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Executive Summary
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Background

* 49% of consumers rely on trusted social media influencers for recommendations when making
purchase decisions.

*  Majority of consumers prefer following influencers who look and act like them, instead of celebrities.

Problem
There’s currently no online destination where consumers can easily find social media influencers that look
like them.

Methodology
Software Development Life Cycle (SDLC) Waterfall Model

Opportunity
Building a website that fills gap in the market by providing users with an easy way to find social media
influencers using customizable search parameters.

Conclusion
+ Design: all design decisions to be geared towards consumer.
 Format: website format best for initial MVP due to time constraints.
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Measures of Effectiveness

Timeliness

There’s currently no website where users can easily find
influencers that look like you. A central MOE relies on being the
first product to answer this gap in the market.

Ease of Use
Website must be intuitive and easy for users to find influencers
that look like them.

Cost of Implementation
The MVP must utilize tools that are free and/or low-cost as budget
is minimal.




Scale

Low Below Average Above High

I ‘ average ‘ ‘ Average ‘ |

1 2 5 4 5

Values given on scale from 1 to 5, 5 being greatest value

Values given based on professional experience and industry metrics
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Experience

* 6+ years in influencer marketing

Motivation
. {:I)It a standard body type, big and Byl
* Hard to shop for clothing, in- Fixodent

person and online.

*  Personal sizing can range from
XL to 4XL depending on brand,
product line and/or supplier.

* Need for one-stop-shop to find
models/influencers that looked
like me using products online.
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Work Plan



Recommendations to Client

* Most important stakeholder is consumer

* Market ready for consumer-driven influencer search hub

* Value resides in consumer trust in influencers

® Majority of consumers prefer following influencers who look and act
like them, instead of celebrities.

« Ease of use key MOE

. As consumers are key stakeholders, adoption relies heavily on ease
of use across broad age demographic

« Suggest clients complement existing services with consumer-driven features

40
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Future Work
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Future Work

Data
« Add additional social network data for inclusion into Like You
* Expand search parameters to include fit
* Make data dynamic, real-time search

Users
+ Influencers: Add capability for influencers to add themselves to database, claim profiles, add self-reported
data and contact info
+ PR/Brands: Monetize database with PR/marketing/brand teams by facilitating influencer sponsorship and
product releases/campaigns
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Future Work

Embedded Application, Brand/POS Focus
» Create embedded application (similar to TrueFit) for brands to embed within POS websites

+ After taking a quick questionnaire consumers are shown images of pre-selected brand influencers
wearing/using product in suggested size.

Brand | FORCE FERNDALE ZIP-FRONT == S Suggested Sizing, Influencer Images

POS HOODIE Questionnaire

Website $43.99 STYLE #102529 Size: 1X Size Chart
i3 TRUE FIT

COLOR: Bright Coral

QUANTITY: In Stock

1 - + ADD TO CART

WHAT IS YOUR BRA SIZE?

WP 2X | 2P 3X \Q&

Great Fit! Your True Fit Size: 1X Leam More

ips stan m Qiy: "
. . . this Rom wit #1 you best in size
— e O 11X Il
WHICH SIZE FITS ME? ) > BAND S2E 5
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Future Work

Influencer & PR/Brand Monetization — e @
 Build out opportunities for LIKE Searcn
YOU to connect influencers with R
PR/Brands
-
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Design

Frontend

Softr was used because:

+ easy backend integration with
Airtable via RESTful API calls
* responsive design

S | Softr

Find influencers that look like

E’J'(-.}l." b
w For those times when you can't fouch, feel
and ry on in person

G Because product photos never tell the
whole story

Q Search for influencers using multiple

paramelers

SEARCH NOW =

So intuitive, so like you..
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Design > g Airtable

Backend

<k U yow search * e D

Airtable was chosen because: G Doy - @ O Vim wi @

+ easy database management

* multi-user capabilities

* easy integration with other
applications via RESTful API calls




