your company. B2B buyers
will depend on those trusted
voices even more. Those who
emerge as B2B influencers
will carry more weight.

MEASUREMENT (AGAIN)

B2B marketers feel burned by
a lack of meaningful metrics
around social media marketing
and content marketing efforts,
and Return On Marketing
Investment (ROMI) and Return
on Advertising Spend (ROAS)
are hot topics in companies
that live and die by analytics.
Data is ingrained in everything
they do.

THE HUMAN JOURNEY

As personal and professional
lives blur, innovative B2B
marketers recognize their
buyers are people, and that
purchase decisions are made
by humans—real consumers
who distrust brand messaging,
do their homework and
investigate B2B brands—long
before they have fallen into
the dreaded funnel.



TWEET

As high-growth B2B companies become
media darlings, people attach personal
significance to brands they use at work.

@Tapinfluence #InfluencerDays
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The marketing technology stack has
gotten more complicated, especially
for larger businesses. Enterprise
marketing teams are leveraging 60 to
80 different marketing technologies.

- DEMAND GEN REPORT

@tapinfluence #InfluencerDays



MAKING IT WORK




SWEET

The disjointed martech stack has

reached fever pitch; marketers have
more data than ever, yet fewer insights.

@Tapinfluence #InfluencerDays
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[It] comes from diverse,
creative, passionate people and
agencies who are prepared to
take calculated risks.

BRAD JAKEMAN

President, PepsiCo, on whence
innovation and disruption come

@tapinfluence #InfluencerDays



AGENCIES WITH INFLUENCER MARKETING PRACTICES WIN

BRANDS WILL USE FEWER BRANDS WILL USE MORE TRANSPARENCY REIGNS

INNOVATION <> OPTIONAL A NEW POWER MIDDLE FREE AGENT INFLUENCER



Influencer:
Drew Scott

AUTHENTICITY
ABOVE
ALL ELSE




narketing. As more brands and influencers enter the
@\ena, authenticity will be the k_gy to Qccass. Go past just
adhering to FTC disclosure regulations, and embrace the
| spinit of honesty, in all _§|:‘nsored jcontent.
| TEmL - "

must-be woven into everything you do gith influencer




By 2020, millenials will total more
than 1.4 Trillion in spending power.
The millenial buyer is digital first,
socially savvy and seeking
content personalized to their age,
location and cultural interests.

- NEWSCRED

Victor l\/loc.:ias @tapinfluence #InfluencerDays



. covergirl Follow

10.6k likes

covergirl %Lasthuality bold, sexy
lashes for ALL.W/At COVERGIRL, we've

always stood for inclusive beauty that
supports any and all types — from skin
types to lash types. We know that
whether you have short, straight, light or

) Add a comment...

ELLE
Hijabi Beauty Vlogger Nura

Millenials rally around what a Afia Is CoverGirl s New Brand
brand stands for, versus product [
attributes. Fashion and beauty a
brands are leveraging this by
showing they stand for inclusion

and body positivity.

You never zee a woman wearing a hijab in national beauty
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Thank you.

predictions@tapinfluence.com

@Tapinfluence #InfluencerDays

www.Tapinfluence.com
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