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YOUR BRAND]’s SOCIAL AUDIENCE
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URBAN MAVERICKS

This audience is driven by both movement and meaning. They’re highly
engaged in health and wellness, with a strong affinity for activities like

running and cycling. But their interests extend beyond physical

pursuits—they’re also creatively inclined, with passions for photography,
drawing, woodworking, and design. To truly capture their attention, we

need to meet them at the intersection of art and action: beautifully

curated, cinematic content set against urban backdrops that reflects both

their active lifestyle and their creative sensibilities.

GEOLOCATION: JOB TITLES:
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Movies > Genres > Action Movies > Studios
Spectre A24
4.94% 4.58x

Podcasts > §
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Deus Ex Machina Harry's Herman Miller Vermont Blue Bottle Coffee The sill Away Luggage
Motorcycles Mens Home Furnishings & Houseware  Destinations Coffee Gifts Luggage
53.45 x 24.91 x 11.87 x 8.25 x 16.51 x 11.25 x 13.94 x
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D: runnersworld , runnersoi
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Global running coach and Peloton
instructor known for her
high-performance training style and
marathon expertise.

Justin Williams
Professional cyclist and founder of
L39ION of Los Angeles, known for
championing diversity and redefining
the culture of competitive cycling.

Kate Mackz

Brooklyn-born fitness and running
content creator best known for
hosting The Running Interview
Show on TikTok and YouTube,
where she interviews celebrities and
everyday people while running in
public spaces
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Tatiana Serur
NYC-based runner, creative, and
community leader known for
empowering women through
movement and storytelling in the
fitness space.

Will Taylor

Interior designer, founder of the
lifestyle blog Bright Bazaar, known
for his vibrant approach to design. An
avid runner and fitness enthusiast, he
frequently shares his passion for
active living.

Berto Clemente
Wellness content creator focused on
solo running, vegan lifestyle and
travel. Has a fun “Dash & Dine”
running/foodie content series.
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CAMPAIGN STRATEGY

PLATFORM FOCUS

[YOUR BRANDS] core audience social usage indexes highest on Instagram. The platform historically
consistently delivers the most stable and reliable performance when evaluating view rate and
engagement rate. With high visual engagement and strong community alignment, Instagram is ideal for
storytelling, fan connection, and driving consideration. That said, if TikTok plays a key role in the paid
media strategy, we can flex accordingly—either by leveraging Instagram creators who also have TikTok
accounts for dark posting, or by adjusting deliverables to include TikTok in-feed content syndication.

CREATOR TIER ALLOCATION
A blended creator tier approach not only maximizes reach and relevance across audience
segments but also provides a robust and diverse asset pool for paid media testing and

optimizations.
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* Macro Tier Creators (1%) — Reach & Authority

* |deal for broader awareness, credibility, and initial hype
* High- Mid-Tier Creators (33%) — Engagement & Influence

* Strong trust within niche communities; perfect for storytelling and lifestyle integration
* Low-Mid Tier Creators (66%)— Authenticity & Local Reach

* Drive high engagement and localized traffic, especially among families and community
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CAMPAIGN STRATEGY

FORMAT STRATEGY

In addition to Instagram Reels, we recommend utilizing Instagram Stories (2—3 frames) to drive cost
efficiencies and expand our asset pool. This format allows us to capture static content without
incurring the higher costs associated with in-feed posts, while also aligning with platform best
practices. Stories are Instagram’s most effective format for driving traffic and are ideal for short,
action-oriented content that supports clear, compelling calls to action—making them a strong asset
within both our organic and paid strategies.

STRATEGIC LAUNCH FRAMEWORK

* Phase 1 — Organic Pulse:
* Creators post authentic content around key game windows

* Focus on passion, matchday experience, family-friendly angles

* Phase 2 — Paid Amplification:
* Boost top-performing organic posts

* Retarget engaged users with new creative from a fresh set of creators
* Maintain message freshness and move audience down the funnel
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CREATIVE THOUGHT STARTERS

Runners High Society

* A cheeky, aspirational spin on exclusivity, creators treat their local running club like an elite social circle,
complete with rituals (morning runs, coffee stops, [BRAND] fits). Think “old money runner aesthetic”
meets real community.

One Mile, All In

* Creators highlight the power of one mile—whether it’s their return to running, pushing their pace, or
reclaiming time for themselves. micro-goal series shows [BRAND] gear in moments of grit and
intention.

Personal Bests, Personal Style

* Creators reflect on their evolving relationship with running and gear. Highlighting how [BRAND]’s
timeless designs make them feel fast, capable, and confident, no matter the pace or age.

Content Strategy

Create visually compelling, storytelling-driven short videos (TikToks/IG Reels) that explore the emotional,
physical, and stylistic journey of running. Use mockumentary-style narratives, POV storytelling, and
voiceovers to highlight pre/post-run rituals, personal bests, and the deeper mindset behind the miles.
Feature diverse backdrops—city streets, trails, tracks—and emphasize both performance and style. Layer in
captions or text overlays to reinforce themes like commitment, focus, and community, with a tone that
blends grit, authenticity, and understated cool.

BENlabs °



RECOMMENDED CAMPAIGN TIMELINE

Pulse 1 Pulse 2 Pulse 3 Campaign
« Organic Content Live « Organic Content Live « Organic Content Live wrap Report
o 7-9 Assets e 7-9 Assets e 7-9 Assets

T T——T—r

\ }

Pulse 1 Pulse 2 Pulse 3
Paid Media Paid Media Paid Media
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[YOUR BRAND]’s — SAMPLE TALENT

i
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66.9K Followers 309K Followers 206K Followers 50.8K Followers
33-time marathoner and mom sharing Daily runner for 5+ years and Viral street-interview creator NYC-based runner merging strength,
honest, relatable stories about balancing cross-country runner with an infectious, capturing authentic, spontaneous distance, and urban running community
family, mental health, and running. positive community-first spirit. running culture from real people. with approachable, goal-driven content.
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https://www.instagram.com/mileposts/reels/?hl=en
https://www.instagram.com/hellahgood9/reels/?hl=en
https://www.instagram.com/katemackz/reels/?hl=en
https://www.instagram.com/cchungy_/reels/?hl=en

MEASURING CAMPAIGN SUCCESS

ORGANIC & PAID COMMENT SENTIMENT ACTIONABLE LEARNINGS BRAND LIFT STUDY
PERFORMANCE
‘ ‘ _ Evaluating audience sentiment Gather insights that can be Customized to [YOUR BRAND]’s,
Fonte:t V|ews/|mpres:|or;s, around the partnership and the used to optimize future the study evaluates if organic
RS racﬁ?kir;gnzg:rcnpei? RIS, brand bz?sed on engagements campaign pulses. exposure to influencer content
' with the content. moved the needle for the brand
across key KPIs — awareness,
consideration, purchase intent.
View Rate Benchmark: 15% Benchmark: 70%+ Positive or Neutral Sentiment

*Incremental Spend- BENIabs Recommends

BENIlabs 9



INVESTMENT BREAKDOWN

Strategic Intelligence

$20,000

Audience Intelligence report for
[YOUR BRAND]
Competitive Audience Analysis (3

DELIVERABLES .
Competitors)
List of 50 Creators vetted by our
audience and brand safety tools
PAID

AMPLIFICATION

Micro Creators — 25K — 50K Followers
LMid Creators — 50K -250K Followers
HMid Creators — 250K — 500K Followers
Macro Creators — 500K — 1M Followers
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End-to-End Execution

$50,000

4 Creators
6-8 Assets — 1 I1G Reel/TikTok + |G Stories

* 1x High-Mid (250-500k followers)

* 1x Low-Mid (50k-250k followers)
* 2x Micro (<50k followers)

2.8M Estimated Impressions
70K Clicks

Recommended Option

Large Scale Campaign

$150,000

10 Creators
21 Assets — 1 IG Reel/TikTok + IG Stories

* 1x Macro (1M+ followers)
* 1x High-Mid (250k-500k followers)
* 8x Low-Mid (50k—250k followers)
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WANT TO TAKE THE NEXT
STEP WITH YOUR PLAN? A,

Pick a time!

Meeting duration

What time works best?
Showing times for July 8, 2025

Feeling the spark? Let’s turn this game-plan into a live < July 2025 UTC -04:00 Eastern Time

campaign. Book a quick strategy review and we’ll:
SUN MON TUE WED THU FRI SAT 11:45 am

_lJValidate the influencer mix against your goals

12:00 pm

Pressure-test campaign pulses & creative angles c 9 0 u 1215 pm

3JAlign budgets to the impact you need 4 15 16 w18 —
Grab a time below and let’s make the plan real. 48 2B M 2

12:45 pm

1:00 pm

Schedule your Private Strategy Review
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https://meetings.hubspot.com/anna-teffeteller/influencer-strategy-guide-request
https://meetings.hubspot.com/anna-teffeteller/influencer-strategy-guide-request

