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What is an Influencer?
An influencer is a person who has the power to 

affect the purchase decisions of others because 

they are a trusted authority in their niche.



What makes a good influencer?

They have a strong connection with their audience. Their 
audience Trust them.

They create stories that get people’s attention and 
make them care. 

They are influential on more than one platform.
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4 ways to Vet an Influencer

01    |    Confirm that their content & voice fit your brand

02    |    Elevaluate their audience demographics & engagement

03    |    Eliminate “influencers” 

04    |    Real relationship - friendly conversation to make a real connection



What is Influencer Marketing for 

Travel Brands? 
● Awareness

● Inspiration

● A “You Can Do It Too” Attitude

● Full Itineraries around Influencer Niches

● A connection with the Influencer’s Audience & your brand / 

Destination / product

● Amplification of an event, an additional sales funnel for tickets

● Amplification and community builder for crisis management



Why Influencer Marketing Now?



“90% of consumers trust an influencer more  than an 
advertisement or celebrity endorsement.” - Forbes

“2 of 3 people have selected their trip destination 
based off social media.” - Destination Analysts 

“For Tourism Boards, Influencer Marketing results in an 
average of $12.54 in earned media value for every $1 
of investment.” - RhythmOne



- Facebook and Instagram have seen a 40% increase 
in usage since COVID-19 begin in mid-March

- Nearly 80% of influencers reporting higher 
engagement from their followers during COVID-19

- Right now, social media is a time for community, not 
competition.

- Later.com, 
COVID-19 Social and Influencer Data

https://techcrunch.com/2020/03/26/report-whatsapp-has-seen-a-40-increase-in-usage-due-to-covid-19-pandemic/
https://techcrunch.com/2020/03/26/report-whatsapp-has-seen-a-40-increase-in-usage-due-to-covid-19-pandemic/




Influencers are seeing almost double Engagement:



An Influencer’s Audiences is watching 
more than ever and looking for 
guidance, advice, inspiration, 
education, and entertainment.



Stage 1: 
Local Community



Stage 1: Locals First
Step 1 - Change your focus

- Build resources for your local community to come 
together and support local businesses. 







Stage 1: 
Step 2- Locals First

- Build solid relationships with local influencers now. 

- Get on one on one calls or Zooms to meet them (since we can’t go 
out for coffee) and get to know them and their interests.

- Create a private Facebook group for all of your local influencers 
and media for them to connect and share resources

- Host influencer and media virtual “Happy Hours”
- Ask influencers that you already have a relationship with for 

recommendations of other influencers you should know about



Stage 1: Locals First
Step 3- Utilize Influencers as Amplification

- Utilize local influencers to reshare any safety protocol 
you’ve updated or changed since COVID-19



Stage 1: Locals First
Step 4- Sharing Local Favorites

- Partner with local influencers to share about reopening strategies 
(including which restaurants are open and at what capacity, retail 
shops, outdoor spaces, museums, etc)

- Repurpose influencer content from locals on your social accounts to 
give them some love and they’ll reshare









Stage 2: 
Drive Market







Stage 2: Drive Market
Step 1 - Influencers will be your first travelers

- Connect with drive market influencers to share how 
your city is reopening and help create an itinerary 
that shows off how to visit safely  



How do American Travelers feel about traveling right now?



63% agree or strongly agree that 
“They can’t wait to get out and 
travel again.” when COVID-19 

situation is over. 
- Destination Analysts



Influencers can share real time experiences of how they feel
- Through IG stories they can share how the hotel check-in 

process was and any updated safety protocols 

- Through an IG Live they could show you how an attraction has 

made updates

- Through Tweets and Facebook posts they can show pictures of 

restaurants and outdoor spaces



Stage 2: Drive Market
Step 2 - Create a Co-Op Program with other destinations
- Create a several city or town stop for drive market visitors 

and partner with other cities to help bring in influencers to 
each place.

- This will stretch your budget.  
- It will increase the awareness about your destination as a 

great addition to another trip. Think of other destinations 
as allies not competition. 





Branded URLs for Each Influencer:



https://docs.google.com/file/d/1MnmaBgW6PUQVQbvG8RuHt6iDsTV9lDaI/preview
https://docs.google.com/file/d/1MmhvMY5t4qHkb2cImTGsBS4sEYNz1mp-/preview


Stage 3: 
Fly Market



Stage 3: Fly Market
Step 1 - Influencers will be your first travelers

- This will be different timing for everyone (some 
won’t see this until 2021)

- Connect with fly market influencers to share how 
your city has reopened and help create an itinerary 
that shows off how to visit safely. 





Influencer Marketing: 
What does that look like?

https://docs.google.com/file/d/1GzGZM4Myj-hbks1z6QU6LQUvOMQe1uwk/preview


TakeAways :     
● Influencer Marketing should work together with your 

other marketing, advertising and PR efforts. It should 
NOT be an afterthought.

● Setting Measurable Objectives & Preparing your team 
with Tracking Posts will prove the ROI.

● Proper Vetting & Selecting the Right Influencer has to be 
a top priority.

● Time + Consistent Management to do it right.



Thank you...

Let’s Connect! 
Jade@travelmindset.com

mailto:Jade@travelmindset.com

