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Hello, it’s pleasure to be here today!



INFLUENCER MARKETING AGENCY

Social media influencer 
collaborations

● Planning and execution:
○ Strategic planning
○ Concept planning
○ Influencer and channel 

recommendations
○ Project management
○ Reports and analyses



 PERFECT MATCHES 
= most suitable influencers for the 

target group and brand

OPEN INFLUENCER NETWORK
INDEPENDENT INFLUENCERS + AGENCIES



OUR CLIENTS



HOW DOES IT WORK?

1. Let’s define the TARGETS 
& CONCEPT

2. Let’s choose the MOST 
SUITABLE INFLUENCERS 

& CHANNELS

3. We take care of the 
EXECUTION 

4. Influencers CREATE 
AND SHARE THE 

CONTENTS

5. Let the MAGIC 
HAPPEN!✨

6. We analyze & report 
the RESULTS



HOW TO MATCH? 

BRAND



Values

HOW TO MATCH? INFLUENCER’S ATTRIBUTES

Monochrome (2021)

Quantitative

Influencer’s 
attributes

Qualitative

Open 
access

Semi 
open/closed 
access

Closed 
access

Channels

Posting 
frequency

Amount of 
followers, 
likes & 
comments

Sponsored vs. 
non-sponsored 
content ratio

Engagement & 
interaction

Follower 
demographics

Reach & 
impressions

Price

Style

Lifestyle

Content 
creation 
skills

Collaborations

Interests

Brand 
preferences

Future 
plans

Personal 
information

Characteristics

Open 
access

Semi 
open/closed 
access

Attractiveness

ExpertiseAuthenticity

Likeness



HOW TO MATCH? 



HOW TO MATCH? 

MATCHES

Usually made by 
similarity, but 
differences and 
contrasts are 
usually more 
interesting!

3

EVALUATION

Values, interests, 
lifestyle, 

appearance… 
qualitative

2

TARGET GROUP

Age, location, sex 
quantative

1
ope

n a
cce

ss 
dat

a
semi open / closed 

access data



HOW TO MATCH? 

ECOLOGICAL CLOTHES 
MADE OF KALE 

BRAND

Influencer 
option A.
SIMILARITY
Brand and 
influencer 
attributes match

→ Safe choice
→ Followers 
likely interested 
on such brands
→ Good match eg. 
for a product 
launch
  



HOW TO MATCH? 

ECOLOGICAL CLOTHES 
MADE OF KALE 

BRAND

Influencer 
option B.
CONTRAST
Brand and 
influencer 
attributes don’t 
match

→ High risk, high 
reward
→ Possible to see 
big change in 
follower behavior 
→ Good match eg. 
for a more mature 
brand looking for 
a change 
  



HOW TO MATCH? 

DESIRED OUTCOME

What is the target 
we want to 
achieve?

1. Let’s define the TARGETS 
& CONCEPT



How fashion brand can collaborate with 
influencers?

Forms of influencing

Reach & influence 
target audience

Finance: 
Shareholder

Human Resources: 
Model, Content 
Creator

Research & 
Development: 
Advisor, Curator, 
Designer

Sponsored 
content

Public 
relations

STRATEGIC 
SOCIAL MEDIA
COMMUNICATION

Content creation & 
distribution

Monochrome (2021)

Endorsement



Sponsored collaboration content

Pros and cons
+Control
+You know what you get
-Cost



Public relations / Earned media:
gifts, events & trips

‘’

Pros and cons
+ Authentic content
+ (can be) Cost-effective
- Hard to achieve
- Time consuming
- No control → You don’t 

know what you get!

http://www.youtube.com/watch?v=9QS8wAtyn_E


Why influencer tags a brand without a 
collaboration?

COLLABORATIONS

VISIBILITY 
AMONG ONLINE 
COMMUNITY



Research & Development: 
Curator, Advisor, Designer

Pros and Cons
+ Fan base
+ Connections
+ Media value
- Lack of credibility 

& expertise?



Human Resources:
Model, Content creator

CATWALK 
MODEL

EDITORIAL MODEL CONTENT CREATOR 
(creating marketing 
materials and social media 
accounts etc.)

Pros and cons
+Freelance
+Earned media
-Professio-
nality?



Finance: 
Shareholder

Pros and cons
+”Free” marketing
+Influencer commitment
-Losing equity



7 WAYS FARESPONSIBLE FASHION INFLUENCER MARKETING

● Be a responsible brand yourself 
(influencers are more willing to 
collab and better audience 
responses).

● Tailor responsible campaign 
concepts and messages.

● Ask before sending products!

● Guide the influencers to disclose 
sponsored content including gifted 
products properly (according to 
the Consumer Protection Act).

● Choose responsible influencers. 



TO WRAP UP

BRAND

1. TARGET OF THE COLLABORATION
2. TARGET GROUP
3. INFLUENCER ATTRIBUTES

Quantative & qualitative
Open/semi-open/closed data
Similarity/contrast

How to match

FORMS OF INFLUENCING

Reach & influence 
target audience

Finance: 
Shareholder

Human Resources: 
Model, Content 
Creator

Research & 
Development: Advisor, 
Curator, Designer

Sponsored 
content

Public 
relations

STRATEGIC SOCIAL MEDIA COMMUNICATION

Influencer 
content creation & 
distribution



@monochrome.fi

Thank you! Q&A

Emma Naumanen, CEO 
Matilde Pelkonen, Creative Director

@monochrome.fi


