INFLUENCER
MARKETING

powered by UPA

Influencer marketing: from celebrities to community
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True influence is about
leveraging authenticity.



INFLUENCER’S PYRAMID

+1M 1,5%
Followers AVG ER

AWARENESS
Aspire to be like

Celebritae personalitache hanno
guadagnatofamaperil loro
talentosiasuisocial media

che nellavitareale.

100K - 1M 2,5%

VIACRQO
MACR Followers AVG ER

ENGAGEMENT
People | trust

Audience ampiae diversificata,
forte influenzatra consimili.

10-100K

Followers

TRUST
People Like Me

1-10K

Followers

3,5%
AVG ER

7%
AVG ER

Persone conun ‘fresher’ POV
Appassionatiche recensiscono i
prodotti. Alto engagement conil
brand.




QUALITATIVE CRITERIAS

PROFILING
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Gli influencer devono
incarnare lo spirito di
EssilorLuxottica di
innovazione e
elevation
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Gli influencer devono

identita distinte per
rispondere a:
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essere selezionati con

*Brand DNA
*EssilorLuxottica Values
Categorie (sun/optical)
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standard di brand:
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Gli influencers devono
essere in linea con gli

*Esteticamente coinwolgenti attraverso il proprio stile
personale

*Buon atteggiamento e linguaggio

*Contenuto aspirazionale, al passo con itempi ed
educativo

POWERFUL KPlIs
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| profili devono dimostrare
di essere sufficientemente
potenti in termini di reach,
interazioni ed ER
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Gli insight dei profili

devono rispondere agli
obiettivi della campagna:

Insights necessariper la valutazione dei talent:
* Awareness:avg reach & avg impressions & ER
*Conversion: avg reach & clicks
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KPIs per il report di
termine campagna:

* Awareness:reach,impressions, ER
«Conversion:clicks, CTR, traffic, sales/appointments
booked
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Tutti i profili dovrebbero

rispondere ai seguenti
criteri IG:

*Real followers >50%

*Follower base nel paese diriferimento >50%
*Target eta in linea con brand

*% fanbase male o femaleinlinea conil prodotto




NANO & MICRO-INFLUENCERS

People with an edge ‘fresher’
POV.
Enthusiasts who rate and
review products.
Highly engaged with a brand.
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MACRO INFLUENCERS

Large and diverse audience
High influence among peers.




RAY-BAN STORIES CREATORS
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RAY-BAN STORIES PRESENTS
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RAY-BAN STORIES CREATORS & COMMUNITY
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TOP INFLUENCERS

Celebrities and personalities
rop * who have gained fame for their
talent both on social media and
in real life
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