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Overview
As a new brand, one of the most effective ways to market 
your product is through the use of an influencer.

An influencer is someone who has built a reputation for their knowledge and 
expertise on a specific topic. Social media influencers can create trends and encourage 
their followers to buy and interact with products that they promote. 



Goals
We have defined 3 primary goals for our influencer marketing strategy:

Brand
Awareness
Get more people to 
know, recognize, and 

like your brand.

lead
generation
Get more people to 

sign up for your lead 
magnets and offers.

overall
sales

Get more people
to purchase your 

product.



S o c i a l  M e d i a  O b j e c t i v e s

Use social media and other grassroots approaches to create a relationship between Vayska and our target audience

That finds your content relevant through strategic following and networking on social media

• Social media following on 
  Facebook and Instagram

• Relevant content to post 
  making social media a 360º 
  experience for followers 
  all year

• Vayska’s brand in all promotional touch 
  points & ensure communication 
  connects to one of the three goals
• A consistent voice that resonates with 
  target personas

• Website Sales
• Monthly Page Views
• Date Collection on Website
• Social Engagement 

• Users to the website
• To data collection on website 
  to capture for retargeting

• Different tools within each social media 
  platform (Stories, polling, location tags)
• Influencer marketing and strategic
  networking to gain new audiences



C o m p e t i t i v e  a n a l y s i s



K e y  P o i n t s  o f  r e s e a r c h

Demographically, outdoor consumers look much 
like the U.S. population and represent a broader 
market of people outside and being active than 
historically targeted by the outdoor industry.

Live in cities. Those 
consumers tend to be young, 
diverse, active, and spend the 
most money on outdoor gear.

More than one-third report that they used to be 
more active, but are looking for ways to stay active 
during their everyday lives and into old age.

The biggest motivations for getting outdoors were the positive benefits of sunshine and fresh air, 
spending time with family, and having fun. There are also suprisingly few barriers preventing consumers 
from going outside. Only 11-12% of outdoor consumers agree with the top barriers, which includes a lack 
of free time an the cost of some outdoor activities.

Over 30% are interested in trying new outdoor 
activities and report that they are making a 
considerable effort to spend more time outdoors.

• About half are female
• almost half are 25-44 years old
• over one third are minorities
• one-third live in the South

34% Have kids at home, and believe they 
are raising the next generation of 
outdoor consumers. 43%

Wants to stay active Wants to try new activies



K e y  P o i n t s  o f  r e s e a r c h  c o n t .

Use technology for 
something outdoor related

Use technology to read 
product reviews and/or 
compare prices

Annual spend on apparel, 
footware, equipment, and 
electronics for activities.

70% +20%

$465 Durability, Quality,
and Comfort

Use technology to discover 
new brands or find new 
places to shop.-20%

Many use tech to make their outdoor experiences more 
social. Those who use smartphones use them to stay in 
touch, those who use Facebook or Twitter do so to share 
their outdoor experiences with others. YouTube is most 
often used to find inspiration or learn about a new outdoor 
activity. Google is used to find new places to explore.

While price ranks high in importance, function and versatility are key in influencing purchases. Convience and 
products for the entire family are also important. Many outdoor consumers have a “good is good enough” 
mentality towards outdoor products, citing they don’t need the best gear or equipment on the market.

Consumers are looking for outdoor gear that not only supports their active lifestyle, but allows them to 
express their beliefs and values through the brands that they choose to wear, and to feel good about 
the consumption decisions they make.



H y d r a t i o n  P a c k s  M a r k e t

The global hydration packs 
market can be segmented on the 
basis of product type as:

Vayska’s target market has been identified 
using in-depth market research of the outdoor 
consumer market as well as the global 
hydration pack market. 

The global hydration packs 
market can be segmented on the 
basis of capacity as:

- Sports
- Running
- Cycling

- Trekking and Hiking
- Military
- Others

- 1 to 3 liters
- 3 to 6 liters

- 6 to 10 liters
- 10 liters and above

Location: 1/3 of the outdoor consumer market 
lives in the Southern United States
Technology Dependance: High - 70% use 
technology to share experiences on social and 
conduct product research

25-44 61% Male
39% FemaleYears of Age



B u y e r  P e r s o n a s

Taylor

26
New
York

NOrth
Carolina

38

JOSH

Values: Training for 
marathons, comfort, 
aesthetics of gear 
Challenges: Not being able 
to run long distance, gear 
won’t hold everything she 
needs, budget

Values: Durable gear, quick and 
easy clean up, spending as 
much time as possible outdoors
Challenges: Needs products 
with less upkeep, 
uncomfortable storage, 
professional gear price pointBar Tender

Sales Rep



T a r g e t  M a r k e t  O v e rv i e w

How Vayska Connects
with target consumers

Recommended Types Of
Influencer Campaigns 

Typical Influencer 
Campaign Costs

1. GIFTING - Give free products and services to an 
   influencer in exchange for a review or mention

2. SPONSORED CONTENT - Pay for your brand to be 
   featured on an influencer’s blog or social channel

3. AFFILIATES - Provide a unique code that gives
    influencers a percentage of each sale they drive

4. CO-CREATING CONTENT - Partner with an influencer 
   to create content that is featured on your website, 
   their website, or a third-party website

*Or free product in return for product review and post on social media

Experience Driven
 (#paintyouradventure) 

Sense of Adventure
Active Lifestyle

Practicality 
Low price point 
Social Driven 

*Costs are approximate and largely vary per influencer and project. 
The numbers below are meant to provide a general approximation 
into the cost of an influencer, solely based on followers.
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W h o  t o  w o r k  w i t h

*Costs are approximate and largely vary per influencer and project. 
The numbers below are meant to provide a general approximation 
into the cost of an influencer, solely based on followers.

Kelsy “Beamer”
Filler

@kelsytheshort
3,354 followers

brian

@dudewheresmycamera
7,218 followers

Samuel

@samgoeswest
4,380 followers

Steven “Candid”

@stowawaysteve
11.6k followers

Francesco 
Lorenzetti

@frankadventure
11.4k followers

Sara “Drops”
Valley

@saraanna_
3,308 followers

Kelly

@kellll_bell89
17.1k followers



m e a s u r i n g  e f f e c t i v e n e s s

Key Measuring metrics

Questions?

Current Account Standing
BRAND AWARENESS METRICS: website traffic, page 
views, social mentions, time on site, site users 

BUILDING BRAND IDENTITY METRICS: social mentions, 
PR coverage (number of articles, links or hashtag users) 

AUDIENCE BUILDING METRICS: opt-ins, follows

ENGAGEMENT METRICS: shares, comments, and likes

LEAD GENERATION METRICS: opt-ins

SALES METRICS: new sales, revenue changes, price 
per ticket 

ARO will gather metrics at the end of each 
influencer campaign. We will adjust the 
strategy as necessary to ensure KPI’s are 
met. Reports will be generated to be 
submitted to Vayska at the completion of 
the influencer campaign. Should the 
campaign last more than one month, ARO 
will gather a report at the end of each 
active month. 

contact@aroinc.com  |  423-262-6339

Facebook: 
• 9 likes

• 9 follows

Instagram: 
• 4 followers 

• 0 Posts


