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INTRODUCTION
Reaching new audiences and establishing genuine relationships
are required for contemporary brands to succeed in fast-paced
industries today. Although there are many medians of marketing
that include social media as an avenue, influencer marketing is a
practise that enables brands to strategically communicate with
future customers while building loyalty.
Influencer marketing can be used by any sized-business to sell a
product, service or experience while leaping hurdles such as
saturated ad campaigns, false audience marketing and adblocking. We at Trufan aspire to help businesses make smarter
marketing decisions, especially when it comes to finding the right
influencer for the right brand.
By partnering with an influencer, any brand can gain credibility and
authentically market their product/service. An influencers audience
truly trusts the referral made by them, leading to higher
impressions and potential engagement with the brand.
We at Trufan have found that brands seeking to do influencer
marketing are having a hard time navigating the process of this
work. For this reason, we have put together the Influencer
Marketing Guide. The guide is easily digestible, as anyone can learn
the value in influencer marketing, how to do it, and other best
practices using SocialRank.
If you're looking to learn more or have any questions, please reach
out to support@trufan.io
All The Best,
The Trufan Team
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THE BASICS
INFLUENCER MARKETING FOR:

Agencies: Having confidence in an influencer is difficult. Members
of a marketing agency struggle with figuring out whether an
influencer is well suited to a client. By learning how to apply tools
like SocialRank, we have full confidence that any marketer can
confidently endorse an influencer to their respective clients' brand.

Marketers: We know already that online marketers have full trust in
the influencer marketing practise. But, when it comes to finding a
reliable, systematic “vehicle” to scale their efforts, there are many
bumps along the way. By studying this guide, marketers will be
able to build more stable automated systems that scale.

Business Owners: Finding a new source of traffic is oftentimes the
hardest challenge for any business owner or marketer. However, by
using SocialRank, any brand is empowered to market their
business, even if it has a physical location or is run through
e-commerce.

Influencers: An influencer can refer to this process as a way to find
the right brands to partner with according to their following and
interests.
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THE BASICS
WHY DO BUSINESSES CHOOSE TO DO INFLUENCER MARKETING?

OUT OF 3600 SHOPPERS SURVEYED GLOBALLY

61%

INTERACT WITH AN
INFLUENCER AT
LEAST ONCE A DAY

39%

61%

65%

35%

35%

INTERACT
WITH INFLUENCERS
MULTIPLE TIMES A DAY

65%

60%

MALE

FEMALE

E N G A G E D A I L Y WI T H I N F L U E N C E R S
*ACCORDING TO THE RAKUTEN MARKETING REPORT OF 2019

WHAT DOES THE RETURN ON INVESTMENT LOOK LIKE?

FOR
EVERY $1

BRANDS

GET $5.78

*ACCORDING TO THE THE STATE OF INFLUENCER MARKETING 2020: BENCHMARK REPORT
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THE BASICS
W H A T A R E S O M E R E A S O N S T O D O I N F L U E N C E R M A R K E T IN G ?

Content creation/distribution
Engaging with an authentic audience
Introducing a new product/service
Building credibility
Generating sales
W H Y D O M A R K E T E R S S T R U G G L E W I T H F I N D I N G T H E R IG H T
INFLUENCER?

1

NOT RELATIVE.

Marketers are scared that by partnering with an influencer, their
audience may not be relevant to their audience or show any
interest in their products or services.

2

NOT AUTHENTIC.

Some brands are worried that the majority of an influencers
audience may not be genuine in a certain industry. In recent times,
there have been a larger number of fake influencers who purchase
followers and likes to become “influential”. This is harmful to any
brand that is investing into an ad campaign but will reap no
returns. According to a survey by the Influencer Marketing Hub, 2
out of 3 respondents have experienced influencer fraud (2020).

3

AUDIENCE OVERLAP.

By working with multiple influencers, specialized ad campaigns can
sometimes reach the same people multiple times. This can be
harmful if a brands goal is to reach new audiences and spread
awareness of their product or service.
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THE 5 STEP PROCESS
A D A T A - D R I V E N S O L U T I O N T O I N F L U E N C E R M A R K E T IN G

When looking to find the right influencer, brands should focus
heavily on using audience data rather than a qualitative
assessment. This five step process will help anyone execute a
successful influencer marketing campaign through tools that
identify key metrics in relation to an influencer and brand.
IDENTIFY

MEASURE

REPLICATE

OUTREACH

EVALUATE

INTRODUCING SOCIALRANK

Before getting into the process, it would be best to introduce
SocialRank, a tool that Trufan owns and uses to help any sized
business make smarter marketing decisions.
SocialRank is designed to produce audience reports for any public
handle on Instagram or Twitter and rank followers in order of their
value. You can request a followers report and once it’s ready, the
complete list of followers will be ready to sort by influence, follower
count, engagement, etc. With a profiles follower report, you can
uncover key audience segments using filters such as interests,
locations, and verification.
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FIRST STEP: IDENTIFY
FINDING THE RIGHT INFLUENCER

Finding the right influencer is probably the most time consuming
step when it comes to starting your own influencer marketing
campaign. Due to the sheer amount and diversity of influencers in
current times, marketers don’t really know what they are looking
for. For that reason, we have built a persona builder that integrates
well with our SocialRank tool. Two primary tools used in this guide
is Cerebro, which gives access to 1 billion users on Instagram/Twitter
and their audience data. And the ability to access market intel,
essentially looking into your competitor audience data.
By using our very own Waldo Persona Builder; you can firstly
identify the influencer that you are looking for. With this first of its
kind, social led persona, you’ll never need to worry about finding
various segments of influencers.
A traditional persona leads you to create a person that represents
their entire being (online and offline) in one, leaving little focus on
the unique factors of how someone looks and behaves online. The
key to the Waldo Persona is the dynamic ability to also represent
your ideal customers on social media as well.
WHAT’S THE CRITERIA FOR YOUR INFLUENCER?
1. PHYSICAL:

Location: Narrowing down location when running an internet
business may seem odd to some but when focusing on influencers
and their audience, you want to identify where around the world is
the least amount of friction for people to buy your products. It is for
the same reason you sell goods near you, so that there are less
complications in selling and getting the goods or service to your
customer.
Gender: For most products and brands, you tend to skew towards
one gender over another with your marketing. Hence it's important
to be looking for gender when identifying influencers on social
media. In today’s culture, this out of all four criteria is the least
important depending on your brand and objectives.
TRUFAN INFLUENCER MARKETING GUIDE
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FIRST STEP: IDENTIFY
TACKLING THE ISSUES OF INFLUENCER MARKETING
2. DIGITAL: IDENTIFY

Identity: Oftentimes this is referred to as a profile bio, what the
influencer chooses to self-identify as. As a marketer, you can
leverage this info to target key identities that align with your
customers and ultimately, influencers. However, navigating
someone's bio can be difficult and for that reason we have created
a top-down approach- where you prioritize certain elements over
others.
Using the SocialRank filter tool on many profiles, you can search
through a bio for the following content:
*Note: Remember there is no right or wrong in the bio, and the
same applies for here.
1. Category: The overarching topic or industry they would fall
under, an example of this is Fitness.
2. Niche: The specific area within the category. An example of this
would be Weight Loss Training.
3. Sub-Niche: This isn't mandatory always but more and more
brands are becoming hyper-targeted and it's worth drilling
down one more layer into the specific kind of area within a
niche. An example of this would be Keto Diet Enthusiasts.
4. Titles & Labels: Names someone might use to describe
themselves within this niche.
5. Keywords & Emojis: Highly used words that someone would use
in this niche. This can also be, and should be thought of, specific
lingo only people within this niche would know. Lastly, people
tend to opt for emojis to represent themselves. Be sure to think
of these.
6. Variations: Similar to keywords, abbreviations and acronyms
used to describe titles, certifications, degrees, etc specific to the
niche.
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FIRST STEP: IDENTIFY
TACKLING THE ISSUES OF INFLUENCER MARKETING
2. DIGITAL: INTERESTS

Interests: By identifying the individual's interests, you can describe
and characterize where the desired influencer’s attention lies in
various aspects of their life. By accurately pinpointing where
someone focuses most of their time (not on social or tv, etc but
areas of interests), it will enable a large pool of highly qualified
candidates for selection depending on your brand's own image and
interests.
Using the SocialRank filter tool on many profiles, you can search
through a bio for the following content:
*Note: Remember there is no right or wrong in the bio, and the
same applies for here.
1. Post: By targeting their interests in their posts, you can easily sift
through many profiles to find individuals that regularly post
about it. A tip on this is to use keywords and hashtags that relate
to certain activities, such as “Running” or “Push-up challenge”
2. People: By utilizing the SocialRank compare tool, you can see
who some high follower count individuals follow. This can come
in handy by finding their personal brand preferences. An
example of this is to find out whether they follow Nike and
Jordan so they may be interested in basketball and athletic
wear.
3. Topics: Similar to posting, we want to understand what kinds of
topics the influencer likes to read about or engage in on social
media.
4. Desires: By identifying an influencer's desires for relationships,
to travel places, own certain material items, or other things- you
can set-up more worthwhile deals and experiences for them to
remain a loyal customer.
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SECOND STEP: REPLICATE
CREATING A SYSTEM TO FIND MORE INFLUENCERS

Now you’ve found one influencer. What’s the next step? It’s quite
simple actually… find more of them. When it comes to influencer
marketing, you need to assemble a system that keeps on giving
valid candidates for selection. This will enable your brand to make
more strategic decisions with minimal effort.
To visualize this step, we have developed an input output system
as seen below:
SEARCH
MACHINE

DATA-DRIVEN
SEACH CRITERIA

RICH SEARCH
RESULTS

AUTOMATED
REPITITION

Input: Assuring your foundation is built correctly. The search criteria
is built on data that continues to optimize over time.
Throughput: The search machine is now capable of searching at full
ability, giving you the best chance at finding the right influencers.
Truly doing the majority of the work.
Output: The search results are now rich in data and size. Giving you
the ability filter, evaluate, and hand-pick only the best options
based on your objectives.
Execution: The automated execution now becomes a lever of
exponential leverage rather than a bottleneck for every search
performed. Freeing up time, labour, and brain power. Leading to
less human error.
TRUFAN INFLUENCER MARKETING GUIDE
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SECOND STEP: REPLICATE
LEVERAGING TOOLS FOR A DATA-DRIVEN SOLUTION

We've already introduced two tools that can help make this process
come to life. The Waldo Persona Builder can outline a search
criteria which can be input to SocialRank where more than a billion
instagram profiles can be sifted through. Take a look:

RICH SEARCH
RESULTS

AUTOMATED
REPITITION

FILTERING WITH THE RIGHT CRITERIA

To further elaborate on inputting filters through a search machine
like SocialRank, it is best to follow a sequence of checks to ensure
you are finding the most accurate needed influencers.

OWNED

INDUSTRY

FOLLOWER SIZE

LOCATION

GENDER

CEREBRO

VERIFICATION

SELF-ID

TRUFAN INFLUENCER MARKETING GUIDE
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SECOND STEP: REPLICATE
ESTABLISHING THE AREA OF SEARCH
OWNED

Do a quick scan through your owned social accounts to find any
influencers already following you.

INDUSTRY

With SocialRank, you have access to an entire database of over 10
million profiles filled with endless influencers ready for the finding.

CEREBRO

Spy on competitors or industry specific pages to filter through their
audiences and find influencers you know are already interested in
your niche. (SocialRank applicable).

SELECTING THE RIGHT AUDIENCE & STATUS
FOLLOWER SIZE

VERIFICATION

Find any size influencer easily by filtering how many
followers they have. This can be vital to differentiate
micro and macro influencers.
Switch on or off the verification status to find more
prestigious influencers. These influencers are found to be
more genuine in their audience make-up.

IDENTIFYING THE CRITICAL KEYWORDS

LOCATION

Find influencers anywhere around the world by filtering through
cities, states and countries on SocialRank. When setting up a
campaign, this is one of the most crucial filters.

GENDER

Filter by Male or Female on SocialRank.

SELF-ID

Target influencers based on how they represent themselves in
their bio and profiles as a whole. Refer to page ___ for insight on
identification.

INTERESTS

Target influencers who take interest in any particular topic. Refer to
page ___ for insight on types on interests and their importance in
campaigns.
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THIRD STEP: EVALUATE
CREATING A SYSTEM TO FIND MORE INFLUENCERS

Before selecting the influencer to work with, you must evaluate and
assess the candidates selected. The industry standard for marketers
is very vague, it is hard to understand whether a certain influencer
is credible or not. Just as mentioned before, influencer marketing's
main areas that shy marketers circulate around whether a brand is
able to collaborate with an influencer that is authentic, relevant and
not overlapping with the current customer audience.
To tackle these areas in a seamless process, we have developed our
Influencer Selection Standard:
1. AUTHENTICITY

2. AUDIENCE OVERLAP

3. RELATIVE INFLUENCE

IDENTIFY THE AUDIENCE YOU WANT TO REACH AND ENSURE IT IS
GENUINE TO THE INFLUENCER SELECTED.

IDENTIFY THE PROPER OVERLAP YOU’ RE LOOKING TO
REACH.

ENSURE THAT THE INFLUENCER AUDIENCE IS ALIGNED TO
YOUR NEEDS.

1. ASSESSING AUTHENTICITY

Right now it’s never been more important to know, with certainty,
how real an influencer's audience is. In order to verify an influencers
authenticity, we assess an accounts ‘engagement rate’ and the ‘fake
follower %’. By using the SocialRank tool, we enable any marketer to
do so.
Step one: Learn the engagement rate by combining the average
likes, average comments and total followers. A standard benchmark
for healthy engagement on profiles can lie somewhere between 3%
to 7%. This indicates that an account has healthy participation from
their total amount of followers and there is no clear indicator of fake
audience engagement.
TRUFAN INFLUENCER MARKETING GUIDE
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THIRD STEP: EVALUATE
Here is an example of what the engagement rate looks like (on
SocialRank):

Step two: Learn the fake followers %. At SocialRank, we have tested
many times over an algorithm that identifies typical fake accounts
that can be found to be bought by Instagram users. The team
tested this first-hand by creating accounts and buying followers, this
aided in identifying certain metrics that classify a profile as fake. For
that reason we find that accounts with around 5% to 7% are typically
healthy and very authentic.
2. IDENTIFYING AUDIENCE OVERLAP

Now, when using influencers for different objectives, their audience
overlap levels should change. Audience overlap is used to display
how similar the following influencers have in relation to your brand,
or other influencers.Here are certain use cases for audience overlap
levels:
Awareness: When using influencers to reach new audiences,
they should have minimum overlap with your brand.
Consideration: When using influencers to build authority and
establish trust, they should high overlap with your brand.
Conversion: When using influencers to increase sales, they
should have high overlap with your brand.
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THIRD STEP: EVALUATE
By using SocialRanks Compare tool, anyone can assess the amount
of followers that can be found in two (or more) accounts and
specifically who they those people may be- as seen here:

The number of follower that overlap between these two accounts
will determine which use case for audience overlap it falls under.
3. MAKING SURE THE AUDIENCE IS RELEVANT

Finally, in order to ensure that you are targeting the right audience,
you must assess the audience data. The number one overlooked
piece of data for influencers is their relevant influence on your
desired audience. Every following is made up of multiple segments
based on various criteria such as location, interests, gender, etc.
By learning the relevant influence, you can uncover who is best fit for
your brand based on the specific audience you're attempting to
target.

BRAND

AUDIENCE
DATA

ALIGNED
INFLUENCER
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FOURTH STEP: OUTREACH
BEFORE ANYTHING...

Yes, you're ready to reach out and have
the perfect influencer(s) in mind- but,
don't get carried away. It's best to
understand the acquisition funnel
before anything. Reaching out to
multiple influencers rather than one is
vital for outreach. To make your
campaign a success, be aware of the
fact that with each step there is a
chance of losing an influencer.
GETTING IN CONTACT

Now you've found an ideal influencer, built a system to find even
more alike while having evaluated them for authenticity. The next
step is to get in contact and discuss your next steps for a
partnership. The best way to do so is through email. When you
want to get in touch with an influencer for a campaign, big or small,
you should always do it through email.
WHY EMAIL?

Email is more professional, people are in a business/work mindset
when they are in their email.
You also have the ability to reach out through direct messages but
this isn’t alway the most effective method. Depending on the size of
the creator, they may get thousands of direct messages a day - a
majority of which are from fans. While fans do still have the ability
to email their favourite creators, they often stick to DMs so if you are
looking for a partnership, you’re better off emailing the influencer.
FINDING THE EMAIL

The easiest way to find someone’s email is on their Instagram.
Almost all creators and influencers will make the email button
available specifically for the purpose of collaborating with brands.
One thing to keep in mind is if a creator has a manager, you’ll want
to email them as opposed to the creator. You won’t need to worry
about finding their email as the creator will have it listed on their
page (in their bio).
TRUFAN INFLUENCER MARKETING GUIDE
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FOURTH STEP: OUTREACH
ONCE YOU FIND THE EMAIL, WHAT SHOULD YOU SAY?

First off, be concise as much as you can and get to the point. Start
off the email with a little bit about you, your product and why you
are reaching out to partner with the influencer. A lot of influencers
are purpose driven and prefer to work with products and brands
that they trust, like and are consistent with their pages values. We
recommend keeping this to 2-3 sentences.
In the second half of the email make your ask. Make sure that you
clearly define what you are giving them and what you would like in
return to ensure that there is no confusion.
Finish your email with a call to action asking them to respond and
let you know if they are open to the campaign. That’s it!
Below are two sample emails so you can get a better idea. The first
is offering products in exchange for Instagram Stories while the
second is inquiring about a post in the feed.
T E M P L A T E # 1 (N O N - P A I D)

Hey Creator,
My name is ____ and I am reaching out to you on behalf of X. X is a
____ company and helps you _____.We would like to offer you ____
for free in exchange for three posts in your Instagram Stories (one
per month).
Please let me know if you’d be interested and I can get you set up
with an account.
Regards,____
T E M P L A T E # 2 (P A I D)

Hey Creator,
My name is ____ and I am reaching out to you on behalf of X. X is a
____ company that helps you ____.
We would like to offer you three months access for free and are
interested in paying for a sponsored feed post. If you are open to
collaborating please let us know what your rates are.
Happy to answer any questions that you have.
Regards,____
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FIFTH STEP: MEASURE
A SUCCESSFUL CAMPAIGN

One of the most important aspects of influencer marketing is to
make sure that you are tracking the success of the campaign. You
want to ensure that the dollars you’re spending are providing
results. Let’s break down which metrics to pay attention to when
evaluating the effectiveness of your campaign.
Before starting, ask yourself questions like; Do I want reach,
exposure and awareness or do I want to increase conversions?
Whatever you decide will impact the influencers you partner with.
We recommend using a micro-influencer strategy for conversions
and a big influencer campaign for awareness but there are
additional factors to be aware of. After you’ve established what your
goal is and who to work with, run your campaign. Once it’s done,
take some time to review the results.
INCREASED CONVERSIONS

A conversion doesn't just have to be a sale, it can also be things like
donations and email captures. For our examples we’ll be using the
assumption that it is for a sale.
Where measuring conversions differs from reach (discussed next) is
that you can’t get these metrics from the influencer. You have to
track them internally. Here are some you can measure the success
through conversions on your next campaign.
You can provide the influencers you partner with, with their own
unique discount code that will show you how many people
purchased as a result of their post. You can also provide the
influencer with their own special tracking link that will show how
many people came to your site as a result of the promotion. A
similar technique is to create a unique landing page for each
influencer that they can share. This way you can cookie everyone
who lands at that page, track their behaviour and retarget them.
If you’re looking for a simpler way to do this, take the time frame of
your campaign, figure out what your year to date average is for that
time frame and compare it to the sales you had when running the
campaign. While not the most accurate, this will still give you a
good sense of how it performed.
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FIFTH STEP: MEASURE
A SUCCESSFUL CAMPAIGN

One of the most important aspects of influencer marketing is to
make sure that you are tracking the success of the campaign. You
want to ensure that the dollars you’re spending are providing
results. Let’s break down which metrics to pay attention to when
evaluating the effectiveness of your campaign.
BEFORE STARTING

Before we get into what you need to evaluate after the campaign,
you need to do is re-evaluate the objective of your campaign.
Now that you are well trained with the process, ask questions like;
Do I want reach, exposure and awareness or do I want to increase
conversions? Whatever you decide will impact the influencers you
partner with.
We recommend using a micro-influencer strategy for conversions
and a big influencer campaign for awareness but there are
additional factors to be aware of. After you’ve established what your
goal is and who to work with, run your campaign. Once it’s done,
take some time to review the results.
INCREASED REACH

If you’re looking to gain increased reach, the obvious stats to review
are reach and impressions. Impressions is the total number of
times a post was seen and reach is the number of unique accounts
that saw your post. Impressions is a more accurate number as
reach is often an estimate and not exact. Once you have these
numbers, you can figure out CPM, (cost per thousand impressions).
To figure out your CPM use an online calculator or the following
equation: cost/impressions x 1000.
You should also pay attention to the engagement metrics to see
how engaged people were in the post. The easiest metric here is
likes but that doesn’t always paint the most accurate picture.
Review metrics such as comments, shares, saves, and average view
duration (for videos if it’s available). While likes do count as an
engagement, they are easy to do. The other metrics outlined show
someone who took their engagement a step further to send it to a
friend, save it for later or watched a majority of the video.
TRUFAN INFLUENCER MARKETING GUIDE
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FIFTH STEP: MEASURE
INCREASED REACH

If you’re looking to gain increased reach, the obvious stats to review
are reach and impressions. Impressions is the total number of
times a post was seen and reach is the number of unique accounts
that saw your post. Impressions is a more accurate number as
reach is often an estimate and not exact. Once you have these
numbers, you can figure out CPM, (cost per thousand impressions).
To figure out your CPM use an online calculator or the following
equation: cost/impressions x 1000.
You should also pay attention to the engagement metrics to see
how engaged people were in the post. The easiest metric here is
likes but that doesn’t always paint the most accurate picture.
Review metrics such as comments, shares, saves, and average view
duration (for videos if it’s available). While likes do count as an
engagement, they are easy to do. The other metrics outlined show
someone who took their engagement a step further to send it to a
friend, save it for later or watched a majority of the video.
GETTING THE METRICS

To get all of the metrics mentioned, simply ask the creator to
provide them following the campaign. A good practise is to include
in the contract that they are to provide all metrics following the
campaign to make sure you receive them.

YOU'RE ALL READY TO GO!

By following this robust process, you are equipped to run a
successful campaign and keep track of its progress! Remember to
be specific with your needs and clear with your objectives. Below is
an interview done with a popular social media influencer on her
experience with brands. Try your best to understand the other side
and use the tips to your advantage!
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INFLUENCER PERSPECTIVE:

JADE DARMAWANGSA
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INFLUENCER PERSPECTIVE
JADE DARMAWANGSA

Before we get into a personal interview with Jade, here is a little bit
about her. Jade is an entrepreneur and digital strategist with over
300,000+ fans and followers, her personal brand focuses on social
media growth and motivation. Her content exceeds 8.2 Million views
via YouTube and Instagram. Check her out @jadedarmawangsa !
THE INTERVIEW

Trufan's very own Ali Malik got a chance to sit down with Jade and
ask her some questions on dealing with brands and what she likes
to see!
So Jade, let' s first start with how you got started
with Youtube and Instagram.
Yah for sure! I started YouTube when I was 9
years old. A year later, I started my own ecommerce business and saw that my account
was growing really fast. I focus my content
around my experiences with entrepreneurship
and digital strategy to give the best advice in
this era!
Awesome! Let' s get right into it, you mentioned
that these past few years you started to work
with brands on ad placements. What were those
brands and why did you choose to work with
them.
I work with brands that I believe will provide
value to my audience. In the past I have worked
with GoDaddy, Vocal and some camera
companies. Even though I may not use some of
the products, I know it would be of use to my
audience in their work. All in all, i’ m very
community-focused when it comes to deciding
on what brands to work with.
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INFLUENCER PERSPECTIVE
Nice! When these brands or any other brand has
reached out to you, what were some things that
stood out to you?
The subject line always grabbed my attention, I
have seen some say “I thought about you the
other day” and others use emojis and I think it’ s
very appealing! I only click on personal emails,
as the brands are taking the time out to get in
touch with me personally and not using a
generic message.
Then what would be some red flags?
I find it very unappealing when brands use weird
fonts and letter sizing along with no profile
images or sent the email from an “info@” email.
The longer the email, the less likely I am to read
it and the same goes for DMs. I would
recommend DMs to be used for bumps rather
than alternative to an email.

What makes an offer or deal “sketchy”?
I stay away from affiliate based deals, mostly
because there are brands that want to take
advantage of an influencer and lack the respect
with smaller budgets. I can tell a brand is a
waste of time if they mention their partnership
program right off the bat, assume that you’ re
interested in the first email and don’ t bother to
customize their message to your contents
purpose.
Thanks for the tips Jade! I’ m sure this advice will
come in real handy for many brands, marketers
and influencers alike!
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