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People	
  influence	
  people.	
  
…	
  A	
  trusted	
  referral	
  influences	
  people	
  more	
  than	
  the	
  
best	
  broadcast	
  message.	
  	
  A	
  trusted	
  referral	
  is	
  the	
  	
  

Holy	
  Grail	
  of	
  adverMsing.	
  
-­‐-­‐	
  Mark Zuckerberg --	
  

@wellnessamp	
  	
   #InfluencerDays	
  #healthyinfluence	
  



INFLUENCER:	
  (n)	
  “a	
  PERSON…	
  that	
  has	
  the	
  ability	
  to	
  influence	
  the	
  behaviour	
  
or	
  opinions	
  of	
  others;	
  is	
  the	
  INDIVIDUAL	
  whose	
  effect	
  on	
  the	
  purchase	
  
decision	
  is	
  in	
  some	
  way	
  significant	
  or	
  authoritaMve.”	
  
-­‐	
  Cambridge	
  English	
  Dic5onary	
  
	
  

Hence,	
  it	
  stands	
  to	
  reason,	
  that	
  idenMfying	
  and	
  working	
  with	
  
influencers	
  must	
  take	
  into	
  account	
  more	
  than	
  just	
  their	
  ability	
  to	
  have	
  

high	
  fan,	
  friend	
  and	
  follower	
  counts.	
  

@wellnessamp	
  	
   #InfluencerDays	
  #healthyinfluence	
  



18.4MM	
  Instagram	
  Followers.	
  
	
  

BUT,	
  Instagram	
  +	
  TwiKer	
  profiles	
  call	
  out	
  his	
  agent.	
  
	
  

Influence	
  or	
  Reach?	
  

@wellnessamp	
  	
   #InfluencerDays	
  #healthyinfluence	
  



And	
  when	
  he	
  posts,	
  doesn’t	
  always	
  get	
  the	
  assignment	
  right.	
  
	
  

Influence	
  or	
  Reach?	
  

@wellnessamp	
  	
   #InfluencerDays	
  #healthyinfluence	
  

‘Here	
  you	
  go,	
  at	
  4pm	
  est,	
  write	
  the	
  below.	
  	
  Cap5on:…”	
  



WHERE	
  Does	
  a	
  Brand	
  Turn	
  For	
  Authen5c	
  Influence?	
  

@wellnessamp	
  	
   #InfluencerDays	
  #healthyinfluence	
  

82%	
  of	
  consumers	
  surveyed…	
  far	
  
more	
  likely	
  to	
  take	
  recommendaMon	
  
from	
  micro-­‐influencer	
  than	
  from	
  those	
  
with	
  larger,	
  less	
  personal	
  followings.	
  

-­‐	
  ExperMcity	
  	
  

16x	
  Influencers	
  with	
  10K	
  –	
  250K	
  followers	
  will	
  
drive	
  16x	
  higher	
  engagement	
  rates	
  than	
  paid	
  
media	
  and	
  owned	
  alternaMves	
  –	
  and	
  at	
  a	
  much	
  
lower	
  individual	
  cost	
  than	
  professional	
  
influencers.	
  	
  

-­‐	
  Social	
  Chorus	
  

Non-­‐celeb	
  influencers	
  are	
  30%	
  
more	
  apt	
  to	
  influence	
  a	
  purchase.	
  	
  

-­‐	
  CollecMve	
  Bias	
  



WHERE	
  Does	
  a	
  Brand	
  Turn	
  For	
  Authen5c	
  Influence?	
  

7	
  

POWER	
  MIDDLE	
  
10K	
  +	
  Followers	
  

‘CELEBS’	
  
1.0MM+	
  	
  

MICRO-­‐INFLUENCERS	
  
1K+	
  Followers	
  

REACH	
  
INCREASES	
  

To	
  those	
  with	
  AUTHORITY,	
  	
  
are	
  CREDIBLE,	
  RELATABLE,	
  RESPECTED,	
  and	
  INSPIRING,	
  

the	
  TRUSTED	
  real	
  deal	
  for	
  followers.	
  	
  	
  

ENGAGEMENT	
  	
  
INCREASES	
  

@wellnessamp	
  	
   #InfluencerDays	
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WHY	
  Influencers	
  with	
  Smaller,	
  More	
  Loyal	
  Followings?	
  

THEY	
  HAVE	
  AUTHORITY.	
  	
  	
  

FOLLOWERS	
  FEEL	
  PART	
  OF	
  THEIR	
  COMMUNITY.	
  	
  

FOLLOWERS	
  CREATE	
  CONVERSATION	
  AROUND	
  THE	
  CONTENT.	
  	
  

MASTERS	
  AT	
  CRAFTING	
  CONTENT.	
  	
  

PLUS…	
  

OFTEN	
  LESS	
  EXPENSIVE,	
  EASIER	
  TO	
  WORK	
  WITH	
  	
  
AND	
  MORE	
  AVAILABLE.	
  

@wellnessamp	
  	
   #InfluencerDays	
  #healthyinfluence	
  



HOW	
  Should	
  a	
  Brand	
  Evaluate	
  Influencers?	
  

REACH	
  

RESONANCE	
  

RELEVANCE	
  

REPUTATION	
  

ROI	
  POTENTIAL	
  

THE	
  FIVE	
  “R”s	
  OF	
  INFLUENCER	
  EVALUATION	
  

@wellnessamp	
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Case	
  Study:	
  
PeKura	
  Liquid	
  Supplements	
  for	
  Dogs	
  



	
  
	
  

CASE	
  STUDY:	
  
Influencing	
  the	
  Influencers	
  

GOAL:	
  	
  	
  Generate	
  solid	
  leads	
  for	
  
Pelura’s	
  professional	
  sales	
  team	
  to	
  
build	
  their	
  retail	
  distribuMon	
  through	
  
Vet	
  offices.	
  
	
  
	
  
CRITERIA	
  FOR	
  INFLUENCERS:	
  
§  Vet	
  (DVM)	
  following	
  
§  Authority	
  with	
  DVMs	
  
§  Engaging	
  way	
  to	
  tell	
  Pelura	
  story	
  
§  Willingness	
  to	
  include	
  lead	
  gen	
  CTA	
  



	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  
	
  

Content	
  Focus:	
  
•  Problem/condiMon	
  that	
  Pelura	
  products	
  

addresses	
  
•  Lead	
  gen	
  call-­‐to-­‐acMon	
  -­‐	
  FREE	
  Vet	
  Trial	
  Kit	
  	
  	
  
	
  

RESULTS	
  
80%	
  of	
  Influencers:	
  8	
  –	
  10%	
  engagement	
  

Leading	
  Influencer	
  Engagement	
  Score	
  :	
  54%	
  
Landing	
  Page	
  Conversion:	
  12%	
  
	
  

Extended	
  Media	
  Reach:	
  	
  
•  Increased	
  reach	
  of	
  branded	
  content,	
  

targeMng	
  Veterinarians	
  naMonally	
  
	
  



Now,	
  LET’S	
  TALK	
  with	
  the	
  ‘Power	
  Middle’!	
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LATHAM	
  THOMAS	
  
Founder,	
  Mama	
  Glow	
  Guru	
  
IIN	
  Health	
  Coach	
  
Wellness	
  +	
  Lifestyle	
  Maven	
  
www.mamaglow.com	
  
@mamaglow	
  

TOM	
  HOLLAND	
  
Founder,	
  Team	
  Holland	
  LLC	
  
MS,	
  CSCS,	
  CISSN	
  
Exercise	
  Physiologist	
  +	
  CerMfied	
  Sports	
  NutriMonist	
  
www.teamholland.com	
  
@tomhfit+	
  

JESSICA	
  LEVINSON	
  
Founder,	
  NutriMoulicious	
  
MS,	
  RDN,	
  CDN	
  
Registered	
  DieMcian	
  NutriMonist	
  
www.nutriMoulicious.com	
  
@nutriMoulicious	
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THANK	
  YOU!	
  

CONTACT:	
  	
  	
  
Karen	
  Koslow	
  
Co-­‐Founder	
  

kkoslow@wellnessamplified.com	
  
www.wellnessamplified.com	
  

@wellnessamp	
  


