QUESTIONS TO ASK

[

How many and what types of campaigns should we plan to engage with our target market?

How often and during what times of year should we implement the campaigns?

Should the campaigns have a theme? If so, what kind of themes should be considered that will be of
interest to our entire target demographic?
Why should people want to engage with the campaign or with the brand? Are there different
motivators for different consumers? What's in it for them?

How should we promote our campaign? What channels do we need to activate on to promote this
campaign and target the buyers where they consume content?

How can we increase sales among the communities that reflect our company’s values?

Who do we want to engage with the brand or the campaign that represents our company’s culture
and fulfills our objective?

Should we have more than one campaign for different audiences? If so, how many?

Who do we need represented to ensure the marketing message is

diverse and caters to all of our customers, clients, etc.?

What do we need to change before finalizing our Influencer

Marketing plans?

What other information do we need, including feedback, to prepare the

campaign’s Scope of Work (SOW)?

What additional information or feedback do we need to create the

influencer brief/contract?

FOR MOST OF THE QUESTIONS IN THIS SECTION]



GET DEI RIGHT IN THE INFLUENCER PARTNERSHIP
RECRUITING PHASE

QUESTIONS TO ASK

e Are we enlisting a broad variety of influencers who reflect our target audience, represent our
company's culture, and help us meet our campaign goals?

¢ Are we offering the same and fair compensation to influencers with similar qualifications and
requirements?

e Are we providing equal opportunities to a variety of influencers (those who reflect our buyer
persona)?

¢ Are our influencer expectations and requirements the same for all involved?

e Do we provide the same resources to influencer partners so that we give everyone the same chance
to offer a high-quality performance?

¢ Do we use language and terminology that is respectful and appropriate for all the creators we
partner with, avoiding stereotypes?

e Do we give influencers a seat at the table and a voice, including welcoming dissenting or vastly
different perspectives?

¢ Do we seek, listen to, and implement feedback, input, suggestions, and push back to ensure we are
creating content and creative assets that resonate with our target market?

GET DEI RIGHT IN THE CAMPAIGN EXECUTION PHASE

QUESTIONS TO ASK

¢ Do we have an approved SOW and brand messaging that went through rigorous reviews from
internal and external team members who reflect the target market?

e Are we committed to executing the campaign in alignment with the approved SOW and brand
messaging?

¢ Do we encourage influencer partners to follow the contract, including using approved brand
messaging, while encouraging them to use their authentic voices across their blogs and social
media platforms?

e Do we perform quality-assurance reviews and require influencer partners to make modifications to
ensure content and creative assets are in sync with the agreed-upon, reviewed, and approved
brand message points and objectives?

o If influencer partners give us feedback during the execution phase, especially as it relates to DEI
missteps, do we listen and take action?

« Do we monitor consumer feedback, sentiment, and reactions to the campaign?

¢ If consumer sentiment is not positive, do we respond promptly and in line with a well-thought-out
crisis-management plan?

 If DEI-related mistakes occur, do we communicate early and with care, concern, and empathy? Do
we listen and, if appropriate, validate, apologize, and share how we will right the wrong?

¢ At the campaign’s conclusion, do we hold a debrief meeting to identify areas of excellence and
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DEI ACTION STEPS

The answers to your DEl assessment questions reveal your DEl areas of excellence and areas of
improvement. Let them be your guide in creating a DEI improvement plan using the table below with
quantifiable and deadline-driven action steps. The way to do this is to create tasks with resources
(human or non-human), deadlines, measurable desired results, and the metrics tools you'll use to
gauge whether you met your goal.

DESIRED
TASK RESOURCE DEADLINE TOOL NOTES
RESULTS
EXAMPLE: Create a | Writer, editor, Friday, May 27 Completed style N/A Refer to Forward
DEl style guide for | graphic designer guide shared Influence DE/
our Influencer with applicable eBook.
Marketing practice. parties.
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When a brand takes a stand on DEI, it
immediately builds a positive brand
perception in consumers’ eyes. This
links to an increase in brand
effectiveness, and significantly lifts
purchase intent and loyalty.

— Campaign Monitor

LET’S CHAT|p

SOME OF OUR SERVICES
Ambassador Programs +  House/Virtual Parties/Events +  Shoppable Content Campaigns
Blog Tours *  Hyper-Local Campaigns +  Shopper Marketing Campaigns
Conference/Retreat Organization . Press Events + Sponsored Content Campaigns
Conference Sponsorships * Ratings & Reviews +  Social Media Amplifications (all channels)
Contests & Promotions +  Retail Events *  Surveys

CONTACT: JYL JOHNSON PATTEE / JYL@FORWARDINFLUENCE.COM
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