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Executive Summary

This study looks at the effects of influencer marketing
on in store sales. The study uses point of sale data to
compare purchases from consumers exposed to
influencer content to a matched control group of
consumers who did not see influencer content.
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Searches for Influencer
Marketing = 5x growth in 2015

1. Google Trends January 2016



Adblock is 40% for Millennials
and growing fast?

2. PageFair & Adobe 2014 Report



Content Marketing is #1 priority
for CMOs in 20163

3. Fanatics Media and Marketo Study



‘Last step for big dollars to flow
into Influencer Marketing is
Measurement...” - Disney*

4. Personal conversation with Rustin Banks



O1.
Methodology




What We Did

TapInfluence partnered with a

and Nielsen Catalina
Solutions to complete the first ever
Influencer Marketing Sales Effects Study.

SOLUTIONS

% tapinfluence Cl\gte;lsiﬁg /?\,”
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Who They Chose

258 Top Fitness & Food Influencers,

chosen using the Tap data layer that
optimizes for performance.



The Content

Influencers created content for “Meatless Mondays”

HEALTHY NO BAKE GIANT PALEO COOKIE FOR ONE

e )

Just five minutes is needed to whip up these thick, chewy and dense poleo cookies which ore single serving and
giant! These heaithy no bake giant Poleo coolues taste fike dessert but are pocked full of fiber, heaithy fots,
protein and no odded sugar! Gluten free, dowry free ond vegon too- The perfect snock or breokfast choice!

HOME RUNNING REVIEWS RECIPES W
TO THE FINISH

Meatless Monday Appetizers For the Football Crowd

After hearing The China Study and listening to many, many episodes of The Rich Roll podcast and
then being told | had a dairy and egg allergy, | figured going Vegan was a no brainer since | wasn't
big on meat any how.

Except It kind of hurt my brain at first!
What did people eat?!
While I'm not Vegan now, the months | spent foraging for food in the wilderness introduced me to a

whole new world of food. | also began to realize how easy it was to make traditional mid-Western
fatty dishes much heaithier and still full of flavor with some of these now foods.

Home AboutMe Family Travel Recipes Running

Contact

September 24, 2018 by Heathar «

Ah, football season, | have waited six long months for you |
back! One thing | was NOT looking forward to though was
tempted by all of the unhealthy snacks that come along wit
watching football. | have really been trying 10 watch the un!
snacking whila in front of the TV. | hate feeling siuggish tha
when | am working oLt or running because | ate poorly the
before. | knew | needed a challenge to halp me get through
enter #MeatiessMondayNight!




The Content

All include references
to Brand Products

(and full FTC Disclosure)

Ya cup Silk Unsweetened Vanilla Aimond milk

1/4 cup Silk Unsweetened Vanilla Almond milk**



INnfluencer Distribution

Content was also shared via influencers’ social
networks, no additional paid distribution

@7 forkandbeans FOLLOW ‘

574 likes 17w

forkandbeans 26, 52, 34...Tots! Drizzle with
a #dalryfree buffalo cheeze sauce and look
who has the lead. Your
#MeatlessMondayNight meal has been
decided for next week. Recipe up now!
#sidelinemeat

forkandbeans #namastasty #forkandbeans
#allergenfriendly #glutenfree
#veganfoodshare #meatlessmondaynight
#ad

ashtonjacoway @graysonjacoway buffalo
tots...that is all.

m_payne9 @ethomason84 I'm making
these on Sunday! 2

ethomason84 @vegam09 | will eat all of
themil &

mybotanicalbaby So basically you took all
things good and custom-made me
something to eat while watching footbali?!
If you weren't already married... i

‘,;‘##.'

? natyashba FOLLOW

1,755 likes

natyashba Link in BIO for more info ® €
#MeatlessMondayNight

lindsayro Yes!! So beneficial to the
environment! And animals of course & L 4
O&en

_gilly.bean This sounds like a great idea!
I've been wanting to transition to veganism,
or vegetarianism at least, but my boyfriend
refuses to = maybe this will help show
him you can eat healthy without having to
live off baby carrots and celery sticks and
lettuce (I swear he thinks that's all you can
eat if you're vegans2)

hecarpenter! Thx Naty! #meatlessmonday
is spreading like wildfire &’ Good for the
animals, the planet & your health.

http://wh Y. favorite-
recipes/. I've been vegan for 14 yrs. &

Jrzygri33 #Vegetarian @&
#meatlessmonday &@"
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All Automated by TapInfluence Platform

Entire process automated, managed and tracked by the TapFusion
platform, including payments & FTC disclosureinsertion

&[k Silk Meatless Monday Night Challenge (S‘l[k Silk Meatless Monday Night Challenge &[k Silk Meatless Monday Night Challenge
Overview  Assgnmerts  Calendar  Manage infuencers  Content  Analytics mwwwmmw mwwwmwm
71 520 Mawts Morciey Mgt Coabane - Reciws. X e RO oroes  wccases Assgmenes E3
#3 - Plavors of Fall Fecipes X LT S0 R 22 - Sk Mentions Monday NGht - Take Bw Chatenoe! x| Dato Range From: 08242015 To. 011172018
PR Corpieiod x| Pu x| =3 R o Poss x| Fecotook x | Tweer x| nsagram x | Prswrst E3
Overview Reach (111M) Views (4M) Engagement (1M) ROI Charel Detals
Soioct Actions Sondy View Por Page. 1800277 € @] R o

R1M , Q163K , 1 1M + @TM . B831
bl

#1 - SILK MEATLESS MONDAY NIGHT CHALLENGE! - nEClPesm ﬂ HEATHER 8 = £ Yo © £ Fucwon © st © Youties @
Adam Bryan — ) e » @112K , 8105k . ®4M
g | OwiEe OiuEe Tjgk e iare? ¥ maa oS RR
Mp iArbarrastote com
Almee Berrott ® 0] :
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Qunze 17k ==
®

Do 453K =
®

@
a
:

Qicams 21 ===
®

IAVIDA X " .ummvswuxmcw(b-w- (]
Ry : m Influencers By Views
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How Tracking Works ("1

oooooooooooooooooo

Special NCS tracking pixel - u
automatically inserted by software  mmmmssmoms
into blog content for every post

00ec¢c

jealthy Sticky Cin il Baked Oatmeal is quick, easy and delicious

STICKY CINNAMON ROLL

BAKED OATMEAL

RETARGETING & CONVERSION TRACKING PIXELS @ (optional) s

When someone clicks over to the
post from social media, the NCS
Niclsen | £ tracking pixel fires and that person
Catalina \ry is attempted to be matched to
their loyalty card data




MethOdOlogy Track purchases of

vs. control group Campaign: Sep - Nov 20156

@ &3

Purchase History: Test and Control Matching
Period (52 weeks) Analysis Period

E \‘ : »

g ’ = \/ ‘

< .

q) 5 ~ Bhe

(2] 2= 3

>

O

I

~N

n

Q

3 Incremental Sales

& Expoont SRAp. | Ztnepoad e Exposed household purchases

during the campaign in addition to
Aug14 Sep14 Oct-14 Nov-14 Dec-14 Jan-15 Feb-15 Mar-15 Apr15 May-15 Jun45 Jul-15 Aug15 Sep-15 Oct-15 Nov-15 Dec-15 Jan-16 Feb-16 their normal pUl'Chase behavior
Campaign

Month Ends
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O2.
Results
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What We Learned

Exposed consumers
purchased more.

Compared to the
control group, exposed
buyers purchased
significantly more
product on each
purchase occasion

Sales Impact — Dollar Buying Rate

September 1, 2015 - February 15, 2016

* Exposed households that bought
the unexposed group.

| purchased more than buyers in

|l Unexposed (Control) ™ Exposed (Test) ]

$20.09 $22.06
Point Difference: +81.97
Percent Difference: +10%
Significance level: 94%

(Average Dollar purchases among buying households)

elser oy
16 N 1 Catalina rc)
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What We Learned

Difference in Percent Change within

There was a Milk Category Shares

o ] * Exposed buyers made products a larger part of their purchase mix
competitive shift
away from 0.54% Analysis period vs. Match period
competitors I - | o

oroducts. e I .. I

0.72% 0.75%

Brand Products Competitors

Nielsen Cataline 7Y
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What about
Sales Lift?



Normalized:

Sales lift data is normalized to incremental sales
(over the control group) PER 1000 Impressions



Sales Lift Results

1000 people viewing influencer content
generated

“Blows traditional digital advertising
results out of the water”

- Customer
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Are the results good?

Incremental sales per 1000:

Display Ads: Milk Category - $16 per 1000 impressions

Influencer Marketing: Silk - $285 per 1000 views

Influencer marketing cost per 1000 views is higher than
Display Ads cost per 1000 impressions
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Why more sales / impression?

1. True Engagement

With influencer marketing, an
impression means a truly engaged
individual vs display advertising where
an impression may or may not have
even been seen
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Why more sales / impression?
2. Halo Effect

The Halo effect carries over to the brand the
influencer creates content for. Not so with
display ads. People know that ads on the side rall
of an influencers site are not associated or
endorsed by the influencer so there is no halo.
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There's more to
the story..



Zero Additional Creation Costs

Other studies in traditional digital
advertising DO NOT include cost
of content creation.

With Influencer Marketing, the cost
of content creation is included.
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Limitless Potential Value from Reuse

You can fuel your brand’s entire social media pipeline by re-using influencer
content. Influencer content can be more cost effective than an internal
design team, with the added value of distribution to the influencers audience.

: BTG T repesimcometi-scon oe Od=R=
Q : Rusty Home 20+ ‘C ’Imtagqam uuuuuu a - ?jnu
silk :
January 17 at 9:29am (ovemysi]k © | rouow
This salad and dairy free dressing will blow your mind with its goodness! Silk Silk Og of Sugar per Serving, Now That's Sweet! Try our Unsweetened Cashew,
http://po.st/SquashSalad Coconut or Aimondmilk and taste the goodness for yourself. www.sitk.com

684posts  16.2k followers 1,565 following

Like - Comment - Share = Buffer

526 people like this. Top Comments ~
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Impressions After
Study = More Sales

An additional 2x Impressions generated post
campaign. We can assume they resulted in additional

sales not accounted for in sales study window

540k 13M+ and counting

Impressions Impressions as of Feb 29" 2015

as of Nov 30t 2015 (without additional posts or paid
distribution) due to organic

search, Pinterest, etc
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Example: Historical Program shows the “always on”
nature of content

Views/Month: "Fall in Love With Soy" Program (Active March 25 - May 22)

Posts Going Live Post Program Impressions (very long tail)
120000

100000
80000
60000
40000
20000

0
March April May June July August September October November December January
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Study Program: Views / Month

300000

250000

200000

150000

100000

50000

Views Per Month - Meatless Monday

Posts Going Live

Post Program Impressions (very long tail)

y = 17900200045«

Organic spike in
February due to
Super Bowl (Football
based content)

September

October

November

December

January

February

March April
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The Gift That Keeps on Giving:
More Views = Lower Cost

Optimized Effective CPM- Meatless Monday

300
250
200

150

100 y = 324.5e0.215x

: R L T Yo e

0
September October November December January February March April

Effective CPM has a half life of 3 months (every 3 months, CPM is halved)
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SO what's the
actual ROI?



ROl from Blog Posts Only ($ for $)

Every 3 Months ROI Doubles

Return $/$ - Meatless Monday

$7.00
$6.00
$5.00
y = 0.87830215%
$4.00
$3.00
$2.00

$1.00

$0.00
September October November December January February March April
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ROI'Vs Average Display Ad

ROl vs. Average Display Ad
(blog posts only)

Mx vs
display after
12 months

1800%
1600%
1400%
1200%
1000%
800%
:
- -
.

0%

y = 0.43910215%
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Not Included:
Shopable Views from Social

An additional 4M Views (5x vs blog posts) on Pinterest which generate
shopping without tracking

W

Wike ASend e

Cravings of a Lunatic

Cherry-Almond Smoothie
5 mins to make, makes 5 cups

CHERRY-ALMOND

SMOOTHIE .
Refrigerated

cravings of a lunatic

2 cups Silk almond milk

Refrigerated
2 cups Silk almond milk
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Global Ad Blocking Growth

M~
s 4
Blocking ads continues to build on the strong growth n dunng 2013 and ;
L] The findiny /
. g b ¢ ckers grow by 41% Yo (Q2 2004 - Q02 201 121M /r‘/
o Asol jurie 2015 there were 198 million monthly active user § b |
ockers
/
~N
sam //
39M 1 ,./
3om P o
o~ Ao
~ NS
Mty 2000 haty 20M My 2002 iy 2013 Mty 2004
Jan 2010 Jan 20m Jan 2012 Jan 2013 lan 204 Jan 2008
c blondepornytal.com/2015/08/ protsn-packec-vedgle-burrios ‘_JI\' ®
S /7 AB pagerar 11 Adobe
Protein Packed Veggie Burritos IPAY P

September 24, 2015 By Jess

These vegetarian burritas offer an ample dose of protein without the meat for a wel

B e Ad blockers

When | know a meal {s primarily plant-based, not only do | feet nourished, but prou

better choices for our olanet. | never feel deprived without meat, especially when 1t
ways o Incorparate plant-based protein, O k O I I O O C
That's why it made so much sense to partner wits Silk and the'r ¥MeatiessMondayNigh

content
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O3.
How did they get
this performance”?



Trifecta of Data

=== Our platform matches you with
@ the best talent. Tapping into the
Influencer highest ROI potential.

Audience Performance
Data Data
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Performance Data

Influencer Cost
Per Engagement
data from prior
assignments used
to select highest
value influencers.

-

Cal
Owners_Mommy
Blogs_8.25.14

Quess P 1 £ TOTALREACH:
Kk 12« 4M

D) AVG. RATE:
i R
New England Home

Decor 9.21.14 & 7 CPE: $0.91

Runners

Home

Chicago DMA

BP: Qualleniale 7o

Travel o

vracorty I ]
AVG
< plyed @ @ a $2K
CPE: $0.20
i}

Moms w Kids 6-18 ne

Target 1131 @
Wedding_25-31 In
Reatonship_CP

1+

Qucoe: W LD TOTAL REACH:

6M NO

@m AVG. RATE:

. - N, $3K
E S : CPE: $14.86

Spanish Speaking
Age 50+

Healthy Food /
Moms

Diabetes_&Health

Environmentally
Friendly

Moms/HignSchociK 0)®
s

iowa region

o
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Audience Data

Influencers

Use new Audience
Insights to optimize
influencer selection
even more to better
reach WhiteWave
consumers and
further increase sales.

Select Actions Sort by...

-------
~~~~~~~~~

W LISTS

2014 Silk Coconut (31)

HIDE

2014 Silk Almond (102)
Blends

Vegan e

2014 Silk Bloom 68) @

Vievy ~ Target
Age: Gender: -
e Influencers by
{ audience age,
location, etc
fo
/)
‘J TOTAL REACH:
S0k 11k 6M
BO o "
@ CPE:
GENDER
amale 82.78%

AGE

4 IS

Select Influencers by audience
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Impact

“Without the TapiInfluence data
layer, ROl performance would
have been at least 3X lower”

- based on program analysis
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Key lakeaways

Influencer marketing can drive annual incremental sales
at a rate of 11x vs traditional digital advertising

“‘Evergreen Content” creates a continually growing RO

Using data, we can do performance driven Influencer
Marketing which increases performance by at least 3x
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Thank You

To learn more about TapInfluence’s
influencer marketing platform:

Email: Info@tapinfluence.com
Call: 720-726-4074

Visit: www.tapinfluence.com

== tapinfluence



