The Tricks & Treats
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Influencers are who

have in a
specific industry. They have to a
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Social media icons with a great following and credibility
within a certain niche. They could be:

Industry
Experts

YouTube
Users

Bloggers Activists

Celebrities Enthusiasts




The Successful
Influencers

Kylie Jenner

A118.5 Million followers

AOne Million Dollars
per sponsored
Instagram post
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Influencers

Paris Hilton
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The Reverse
Influencers

Snooki
ATheGucci Purse

Mike
oThe Situationd
AAbercrombie Fitch
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Aggressive Not Assertive

Persuasion

U The action of persuading someone to do o
believe something.
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What Is a seetat
media

influencer?

Defnton: Whatis a socd maeda inuencer? (nd.). Rerieved February 08, 2017,

from ep s waw pdes comdefintions/ deliniton socal-media-nfuencer

Influencers are

have
specific industry. They have

large audience and can
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Influence:

Definition: (Merriam)

~ The power to change or affect someone or something :

~The power to cause changes without directly forcing them to happen

~ A person or thing that affects someone or something in an important way
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Influencer
Basics
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“Stand up straight and
realize who you are,
that you tower over

your circumstances.”

Maya Angelou

% lifeyum.com

Influencer Basics

A 7%, 38%, 55%

A Power Poses

A Move Deliberately & Be Sitill
A Duchenne Smile

A Smoke & Mirrors




4Pillarsy Relevant Voices

Influence

A Matt Russell founder of

Build Inspire

Trust Alignment jMomentum Belief C‘) A I I o) f U S
Trust is the Communication Momentum is Belief is the fuel
. bridge that is the vehicle the engine that that keeps others A Stu d e n Df J O h n

connects us that allows you to gets others moving forward
to others reach others behind you

Maxwell

AoFour Pillars o
Leadershipo
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Relevant voices

A BradfordCohen
Influence Without
Authority (IWA) Model




Relevant voices

Y0 i )y
Liking  Reciprocity Authority Robert Cialdini

Influence

Ay |
Social Proof Scarcity Consistency : '

psychology |
i zf Persuasion |




Influence Without Authority
My Big 6




#1 Know Yourself

A Vvam PII€ Srational

A Strategic, intense, not emotional, technical

A DeVi IS(Guardian)

A Logistical, rules & regs, organized

A W|tCh eSArtisan)

A Tactical, clever, problem solvers, risk takers

A GhostSydeaisy

A Intuitive, emotional, altruistic, collaborative




