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VIAXIMISING
INFLUENCE

BESPOKE SELECTION

Sometimes higher-end celebrities and trend-setters,
sometimes micro influencers, depending on the
objectives and budget of the campaign.
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NO PAID-PER-POST

Influencers are embedded into the fabric of the
campaign, to avoid loss of authenticity (paid-per-post
model). We prefer paid-to-play.
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MAXIMISING
INFLUENC

WTF CONTENT

Creating concepts and content that
ambassadors and influencers want to be part of,

rather than ones that they have been part of
several times before.

METRICS

100% transparency on follower bases and
market rates achieved per post (industry
standard model).

Full reporting during and after the campaign.
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Gel THE UNFAIR

ADVANTAGE

Arye Kellman
Chief Creative Officer

+27 84 581 5479
aryek@tilt.co.za
www.tilt.co.za

We look forward to presenting to you in person!




