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● 15+ years working in public relations, marketing, 
communications and events in Montreal, Miami and 
Toronto.

● Over her years in the industry, Nicole has worked a range of 
tourism, travel, fashion, beauty,  arts and entertainment, 
cannabis, cultural events and festivals, hospitality, F&B, tech, 
health and wellness, nightlife, charity/non-profit and design 
clients 

N I C O L E  A M I E L 
 
Director, Eastern Canada, Beattie 
Tartan
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Quick Survey:
How many have you ever used an influencer 

code to purchase an item?

How many of you have ever been inspired to purchase 
something after seeing it styled or used on an influencer?

How many of you have visited a restaurant or exhibit in this city 
or another city after learning about it from an influencer?

As much as we love to hate them, working 
with influencers is a strategy that does work. 
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● The increase in influencer marketing in the last five 
years mirrors the decrease in print advertising. 
Brands will spend $15 billion on influencers by 2022

● 17% of companies spend over half their marketing 
budget on influencers

● 89% of companies who use influencer marketing say 
ROI from influencer marketing is comparable to or 
better than other marketing channels

● Businesses are making $5.20 for every $1 spent on 
influencer marketing

● 63% of marketers intend to increase their influencer 
marketing budget in the next year

● 91% of millennials trust online reviews as much as 
friends and family

● 50% of consumers will take some action after 
reading a positive review
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Determining Audience & Goals 
Questions to ask yourself

1. Who is your organization’s target audience? Create a marketing persona 
including: 
• Age 
• Gender 
• Occupation 
• Residence
• Interests/Hobbies 

2. What platform is this target audience found on? 
• Instagram 
• Facebook 
• Tik Tok
• YouTube 
• Blogs/Web Pages

3. What is the end goal of engaging with an influencer?
• Promote a new product
• Increase business traffic 
• Grow social media following 
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Influencer Research
Once you’ve determined your target audience and campaign goals - research 
influencers that fit within your parameters. 

Tips for researching: 
• Search for articles of top bloggers/influencers in your area/industry

• Research the influencers you are already aware of - look at which 
influencers they follow/engage/partner with to make yourself familiar with 
less mainstream influencers

• Search relevant hashtags to the type of influencer you are looking for i.e. 
#yyzmom #torontoinfluencer #kingstonontario #kingstonontario #ygk 
#kingston #ygklove

• Use influencer databases like Cision or HYPR 

• Ask your network. Looking for an influencer that promotes recreation? 
Have a sporty friend? Ask them who they follow! 

https://www.cision.ca/
https://www.hyprbrands.com/
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Influencer Selection 
Selection criteria: 

● Authentic relationship with product/service - influencers that promote 
brands/services that they are authentically connected to invoke a larger 
trust within their audience

● Influencers audience directly aligns with your organizations target 
audience

● Number of followers isn’t everything - an engaged audience > a large 
audience

○ consider using tools like Hypeauditor or social blade to determine 
engagement rate :
■ Abide by engagement rate chart: (most influencer fall in the 2.4%+)

● less than 1,000 – 8%
● 1,000 to 10,000 – 4%
● 10,000 to 100,000 – 2.4%
● 100,000 to 1,000,000 – 2%
● 1,000,000+ – 1.7%



Influencer Selection 
Selection criteria: 

● Budget - generally speaking the more followers an influencer has the higher price tag they come with

● Ask for their rate card and media kit; you can also request case studies of similar campaigns that they have 
worked on with brands, destinations or operators
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Communication
Once you’ve selected your chosen influencer it’s time to reach out to see if they are 
interested in the partnership and if so, what type of engagement they are accepting.

Most influencers have their email address on their social media channels and/or 
website. To remain professional, email communication is encouraged. 

Direct messaging through social platforms can be used as a secondary 
communication tool that tends to be more casual in nature with the ask directly 
upfront and then moving the conversation to email in order to complete the tactical 
organization (contract agreement, asset delivery, etc.). Using email is also 
recommended so that you have a record of all communications should anything go 
awry.

Three different types of engagements: 

• Paid Sponsorship - Direct payment to the influencer for the type of content they 
are publishing. Each influencer has their own rate that they charge for different 
types of posts (blog, social media feed, social media stories, etc.). 

• Hosted - Having the influencer experience your services with their visit being 
paid for.

• Gifted - Sending products to influencer for them to “unbox” at home.
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Communication (cont’d) 
Due to the high volume of requests that influencers receive, the subject line of the 
email is extremely important to capture influencers attention and have your email 
stand out from the crowd. 

Must-have elements to include in initial email: 

• Brief overview of your organization/ background on your company
• Connection on acknowledging you understand the influencer’s brand/interests 

and reason why you think they are a great fit 
• Brief overview of the ask/campaign 
• Request for media kit or bespoke pricing for your program
• And ask if they are interest in exploring a collaboration further
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Developing Contracts
Items to include in contract: 

• Compensation
• Visitation and posting dates
• Timeline
• Type of content/ deliverables agreed upon 
• Key messaging to include 
• Social handles and hashtags to include 

Clauses to consider including in contract: 

• Influencer cannot post competitive brand for 1-2 weeks before or after post
• Influencer cannot tag any other brand in the post
• Influencer must send content for approval ahead of posting
• Influencer must provide developed content to organization for reshare
• Influencer must send campaign analytics 
• IMPORTANT: Influencer must also uphold health and safety standards 

especially in times of COVID and respect the supporting partners.
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Developing Contracts
Examples from BC:
Content follows the following best practices:

● Videos are socially optimized (vertical/square orientation, designed for sound off, attention 

grabbing, short)

● Music rights are in place for videos featuring music

● Watermarks aren’t featured on photos

● Marketing-speak (cliched words and phrases) is avoided or used sparingly

● Content is factually correct and free of grammar and spelling errors

● Content is descriptive, factual and specific (brand journalism vs. content marketing)

○ Content adheres to the following safety and responsibility best practices:

● Lifejackets and PFDs are visible on all persons in a vessel on the water (paddleboard, canoe, 

kayak, boat, etc.)

● Skiers and snowmobilers are wearing backpacks if they are in a backcountry area

● Skiers, snowmobilers, and bikers are wearing helmets

● No public drinking is visible and there is no evidence of public drinking

● Dogs are in areas where dogs are permitted (Provincial, National, and public parks)

● Tents are in a legal camping area

● People are in a legal hiking area and on designated hiking/walking trails

● Campfires are in a legal fire area and there is no fire ban when sharing or promoting content in 

real-time

● Does not feature unsafe activities (i.e. backflips off rocks or cliffs)

● Does not feature illegal activities

● If content is shot with a drone, the content captured is in legal area for shooting with drone and 

was captured with all proper permissions and licences

● It is an actual place/experience a traveller to BC could go to/have

● Wildlife is respected (respectful distance, no human interactions, not being fed)

● Seasonal and geographic dispersion are considered; lesser known areas are featured
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Hosting Best Practices  
● Create an itinerary that walks through the experience 

step-by-step that leaves every box checked so the influencer 
doesn’t have to coordinate any part of their visit

● Prep team internally for who to expect and directions on how to 
ensure they have a positive experience; providing a picture of the 
influencer is extremely helpful as well as written instructions for 
FoH staff

● If available - have the person that coordinated the experience  
connect with the influencer in person to put a face to the name 
and further develop the relationship

● Provide your organization’s top quality experience - you can’t 
control what the influencer is going to say but you can control the 
quality of their experience

● Add an element of surprise - include something in the 
experience that the influencer wasn’t expecting for an authentic, 
real-time element of surprise and delight



Insert Itinerary Examples



Follow-up 
So what is the ROI on influencer marketing? 

The ROI can be difficult to measure so the follow-up with the 
influencer is crucial to determine the analytics they received on 
their content. 

Consider analytic tracking platforms like Dove Tail that capture the 
campaign analytics for you. 

The follow-up also provides the opportunity to discuss future 
partnership opportunities to keep an open line of communication 
between your organization and the influencer. 

An additional way to track ROI is by providing the influencer with a 
promotion code to provide to their audience track how many 
purchases/visitations were made from the partnership.

https://dovetailapp.com/


IN CONCLUSION

1. Look at engagement thoroughly and check out their audience
 (followers are NOT everything)

2. Clearly outline the expectations to the influencer

3. Create a thorough contract outlining all details

4. If you don't have a budget, get creative with service offerings, events and 
mailers - they may work for contra if you provide something exclusive that 

they could get anywhere else

5. Track the ROI as best as you can - creating a code or a specific hashtag may 
allow you to more easily track the program’s success



 Thank you!


