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BEFORE THE ALGORITHIV

e UNDERSTAND YOUR SUBCUITURES - OR CREATE THEM!
e FIND THE “Buz22 HuPS AND SEED YOUR BRAND
o BUID RELATIONSHIPS AND FIND PEOPIE WwHO will

PROMOTE YOUR BRAND
o KEY LESSON: AUTHENTICITY WON BACK THEN AND STILL
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EFORE THE ALGORITRIV

BUSINESS RESULT: DOUBLED THE BUSINESS
IN FIVE YEARS
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THE FOUNDER IS5 THE INFLUENGER

o SAM vS. DAN: SAME VALVES, DIFFERENT APPROACH

o MANAGING THE EGOS AND BUSINESS RELATIONSHIPS IS
CHALLENGING

e KEY LESSON: YOU GOTTA BE TOUGH TO IMPLEMENT A

PROCESS AROUND A STRONG-WLIED FOUNDER
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VIGRO INFLUENGERS

e THE CPHM CAN BE REALLY lOWV.. LIKE 37!

o BUT THE REAL COST IS THE INVESTMENT OF TIME
o NEGOTIATE LIKE CRAZY

e FIND YOUR VINNERS AND STICK viTH THEM

e WORK VITH THE PROS
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VIGRO INFLUENGERS

o CASE STUDY: CWVISCODIVERARS

ooooo

wHY IT WORKS FOR VUS:
o DIRECT HIT FOR TARGET CONSUMER
o ENYOYS REPPING THE BRAND VIA SOCIAL AND o T
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GELEBS & MUSIC

o CONDUCT A BACKGROUND CHECK

o EXPECT A RIGOROVUS NEGOTIATION PROCESS

e AUGN WVITH THE CONTENT PEOPLE THEY MAKE
IT HAPPEN

o TRUST YOUR GUT

e DONT EXPELT THEM TO BE AN AD AGENC)

o BE SPECIFIC ON CONTENT DELWVERABLES
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GELEBS & MUSIC

YOU'LL NEED TO BUID T™WO MODELS
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2) BRAND IMPRESSIONS

= |_;. '.‘,-'-'
m > “A} Q/ ‘

THE INFLUENCGER

VIARKETING PLAYBOOK

20 VEARS
IN THE MAK|NG




GELEBS & MUSIC

OVR MODELS:
o CONTENT PIPELINE
> 2 “ORGANIC POSTS PER MONTH
> 2 DAYS OF CONTENT PRODUCTION PER -
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GELEBS & MUSIC

e OUR MODLIS:
o BRAND JMPRESSIONS:
x ORGANIC REACH THROUVGH OWNED

CHANNELS e
= PAID REACH VIA FB, 16, VT R 0]

=y e LY i\
—i 6 ¢ ¢ =|

THE INFLUENCER
MARKETING PLAYBOOL

20 VEARS
IN THE MAK|NG

h \ E
N =
" N N

e




QUICK LINKS

WELCOME TO THE

A GUTCH HISTORY LESSON

YUENGLING PORTFOLIO

ONBOARDING GUTDE

YUENGLING

CONTENT S TEATECY
* Tusngieg Partoke = Sy Gvarsiea

= Content Guidkline

Yuengling® Traditional Lager

wWinen rhia 19h-ceniury Yuarging recipe wom ravhead I 1967, B quickey
- bacome o senaaiion ond o s fagbip of Teanghng's porticin
» 2004 Colmsriar -] . [ | [ Srazied by tee GenTTOr-ihde gers of Bovocin, this Lniquety Smasian
Sty clasuz Sscrures o rch coramelaed Aovar and desp arbar coiee Oreesd
fF 5 = - ey r ! with dmencon Coacads ond Clusher hops ond crataed with o dghier
Sl Jurm L g by, B daleen assapronal bobmnes ond edssgsmend
- Belat Ope'tn q i
Susgunt - - H
EWER Smpmmtar Treditizna Lighe Leger Btk & Tan  GolSes Piwsar  FLIGHT by hdzbarien W caremd | 13§ ain
axicher Lager Yaenging [l
Aam T
Murnsbe [l
Cecamis
uz
i TR A FLAIZngr s Dy TGS SvaiTie pear sund i aX of e ping'T monkate. Aol
spacicky Dewrs onid recuaral sekeceey oo be foad on i1 v % B
‘ ] 0
¥ 3 3 1
& G G E st bty Seworia P
-
[ruengling® Black & Tan| Yuengling® Golden Pilsne E FLIGHT by Yuengling® Tt VADEDS IMAGES
3 b W TR ORI R R S S e
i =ire )
Iruporsd oy tha Engheh pus drad e ol S50 "ha B & hail™ pour, i dark .
baar combinem $3% Tumnglng arich in loger-brewed like o Bakic Do in 328, this baer b the peodect of Yuanglings sk perenchicm ard PR T ooyt it Ef o gy e o Rrwar g ] PR .
iha Forier wiih 40% of our poie Fremsum Lage: The cessh it a beer fhals rarhy %ac carsurian of Garrean-itpls bevwing. This sirimending madem e e, g It o by ¥ clirien ] oo bay RIS L T . a1 S 34 .
e codes wis fie sathdeng roamed coffes fovon faund n parhers 0ad milares iy pke goidin color ond clean in Aovar. with @ ancEsy Aop tie { Feaat Ganaroeon. of Light Deer®. Aaim the S weh thi ecay crinking, v e Mg kil i ok
. H sty but witt Sie cean fnahof o coks-fermermed g that wil shrruioie pour ozpetiie an it quenches your . | Fhon, orisp, ard sirsahing bear from s cideet brovisry A marion. 4 2 ol gl N v v o gk
: i v oot e bees ciarky o Garh The Segioning 0n 8
o e e il e P o . P iy abiin i G u I D E LI N Es i i ety gt | P i
Bunnty  Fwart Pube, Cariimi & Blaik | Lb§ peTy Wahded Mep Rivta P & Richedle Maash 0 T i By Bl Pole b ey T [E. s V= * Lsa wir g v
Wy e it B T 3 e
Badisd Hedhi Lght Pile il L] Praeh Buatuad & Bimaliy 5
R et s b A T
v ok ot s o e el
’ ' * i
& &

MANDATORIES

USE BRANDED a s

HASHTAGS

EMDOREEMENT

" POST COPY

e N HASHTAGGING GUIDELINES

i habgad cosiritssegn | s gy S GUIDELINES sk LEGAL

= ; | el s COMPLIANCE
vaumne T :}Hl'm“;;':;‘t‘f"“““:mm e

FACLROOK

14

PLATFORM-SPECIFIC DISCLOSURE PLACEMENT GUIDANCE

WERTICAL PORMAT

S | mansiny

ERSTAGRAM

TAGGING
GUIDELINES

15

DO’S & DON'TS

16

17

APPROVALS

18

HOW-TO SET UP
PARTNERSHIP ADS

IETE [Eacacead
PROCESS S S ol e e o e i e
Liwhapuan: L
'z

22

PROCESS

* ol be seri o Hypedudios nk is upiced
pom drofen for tesiee

bk ansiapprrash will be commcied
wrizoe

1
|

& TR D T and il TSty M EOT 1R
T oy connan 18 thad

S A e

23

Braft 4t sppeaved

g The KR B P B 1o

o i e e G Cade
g o TP e TRk g ol e

R A T T
e e i b an

3
= b G T S W e Dk T g

O Vi L W 3 b W B i s SRR By
30 Dy B T Wi Y. Ay v (g T Col
oL




PEOVID RESP DS BEE

T ord gening
1aice Tiaping

wah. It shaeid

LATRGOREER
apEcion

=

g craTiee @TE
v

fgvorite hobil s

20

ENDORSEMENT
DISCLOSURE

& The dischonus thoakd be i fenguoge e The
I oudbence con seally uderitond

32

38

CONTENT IDEAS

LIFES A STADE

i Gres e 1o miag B Shar
Tha reoemaan whs o i
o chachdn] Hou T e 13 as
b i ROk YT

G Mama, Tee Momarisa
Coultiban il e or

tha crmevd iccking badk

W WWrang Wey ie Hay I
Shor-doem asckal vides
PHTOAT NG 4 C pRed-Bask

warios of con of posr BSSgR

SPONTAHEDUS TOCETHER
Spormiaraas Fun Witk vour
Crws Can ki TR Vo
trinnch, family, ansl e peophe
24 razks mamaE alh

Irvemnt 3 Hrw Tradiian. Fituok

Faredem ra Friendehip Irteizcn

EIHIND THE SOLND

troditionas chings o hard et
e by para one e g i your
L wihor Jid e lzok shan a
bt goss i ook Ik naw?

Tosza Tribares. Tasar 456G
PN o ' NTAL 9, 45 S )

MANDATORIES

UEE BRANDED INCLUDE VERTICAL
HASHTAGS ENDORSEMENT
DISCLOSURE
Frassgling
Wt FacmTant quidones

1 e S g 11 ot e 1 e e e et

33

39

i an

2026 CALEMDAR

TAGGING
GUIDELINES

Lioozus dandied

& Nagpo
CamgEigr parnan

#  DoaToery e iage Kess roge v
orad reersiases

#  COmMTICan b The sams befwesn ookl pataTs
burpleces araurs ke camec Pasnging aaoant &

tagged when pubbang,

22

PROCESS

CONTENT STRATEGY

34

MAY 2026
Foen ¢ By eriginal pain par maeih ar o
JLere's & sTac)

FOST L: "The Switch Fligy
Capaurs Sharn in o teas, slactric

windaw right balore waling on riage. Kot
fim pactormcnce [fsef, Bud tha mamen jaxt

Zavtare = ol brecke spen. Doovn plemad

Tk i hond Bosad recriy. Crawd becring

rac

.
s Backuage condids berler. o shoe
*  Shonwepocng, lughiog with tha
band, or saking o qubet beat alone
*  Acongooiie of FLIGHT worked
nahurcky i 1 pre-tho satting

s Dose: D513
Publish Dote D5KK

40

chag dasrand appioans

HASHTAGGING
GUIDELINES
bizaniza se= o)

& Lua 15 miswant ans approved Rathings

23

APPROVALS
PROCESS
onient e

& Ghinw ot it Rere. Mol ond Angel s b emad
T ST

¢ Feestack ard azprovoh will e via Ree

e pricrhio comie and ni byploaiy e pond fie
w3 oy conrene i tharad

go% OF CONTERT]
A STAG
o

B33 Siras, Oned yEuTE T on8 w0 Con Mok i hogpes.

rorT e

i DOLS FAGCULT FIT 1h0
FLECGHT s partof your saw radion on
Tranc, I e awva B3N that olow e )

O KO

GHIESTHONE T ASH YOURSELE
+ o da e ot hyped o

thess ararter publs oppesTTrCast -
<+ wihat 06 o T RCINg Skt right -
e o ae gt +

AEEEHE THE SOUND

39

=]

MAY 2026 /f SixSpeed to provide

#orwsii Parrang FLIGHT by AL in o i

EPOHTAMDOUS TOSET IR

POST I "Usfars The Lights®

Focut on = Hirph, onionecys 005 seh
bartzrs the shaw of Whisswmier
ArspiFannier A pre-show cookout with e
w, Szrrify, o 0 far cizas Iriarh
® or beckaioge.
somezody's eling
inrie, omeb oty L hning U et

P E0 DU CED VIDED MAs)

Pasi ey, ozczunis r fag hokrag

Pabinh Dot 04619

Ths seculd bring FLIGHT
comiust tarkors Ha bag aeans.

o'tasing

Dram Dote: 0527
Pubinh Dote: 05300

41

s e i s On T Boge
foredy ard friends ha fzra

® ready 1o hass o

o tha o, v VEATS corming UR Wi Ran

COMTERT CATREOEIEE

Sariarmancm

imariaining romants

Being onkzcation

fming with fon / P ond greei

Widwo Link

POST COPY
GUIDELINES
pianororc

& Mg Yunging
+ b 'fusginghabingt

@ Ichacs 1Ra SNCEAIIEE! ol oK at

COMMUNITY
ENGAGEMEN

jas'. oF CONTEAT]

SPONTANEOUS TOGETHER]

WMAT O ES TEAT S EAY

Thieia kot camvTamiTy G CARERCREn. THIE kg wnan §EU 3 BETo.R SR it TV
sk worra han Trvies o o parsisipens, 51 a e raskise. Ssaind pacpls 1z
ries fam, 101 o CiE8r DN THIE yoU waET 0 o 1T Jtr hazgerne

O BRSPS

i
GHT 0 ke chrtae o nparmrsst crarescrion ond marsents of comeradern [r-cod
wilh th band, with fora, or forily, bae FLIGHT in T cotzhmt for s caal great sssrany

AUESTINHS TS ABK POUSSELE EOHTENE CATEGOREDS

B D o b vy e o -
B |
et e o

i
U

Surpritngdam

36

JULY 2026

Vo (3} Sebgians goaty par masn

FOST L Idea

Lorem

Diow Deaba- DTN Ous Dioie: OZKK
Fublish Dofe: 3TAN Publah Dafe O7KE

42



THE INFLUENGER
VIARKETING PLAYBOOK

20 VEARS
IN THE MAKING



e DO YOUR HOMEWORK

e BUILD YOUR MVP AND REFINE T

o SHARE YOUR STRATELY WITH YOUR PARTNERS

e BE CIEAR ON WHAT YOU WANT FROM YOUR
INFLVENCERS

e AMPLIFY wviTH PAID MEDIA
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