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— THE DILEMMA FOR BRANDS

— A NEW VALUE-BASED APPROACH
— THE KEY SOCIAL MEDIA TIPS
—LIVE Q&A

The webinar is recorded. A replay will be shared with you.



—— THE #SOCIAL
DILEMMA FOR
MARKETERS




s ATTEINS
TES OBJECT 11 38

S POUR
SES OBJECTIF.

ONTEXT—

Influencer Marketing has turned into a strategic element in most
brand media plans, however many advertisers and agencies still
struggle to make the right decisions when it comes to...

Platforms

Instagram or Tiktok?
Facebook or Twitter?
Youtube or Twitch?
Snapchat or Triller?
What about Pinterest
and Clubhouse...?

Content

Photos, videos, reviews...
From newsfeed posts to
stories or live events?
Short or long-term
collaborations?

Profiles

Star, Macro, Micro and/or
Nano influencers: should
you prioritize reach or
engagement?
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THE CLASSIC AUDIENCE
—— BASED TYPOLOGIES

Nano Influencers

Consumers who love to

recommend products and
services to their personal
offline & online networks.

Up to 1,000 followers

Micro Influencers

Content creators who can
generate organic or paid online
reach among their engaged
online communities.

From 1,000 to 100K followers

o
@

..‘/ ‘
i, \..

R

\¢ »
N i

—— Macro Influencers —— Star Influencers
Professionals who have a Celebrities who can associate
powerful audience on specific their image and values with a
or lifestyle topics and produce brand. Depending on how they
premium brand content. got famous, online audiences
More than 100K followers may vary from micro to macro.

|
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MIXING OPTIONS ENABLE REACH
—— AND ENGAGEMENT BENEFITS

REACH
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BUT HOW TO ENSURE YOUR

—— CAMPAIGN EFFECTIVENESS?

oEs vk

For once;
m mm Tw ﬁ?ﬁs Don’t Do It.
No Fit with Audience Values
Construct Mdn LY)) Mdn LY))
Affective response 1.13 1.34 4.75% 1.01
Attitude towards Ad 2.27 0.86 5.31* 0.95
Attitude towards Brand 1.00 1.20

BRAND IMPACT
BY MATCHING

VALUES
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——A NEW
VALUE-BASED
APPROACH FOR
INFLUENCERS




SURVEY METHODOLOGY OF
———MACROMEDIA UNIVERSITY

Questionnaire with 33 motivational items sent in Aug/Sept. 2020.
46.647 respondents from Germany, England, Poland, France, Spain, Italy and USA.

|dentification of four higher-level factors: ,Need for Attention®, ,Altruism and
Empowerment”, Self-Disclosure”, ,Money and Revenge”.

High intercultural stability of factor-solution (average Cronbach's alpha = 0.90;
average KMO = 0.96).
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e.g."...llike to attract attention","...this
enhances my reputation”.

e.g."...l like to entertain my followers", "...
think I'm particularly good at it"

Indulging into Extraversion

e.g."...I can have an impact on the further
development of a brand/product”.

Sense of Mission

e.g."...l often identify with the brands/products
| comment on in social media".

Enacting Consumer
Empowerment

/

Personal brand
and product fandom

J/

Altruistic advisory

e.g. "... want to give others the opportunity to
buy the right product".
e.g."... am so satisfied with the respective

company that | want to contribute to its
success".

Supporting good companies

e.g."...people basically ask me for information
about products, deals or special offers".

Market Mavenism

AN

e.g."...itis a passion for me".

Passion

e.g."...I can somehow monetize the attention
generated among my followers".

Reaping economic rewards

Venting negative feelings

e.g."... want to vent my anger".

WAL

Need for
Attention

Altruism

& Support

Money and
Justice
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5 VALUE-BASED TYPOLOGIES
———TO GUIDE YOUR DECISIONS

s

THE POSER THE WORLD-CHANGER THE EXPERT THE RATIONALIST
22,5% 16,6% 19,7% 28,3%

THE STORY-TELLER
12,9%

|
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[22,5%] , The Poser” is a
influencer that is outgoi
collaborations and to be

|
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THEY'RE LIFESTYLE
INFLUENCERS

o
. 73 /o enjoy gaining attention from like-minded people

by informing them of topics that are related to their real life.

o
. 74 /o want to share their experience to guide product

decision-making. It's getting a passion for 67 % of them.

» Their favorite channels are oriented to “photo-sharing”:
1. Instagram
2. Snapchat

3. Pinterest




WHAT DOES IT
MEAN FOR BRANDS?

———— POsers are not limited to specific content types when working together with
brands — and are up to various collaborations as they're mostly “lifestyle”.

= Brands should value them and provide benefits (e.g. events) that help to boost
their reputation in order to optimize the effects of brand communication.

= Social boost, especially for micro influencers (< 100,000 followers), is a good
‘win-win’' opportunity for Posers and brands to increase their visibility.

—Page 15



CASE STUDY:
— #tLAVAZZA

=i

= 6 micro & macro influencers, including @claudiaskop, presented the new Iced Coffees in an urban set-up.
= Strong “Need For Attention” enabled content sponsoring boosting impressions by x14 with 1.9Mio.

claudiaskop I BB - ‘

586 abonniert

1.659 Beitrage 65,5k Abonnenten

CLAUDIASKOP|FASHION|POSITIVITY
leave a sparkle wherever you go %>
#dailyoutfits in my story

german girl w/ polish roots

[J mademoiselle_cl@gmx.de
$#NRW #Essen #Dusseldorf
Klecks ) @

Lifestyle & Fashion Addict

@ claudiaskop * Abonnieren

- ®

ﬁ/

Daily Make...

bonniert von apricotroom, mr_duesseldort, cajaroli und 7 weiterer

2o

Daily OOT... Q&A Klecks... Q&A 2020 Daily skin c... Klecks Lieb... Q&A

P

\ 4

Product tips to guide her followers

PR E W

" Gefallt thefashionfraction und

claudiaskop Anzeige wo sind die
coffee lover unter uns? € ohne
meinen taglichen Kaffee geht
morgens nichts und gerade im
Sommer liebe ich es die eisgekihlte
Variante zu trinken - Eiskaffee! Jetzt
gibt es ganz neu von @lavazza_de
Iced Coffee in zwei leckeren
eisgekihlten Sorten: "Cappuccino”
und "Double Espresso & Milk" -
perfekt fur unterwegs! Erhaltlich sind
sie bei Rewe.

#Lavazza #¥Lavazzaicedcoffee
#eiskaltgenieBen

weiteren Personen
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CASE STUDY:
—#GILLETTE

|

= Before Black Friday, 240 micro influencers got activated in 3 countries on Instagram and Linkedin.
» Product endorsements were driven on social media, as well as, traffic to e-retailers like Amazon.

% urbanfinancier « S'abonner
L b Partenariat rémunéré avec gilletteuk o == = Emm v

| =f

Q urbanfinancier #AD| @GilletteUK

state of the art Heated Razor that
gives you a hot towel shaving
experience from the comfort of your
home. It provides instant heat at the
touch of a button and comes with
their most advanced razor blades.
Find it on special promotion on

Amazon Prime day. -
CTA for Amazon

#ad, #GillettePrimeDays
#HeatedRazorGilletteLabs
#HeatedRazorGilletteLabsUK,
@gjilletteuk

18 sem

Product staging in real-life ®

Qv N Humorous tone to demonstrate

1079 J'aime
13 ocrosee 220 product effectiveness
@ Ajouter un commentaire. ._%Q@)l &;an o e o A+121 MOt

—Page 17



THE WORLD
CHANGER

[16,6%] The ,World-Changer* is relatively rare

and is mainly motivated by his own values and a
sense of responsibility.

+ e

Scores high on , Altruism and Empowerment”
Likes to support ,good” brands

Wants to help other people make right/better decisions

Likes to have influence on change for the better
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THEY'RE REAL
DO-GOODERS

o
. 92 /o want to support “good brands” and actually help

them to be successful if satisfied with their products.

o
. 88 /o are really driven by the power to give their
communities the opportunity to buy the RIGHT product.

= Their favorite channels are pretty mixed:
1. Instagram
2. Twitch
3. Twitter




WHAT DOES IT
MEAN FOR BRANDS?

——— Brands that want to work with World Changers need to make sure they
have a strong CSR approach and underline their “positive impact”.

= Products will be intensively analyzed, thus brands should not engage in
greenwashing but live their own (real) values in a transparent way.

= Recognition is an important point for this typology, which is used to being
solicited at all costs from brands that take advantages of their engagement.
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CASE STUDY:
— #DELHAIZE

= 850 nano & micro influencers, including @balanced.happiness, took on the #RiverCleanUp challenge.

= Their organic engagement generated over 275K impressions online, 50K contacts offline and
thousands of consumer insights for the retailer (Delhaize) and its brand partner: Unilever.

s balanced.happiness * S'abonner

Delhaize zet zich 100% in voor onze
planeet. Zo streven ze ernaar om
tegen eind volgend jaar volledig
CO2-neutraal te worden. &

Ook het verbruik van plastic
proberen ze te verminderen waar dat
kan. Het gedeelte dat ze niet verder
kunnen reduceren, compenseren ze
door projecten te ondersteunen ter
bescherming van het klimaat @

Ik kan niet wachten om jullie mee te
nemen op dit avontuur en start
alvast met het testen van de
producten van @b_better_water en
@lovebeautyandplanet_be €

&

« \J

) . .
7 "R #delhaizeambassadeurs #lessplastic
2
P
La R

Give the opportunity to buy the RIGHT products

26s

2

J - ,7‘ I~ :.// 58 J'aime
. Support brand CSR & zero waste actions R RS -
4 \ 2 | e = £ o 2 ¥ L%,

I & _

|
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CASE STUDY:
— #BASSME

= 30 nano & micro influencers, including @azeria_quinn, supported a local start-up of high-tech.

= They improved the gaming, music and movie experiences of their network while helping a small
brand to become successful by publishing over 60 social posts, streamings and e-shop reviews.

=i

JUST CHATTING

...and platforms
Twitch, Instagram & Twitter

Azerio_quinn
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[19,7%] , The Expert” is a
is supporting and well ve
means a lot to him.

|
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THEY'RE TOPIC
SPECIALISTS

(o)
88 /o like to show their expertise and share their
opinion, especially to influence on further improvement
of a brand or product for 92% of them.

o
75 /o think their activity reflects the qualities they like

about themselves, but they do it first for sharing: 80%.

Their favorite channels are pretty mixed:
1. Instagram
2. Linkedin/Twitter
3. Youtube




WHAT DOES IT
MEAN FOR BRANDS?

——— Brands need to provide more in-depth information about their products
and specific features when collaborating with Experts.

— Experts can be supportive but giving up control over brand communication
during the briefing and approval phase will be quite important.

Marketing and R&D teams can benefit from substantial influencer and
community feedback in regard to product development.
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CASE STUDY:
— #ZALANDO

= Yoga star influencer, @MadyMorrison, was the new face of the Adidas Wanderlust campaign on Zalando.

= Her followers got educated through 10 content on Youtube, Instagram and JOLIE with a 10% interaction rate.

YOGA & FIT LIFESTYLE
» Youtuber | Yogateacher | Designer

» Yoga, Fitness & Lifestyle ‘

@ Youtube: Mady Morrison 1.4 Mio.l§

F-SILENT YIN YOGA: .

youtube/ <FmBrCVEM Yoga teacher & designer

R
” e )
o et o
Timeto ... Team Morri... Handstand ... Yogamatte ... Leha % Weekly Plans Yoga Chall...
BLICATIONS

= EVYouTube™

Rechercher

v

prove |

R

P Pl R) 1346/1834

Yoga Twist & Detox Flow | Neue Kraft & Energie tanken in 15 Minuten

603571 vues * 1 aot 2017 |. 57K .l 86 4 PARTAGER =i ENREGISTRER ...

‘:‘" Mady Morrison
F 1,43 M d’abonnés

In-depth videos with product use & feedback

Haitn arsnartat atinh ain 18 Minttan Tusict 2 D V.

=i

—Page 26



CASE STUDY:
—_— #MIZOMILKSHAKE

= Professional chef influencer, @GorbePalko, was briefed to lead the “chocolate team” of a viral campaign.
= He inspired nano influencers through Mizo-based recipes, boosting the brand visibility and interactions.

gorbepako IE=EE -

2769 bejegyzés 59,5E kovetd 107 kovetés

Dr. Gorbe Pal

Egészségesen eszem, de néha csalok @

=foodporn

#cactuslover

#frenchbulldogdad

A feed képek és story képmegosztasok felhasznalasa engedélykoteles!

on Instagra utube & Bl

¢ 7Y

[ BEJEGYZESEK

=i
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[28,3%] Most profession
They are mainly motivat
are characterized by high levels of self confidence.

|
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THEY'RE VERY
PRAGMATIC

(o)
. 65 /0 defines social media as part of who they are.
They have a special bond to brands they comment online

but are ready to take on a professional attitude for 54 %.

o)
. 58 /o somehow monetize the awareness they

generate or at least get incentives for 66% of them.

» Their favorite channels are oriented to video-sharing:
1. Instagram
2. Tiktok
3. Youtube




WHAT DOES IT
MEAN FOR BRANDS?

—— Brands should deliver clear insights, facts and figures to support
content preferences of Rationalists (e.g. market analysis).

— Brands need to prepare to work with real professionals and receive
honest feedback — even counter-proposals from Rationalists.

= Brands should expect tough negotiations when working together
with successful Rationalists in a competitive market.
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CASE STUDY:
— #PACORABANNE

= The football star, @KevinTrapp, kicked off the #WhosTheGod trickshot challenge on Instagram.

= 4 athletes & 3 sportive macro influencers got nominated to add viral creations until revealing the brand
with “secret weapon” posts. Results: 3.4Mio impressions, 700K video views and over 3,140 fan content.

@ kevintrapp @ - Sabonner

f /Di kevintrapp @ This is my secret item

:' - = to complete the #WhosTheGod -
F.o e s hall f PacoRab Parf Nempppoes

b et 1 = oot @] - S il "s'u';ifwu

Watch the full video on my page & n
// Jeder Mann hat seine THE DEIN BATTLICHES o
BLTNENT j T
VM 1l 2t g

“..“J!' sws“uumm
¢ :

Ballmmekl ? Do cag mnmmm

International celebrity Erfolgsgeheimnisse um sich auf die

LR @pacorabanneparfums
#WhosTheGod Trickshot Challenge
vorzubereiten #InvictusAqua ! Schau

dir das komplette Video auf meiner SWhestesod HAGH TRAPP & msnum
Seite an ) #paris #challenge pDas Runde muss w.wm‘n!lllﬂl GREIP
ins Eckige

Straight to the point
a liggibi23 O uno asfen mivida ¢

Qv N =

111 404 J'aime

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

@ Ajouter un commentaire...

Professional content with medla leverage optlons

=i
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CASE STUDY:
— +FADVANCE

= 8 macro influencers, including @uyalbert, had for mission to increase the brand awareness and leads.
= Their professionalism resulted in 970K impressions and nearly 1,500 e-commerce transactions.

uyalbert IE— B -

2 437 publications 111k abonnés 511 abonnements

@ uyalbert « S'abonner
-

@ uyalbert El suefio de @dali_thedog
serfa estar todo el dia comiendo £}
Es su pasatiempo favorito sin duda!

Por eso uso @advance_es @ porque

Uy Albert!

B Estudiando Direccion de Cine
V Grabando Reyes del Palique, podcast semanal
D Escribiendo La Casa del Lobo, para Wattpad

oy LV IwERVawReD .:‘-“' . le encanta y responde a todas sus
stUdent W|th : | S|de'|nf|uencer jOb A necesidades! #AdvanceES
#AdvanceActiveDefense #Petfood
L] o L]
@ . & High creativity standards
Roscon 2021 Mi 2020 Navidad ‘20 Satisfyer M... Talentos Mia y Vega Reyes @
B8 PUBLICATIONS ] REELS IGTV | IDENTIFIE(E)

: " roenlared @ Ay pero qué )
3 guapos!

14 sem 1mention Jaime
Répondre

——  Afficher les réponses (1)

oQv N

6 375 J'aime

,‘ L 20% interaction rate
y R p o L . O Ajouter un commentaire...

|
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|

THE
-TE

[12,9%] “The Story-Telle
type that is open minded
share his personal expe
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THEY'RE BIG
SHARERS

(o)
. 91 /o are passionate to give information to their

followers by telling them stories. It makes them feel good.

o
. 86 /o of “many think of me as a good source of

information when it comes to new products”: the highest
scores of all influencer typologies in the ‘Altruism’.

= Their favorite channels are:
1. Instagram
2. Tiktok
3. Blog




WHAT DOES IT
MEAN FOR BRANDS?

- Brands need to be suited to be placed and also function in an
entertaining environment (e.g. based on music with Tiktok).

— Brands should allow Story-Tellers to tell their own stories by giving
them this creative freedom and exclusive product-related content.

= Content virality can be boosted with narratives: 1 of the 6 key
principles of Prof. Jonah Berger to make something contagious.
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CASE STUDY:
——— #RAVENSBURGER

= 36 micro & 3 macro influencers, including @LeonPelz, shared their experience of the new 3D puzzles.
= From Tiktok to Instagram, they reached Families, Gen Z & Millennials through fun and informative content.

leonpelz & LeonPelz - 2020-11-27

leonpelz @ : o o

(1T Ravensburger hat mir einfach 4 Lamborghinis gescnemﬂ.&@

1 4 LeonPelz Insta: leonpelz #Fravensburgermoment #3Dpuzzie
d #lamborghinipuzzle werbung Link in Bio&

1) Classical Music - Classical Music

Adapt story-telling and skills to the platform
@ leonpelz * S'abonner

{t leonpelz Anzeige Hey Leute, habe

. mir heute endlich einen Lamborghini
Huracan EVO gegonnttw. @ Aber
nur als 3D Puzzle von
@ravensburgerglobal 8 Fr mehr
Details einfach nach rechts wischen.
#ravensburgermoment #3Dpuzzle
#lamborghinipuzzle #werbung

32 Foigeich 152K Foliower 3.4M Likes

Was geht, ich hoffe es genht euch gu(@
Instagram: Leonpelz
YouTube: Leonpelz

& bit.ly/2MDW2j8

| Very creative profile

Videos

@

‘gq nika.sofie_ily @ ©
- 12sem 1mention Jaime
' Répond
6692 .
M chanvdakota & Ohhh nicc@®
62
3 458 J'aime
» 27 NOVEMBRE 2020

@ Ajouter un commentaire...

=i
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CASE STUDY:

— #CLEARBLUE

= 7 macro influencers, including @trendshock, told their own stories on the subject of #ConceivingHood.

= Via Instagram and Youtube, they shared authentic content and drew attention to the Clear Blue
website and its ovulation test which can help other couples in their journey to pregnancy.

3 trendshock 15t
M Beatiiarinerscigg mitsarbive X
Anzeige cTearb;
dclearblue] fkinderwunsd

Family life account

_Advocate of ‘true words’

&

\
a mir das Thema sehr am
erzen liegt bin ich sehr
tolz ein Teil der

SC!

(0)

ble source of info ~

ko7

#KINDERWUNSCH

trendshock ¢ Folgen
Bezahlte Partnerschaft mit clearblue

trendshock Anzeige* | Unser
#Kinderwunsch ist schon lange ein
présentes Thema in unserer Familie.
Bei unserem ersten Kind hat es sofort
geklappt und genau mit dieser
Einstellung sind wir damals in den
zweiten Kinderwunsch gegangen.
Schnell sind wir auf den Boden der
Tatsachen gekommen: Mein Korper
reagiert extrem auf das Stillen und
mir ist es ohne regelmé&Bige
Stillpausen fast unméglich schwanger
zu werden. Dazu noch ein langer und
unregelmé&Biger Zyklus und der
monatliche Teufelskreis war voll im
Gange. Insgesamt hat es ein Jahr
gedauert bis ich den positiven Test in
den Handen halten konnte. Jetzt, zwei
Jahre nach der Geburt meines zweiten
Jungen sind wir bereits wieder langer

Gefallt 2.171 Mal

W

=i
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—— THE KEY
SOCIAL MEDIA
TIPS FOR 2021



1. DEFINE YOUR [REAL]
—— BRAND VALUES

Actual

Perceived Desired




2. CHALLENGE YOUR TOUCHPOINTS

PHOTO SHARING

|2

SOCIAL iy ).
NETWORKING

[MICRO]
BLOGGING

VIDEO SHARING
Ay
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3. STAY FOCUSED ON
WHERE YOUR TARGET
GROUPS ARE

—  |NStagram: 51% female, 33% of 25-34yo
— Snapchat: 42% of 13-20yo vs. 33% for Tiktok

———— YOutube: 54% of male vs. 65% for Twitch




4. GO FOR MULTI-PROFILES
& PLATFORMS TO ACHIEVE
YOUR VARIOUS GOALS

From nano, micro, macro to star influencers
Tiktok for virality + Instagram for conversion

Youtube for awareness + Twitch for engagement

Brand visibility on Facebook + Instagram + Twitter




9. UNDERSTAND THE
FEATURES BUT TRUST
YOUR CREATORS

73% o
—— ©® of all influencers want brands

to give them more freedom.

—— “Brands have to let go to preserve the authenticity

of what is being communicated” Priyanka Dayal,
content marketing manager, Centaur Media PLC

Source: influence-secrets.com JvM Sports 2018



IF WEHAVETO
— SUMMARIZE

A value-based method is critical for the effectiveness of influencer campaigns.

5 personas were identified by Macromedia University: the Poser (22,5%), World-
Changer (16,6%), Expert (19,7%), Rationalist (28,3%) and Story-Teller(12,9%).

Brands need to identify which persona(s) fit(s) best their personality and
objectives. Collaboration processes have to be adapted accordingly.

Territory Influence can help you throughout the social media journey!'
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_Thank You! Any Questi

TERRIORY__INFLUENCE 77 oot

of applied scie

Write to Delphlne or Rafael: Write to Dr. Florian Hau "
hello-influence@territory.group f.haumer@macromedis
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