
THE ULTIMATE GUIDE  
TO REPURPOSING INFLUENCER 
CONTENT



“The content we share should 

feel human and authentically 

connected to that moment. That is 

why influencers are a big part of our 

content strategy.”

— Tricia Teschke, Brand Director at Bouqs 
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Marketers today are armed to the teeth with 

tools and technology. The average adtech 

or martech stack contains 91 tools and the 

average marketer can respond to consumers 

anywhere, anytime. Yet these teams suffer 

from a serious shortage. Though they can 

reach customers across hundreds of channels 

instantly, they’re starved for the one type of 

content that matters most: authentic images 

and videos.

Humans are visual creatures and the most 

impactful marketing messages are optical. 

Our brains process images 60,000 times 

faster than text and research shows that 

images are so important that they account 

for 75-90 percent of the performance of any 

given ad. Yet for all their software systems, 

marketers still depend on old-fashioned 

methods to create visuals.

Today most businesses still rely on in-house 

or agency-led teams of photographers, 

project managers, and models to conduct 

cumbersome studio photo shoots. Like 

camera film, this process hasn’t kept up 

with the times. It can’t deliver the volume, 

speed, or authenticity that modern marketing 

organizations demand.

This is why today, brands are turning to 

influencers and online communities of content 

creators to generate tons of content at a 

velocity, variety, volume and value never 

before possible.

THE GREAT VISUAL FAMINE

THE ULTIMATE GUIDE  
TO REPURPOSING INFLUENCER CONTENT
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WHY INFLUENCER CONTENT 
OUTPERFORMS STUDIOSHOT CREATIVE

STUDIOSHOT CREATIVE

Long turnaround time

Expensive

Planning-intensive

Time-consuming

Batched photos

Low volume

Similar subjects and locales

Is rarely optimized for mobile or paid social formats

No built-in audience

INFLUENCER CONTENT

Cost-effective

Data-driven

Agile

Quick

On-demand

High volume

Diverse subjects and locales

Optimized for digital and social channels

Built-in audience
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Long gone are the days when brands can 

rely on a “one-size-fits-all” approach to 

creative in advertising. Today’s consumers 

crave interaction and authenticity, and 

they’re turned off by content that is overly 

commercialized or lackluster. Recent 

Epsilon research found that 80 percent of 

consumers are more likely to do business 

with a company if it offers a personalized 

experience. 

Social media influencers produce effective 

content because they’re built their entire 

personal brand as creative experts who are 

intimately keyed into what consumers want. 

And unlike user-generated content, which 

varies in quality, influencer-generated content 

(IGC) is curated, polished, and guaranteed to 

engage.

With an influencer marketing platform, 

one brand can easily build a distributed 

community of influencers to produce 

thousands of images and videos that 

outperform studio-shot creative on almost 

every channel.

Below, we’ll discuss what brands must 

embrace to remain relevant in the world of 

Amazon, direct-to-consumer brands, and the 

ever present threats of commoditization and 

dilution.

The Five V’s of Content
The five V’s of content creation define what is now 

required in the personalized world we live in today. 

Volume –  When every consumer touchpoint 

must be personalized, that creates an 

enormous demand on the sheer volume 

of content required to sustain any brand’s 

marketing stack. The traditional content creation 

cycle can’t keep up. Because each influencer 

act as their own self-contained creative agency, 

brands have the opportunity to crank out massive 

amounts of content in a short amount of time. 

Velocity – Every minute of last year, the more than 

3.3 billion social media users posted 

46,740 photos on Instagram alone. 

Content grows stale quickly simply 

due to the shear volume of it being produced 

and shared each day. In order to keep up with 

consumers’ thirst for fresh content, brands must 

harness numerous professional creators that work 

as content producing factories.  

Variety – It’s no longer a “single slogan” world. 

For each unique audience, voice, and 

perspective, there is an influencer 

who can help brands tell their story 

authentically. A whopping 42 percent of 

respondents to Adobe’s survey said they “get 

annoyed when their content isn’t personalized.”  It is 

now a requirement that a variety of different points 

of view, perspectives and creative approaches are 

represented in advertisements and are all directed 

at the right audience, at the right time. 

Veracity – Marketers spends thousands of dollars 

gathering tests, studies, surveys, analytics, 

and focus groups to try to replicate 

authenticity, but IGC offers a much simpler 

approach. Influencers are customers, and through 

influencer advertising, brands can explicitly 

commission their most creative consumers to create 

the ads they themselves want to see. 

Value – IGC is inexpensive to create, and it 

has been proven to drive more online 

engagement and conversions than 

branded content. If done in the traditional 

way, it would require a nearly impossible amount 

of time and resources to produce personalized 

creative at scale and the content wouldn’t result in 

the returns that authentic creative will generate. 
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Optimized for digital and social channels

Influencer content comes pre-approved by 

potential buyers. Influencers grow their followings 

by being highly attuned to what performs online 

and what doesn’t. They know what images, lighting, 

text, and embellishments earn shares. They also 

produce content that, unlike studio-shot content, 

is formatted for the intended channels such as 

Instagram, Facebook, Twitter, and YouTube.

The most credible form of content

Consumers know all marketing has an inherent 

conflict of interest. But if a message comes from a 

trusted third party such as an influencer, it delivers 

a heavy dose of social proof. Think of influencer 

content as weaponized word of mouth marketing. 

According to DMNews, 86 percent of millennials 

think that influencer content is a good indicator of 

the quality of a brand. And 70 percent of younger 

generations trust influencers even more than 

celebrities.

Far more inclusive, diverse, and creative

A team of influencers will always be more creative 

and more diverse than a studio production team. 

Running influencer campaigns can be like having 

as many as 50 independent studios operating 

around the world. And because influencers don’t 

necessarily collaborate with each other, they 

can hyper-personalize their posts to their niche 

followings – within brand guidelines, of course.

Faster to create and scale

There’s no competing with influencers for speed 

and volume. While studio teams can generate a 

few hundred images of relatively similar subject 

matter, influencers can generate thousands of 

photos of astonishing variety. And while studio 

teams need months to complete their work, the 

average influencer takes a matter of days.

Faster turnaround times mean that marketing 

teams can create agile content. If marketers learn 

that particular images, settings, or individuals 

perform well in certain ads, they can source 

more creators who can use those learnings to 

continuously generate high performing creative. 

Together, brands and influencers can perfect 

content on the fly in a continuous cycle of 

improvement, as opposed to relying on a batch 

of photos based on a studio team’s intuition.

Today, 59 percent of marketers use influencers to 

generate more content.

Free of overhead

Influencer marketing has one of the highest ROIs 

of any marketing channel because there’s no 

overhead. There’s no need for heavy production 

equipment, models, coordinators, plane tickets, 

housing, or full-time employees. Influencers are 

their own self-contained production teams.

So, what can marketers do with all this content?

Compared to Studio-shot 
Content, Influencer Content is:
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WHERE TO REPURPOSE INFLUENCER 
CONTENT

As we’ve learned from the brands we’ve worked 

with, there’s really no limit to where you can re-use 

this creative. That being said, here are six of the 

most common ones.

Paid Social: Facebook and 
Instagram
Advantage: Generate massive amounts 
of engaging image and video creative to 
beat the algorithm and your competitors

Facebook offers marketers an unparalleled 

opportunity: highly accurate data plus the ability 

to target ads with great precision. There are 1.3 

billion people on the platform and hundreds of 

attributes with which to target consumers. The 

potential for personalization is staggering. Yet 

Facebook ads are primarily visual and most 

marketers lack a large enough stockpile of visuals 

to show each consumer the creative that will most 

resonate with them.

Take a clothing retailer using studio-shot creative, 

they have the power to show millions of potential 

consumers ads with people who look just like 

them wearing clothes they’d love. Yet because 

the production team only used four models and a 

limited combination of outfits, the ad team is stuck 

showing the same images to everyone. 

IGC solves this problem. With a distributed, 

diverse army of expert content creators, marketing 

teams can generate a large, diverse repository of 

photos. These images are designed for Facebook 

and are ideal for personalizing Facebook ads. 

Influencers are also able to generate content 

continuously. This gives performance marketing 

teams the ability to constantly refresh their 

repository of images. Ads that are circulated 

among highly targeted groups grow stale faster, 

but massive amounts of influencer creative 

ensures that ad teams never run out.

RELEVANCE SCORE 

based on Negative 

feedback (Facebook uses hiding or 

closing your ad) Positive feedback 

(Clicks, and conversions)

Relevant ads are displayed more 

and Facebook charges less for them. 

A Facebook Ad with a Relevance 

score of 3 is 167% more expensive 

than one with a score of 10
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Facebook displays hyper-targeted ads more 

often than non-targeted ads, and charges less 

for them. Marketers can target ads with over 120 

options, including:

 

Demographics

Life events

Age

Gender

Location

Education level

Relationship status

Job title

Income

 

Interests

Hobbies

Favorite entertainment

Behaviors

Purchase behaviors

Apps they use

Pages they engage with

Digital activities

Travels

 

What if you could create custom branded 

creative for every intersection of those 

factors? Imagine the possibility of 

having individualized creative for every 

demographic, location, and interest. What 

kind of impact do you think that would have 

on your advertising?

Because the cost of someone viewing your 

ad is directly related to your relevance score, 

and your relevance score is directly related 

to your visual creative, running creative that 

fails to resonate with the audience could be 

costing your company tens of thousands of 

dollars.

Advantages of hyper-targeted ads on Facebook
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Social Media Accounts
Advantage: Double your return on content 
you already own

Today, 7 in 10 brands repurpose influencer content 

on social media. It’s the most obvious application 

– social media marketers must feed the content

beast. Content designed for social media also 

performs best on the platforms it was created on. 

This practice is so pervasive that only 14 percent 

of marketers who collect influencer content say 

they do not plan on using it on social, according to 

research firm Altimeter Group.

Influencer content excels on social media 

because it blends in with other content. 

Today’s consumers are fatigued with marketing 

messages and only 2 in 10 say they like online 

ads, reported AdWeek. Studio-shot creative 

looks out of place on these sites and disrupts 

the experience. Influencer content works just 

the opposite – it looks native to the channel and 

receives higher engagement.

Influencer content also expands your audience. 

When influencers post for you on their own 

account, their fans can develop an affinity for 

your brand. Some will follow your account. And 

when you repurpose content from an influencer 

they like, you’ll cement that connection and 

build a deeper relationship.

According to social media software Sprout 

Social, 74 percent of shoppers make buying 

decisions based on what they read or hear 

on social media. Influencers can help tip the 

scales for consumers.

Ideas for repurposing IGC on social media:

• Post as throwback content (#TBT)

• Launch a new product

• Promote an event

• Host a social media takeover

• Feature a giveaway

Pro Tip: Repurpose influencer content while 

the campaign is still running so that the posts 

reinforce one another.

Source: @GreatsBrand 

80% of Greats’ Instagram content is 

repurposed IGC
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Websites
Advantage: Humanize your website and 
increase conversions

Influencer content makes brands’ websites more 

relatable. Shoppers look to cues from people they 

trust before making purchases. Stale, corporate-

feeling websites devoid of images of people can 

raise red flags. Showing user ratings on products 

can help, but Nielsen found that influencer content 

is even better: IGC had an 88 percent greater 

impact on increasing brand affinity than even user 

reviews.

One of the best things about using influencer 

content on your website is that it gives potential 

customers plenty of real life examples of how your 

product will look in a variety of different situations.

Online furniture retailer, Article, uses repurposed 
influencer content on their homepage to bring 
their products to life. The content acts as a 
testimonial from real customers while adding the 
authenticity factor that their website needs. The 

IGC on this landing page generates a high level of 

clicks and conversions because it comes from real 

fans of the brand and shows online customers how 

real people use and style their furniture.

Influencer content displays people who look 

like consumers with an added aspirational flair. 

Influencer images work great as headers, banners, 

testimonials, and customer stories. You can feature 

them in articles, videos, audio clips, or have the 

influencer guest post. 

A full one-half of all brands repurpose influencer 

content on their websites. Here are some ways 

they do it:

• Header images

• Native ads

• Testimonials

• Customer stories

• Articles

• Guest posts

• Video clips

• Audio clips

• Product walks-throughs

• Support videos

Pro Tip: Don’t make shoppers read the how-to 

manual. Feature unboxing and walk-through 

videos from influencers on your support site.

Article Website
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Pro Tip: Push your influencers’ follower data into 

the CRM so you can use it for segmentation.

Email Marketing
Advantage: Boost open and click- 
through rates

For many brands, email remains one of the most 

important channels for nurturing and converting 

prospects into buyers. While the channel has 

faced increasing competition from paid advertising 

in recent years, the email address still remains a 

valuable way to get directly in front of interested 

customers.

Email marketing was one of the first marketing 

channels to embrace the possibilities of 

personalization of content. While emails 

personalization efforts started with the humble “Hi, 

____” marketers are now employing a variety of 

advanced ways to make every email as engaging 

as possible—lest they send something resulting in 

the dreaded unsubscribe.

While brands now have unprecedented access 

to the data and tools with which make engaging, 

personalized emails possible, they still lack the 

creative assets that will make the most impact.

Enter influencer generated content.

Forty percent of marketers use influencer content 

in email because it offers the ultimate social proof. 

Customers want to hear from others they know 

and trust and marketers can give them what they 

want by leveraging names, faces, and stories of 

influencers. It also allows email teams to hyper-

personalize their messages.

Like ad teams, email marketers have a greater 

ability to personalize than they typically have 

content. But with influencers, email marketing 

teams can segment emails down to audiences 

who are most likely to engage with each 

influencer. Email provider MailChimp reports that 

segmented emails receive 14 percent more opens 

and 101 percent more clicks than unsegmented 

emails.

Nicholas Norman, Co-Founder and CMO of Yoga 

Club finds that influencer generated content has 

been a huge value add to his paid social and email 

marketing teams. “With email, you need a constant 

feed of content that’s targeted and authentic. 

Influencer marketing provides us with high quality 

content that we can push out to all of out different 

marketing channels.” Not only does influencer 

marketing provide the team with the volume of 

content, but the content itself has outperformed 

the content that the team has produced in house. 

Nicholas goes on to say “We couldn’t replicate 

that kind of quality and authenticity on our own. 

Even if we were to hire a camera crew, get a 

model, coordinate the outfits and coordinate the 

photoshoot, we’d still find that the content created 

by influencers is far superior.”

Yogaclub email marketing
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Television
Advantage: Deliver the televised 
authenticity consumers crave

Televisions ads are a nascent but growing channel 

for repurposing influencer content. Big brands 

from Dove to Chevy to Realtor.com have long 

experimented with featuring ‘real people’ having 

‘real reactions’ to their products in commercials, 

but with mixed success. While authenticity is nice, 

TV is also a spectacle and viewers expect to be 

entertained. Influencers offer the best of both 

worlds.

In GoPro’s now iconic adrenaline-pumping TV 

spots, viewers are led to believe that anyone 

can be a hero. But GoPro’s featured athletes 

like snowboarder Travis Rice are actually 

influencers. They help GoPro blend aspiration with 

accessibility. And as MarketingDaily reported last 

year, meal delivery service HelloFresh’s Cook With 

Me campaign featuring families sitting down to 

dinner are chock-full of influencers.

Pro Tip: What works on YouTube doesn’t 

necessarily work on TV. When repurposing 

influencer content, be selective and cut clips with 

theatricality in mind.

GoPro Television Ads
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Outdoor Signage
Advantage: Give the granddaddy of 
legacy channels a performance boost

Once upon a time, marketing simply meant 

paying a lump sum for billboards and storefront 

signage. But the industry has gone so far down 

the digital path that it’s now coming back full 

circle. Social media influencers are proving to be 

highly effective poster children for big brands on 

traditional media like outdoor signage.

Brooklinen, for example, used pet influencers 

for its New York City Subway ad campaign. “We 

always try to present our products in a real-life 

context,” Chief Customer Officer and Co-Founder 

Vicki Fulop told AdWeek. “Our customers and 

fellow sleep-loving community were sharing 

these fun, beautiful, cozy real-life moments with 

us via social media and email, and we wanted to 

highlight them.”

Pro Tip: Select images based on location. 

Most billboards only capture attention for a 

few seconds, and should be simple. But on the 

subway, riders may stare at the ad for much longer.

Brooklinen Subway Ad
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In-store Ads
Advantage: Use high-performing online 
visuals in-store to boost sales

Customers don’t distinguish between online and 

offline experiences and brands shouldn’t either. 

What works on social media belongs in store.

Beauty brand MakeUp Eraser, for instance, uses 

IGC to reinforce its brand wherever it’s carried by 

retailers like Nordstrom and Costco. According to 

the MakeUp Eraser team, nothing breathes life into 

warehouse shelving like a pop-up featuring a real 

person’s story.

“ONE OF THE MICRO-INFLUENCERS WE 

WORKED WITH CREATED A PIECE OF 

CONTENT THAT I LOVED SO MUCH THAT 

WE INCLUDED IT ON THE AD THAT’S IN 238 

COSTCO STORES.”

—Elexsis McCarthy, co-founder, 

MakeUp Eraser

“Influencer content brings a creative touch that 

one creative team can’t come up with internally,” 

said MakeUp Eraser co-founder Elexsis McCarthy. 

“One of the micro-influencers we worked with 

created a piece of content that I loved so much 

that we included it on the ad that’s in 238 Costco 

stores. I went back to her for more images and 

now she’s on our website and on our blog.”

Pro Tip: Use a wide variety of influencers in-store 

to help more customers identify with the images.

Influencer content has many uses, but where 

should brands begin? How do real teams leverage 

their influencers? In the next chapter, we’ll look at 

how real brands actually repurpose content.

MakeUp Eraser in Costco
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HOW REAL BRANDS DRIVE ROI WITH 
INFLUENCER CONTENT

Creating Hyper-specific 
Content for Niche Audiences
Influencers can create unique content for 
every audience

If you ask a sophisticated performance marketer 

how many audience segments they have on 

Facebook, the answer is likely hundreds or even 

thousands. But if you then ask how much creative 

they have at their disposal, they’re lucky if the 

number of images and videos tops a dozen.

While marketers now have the skill, technology, 

and data available to create highly personalized 

digital experiences, they all lack one thing: a way 

to create the content necessary to power those 

experiences. What good is all the targeting in the 

world if you’re forced to use the same image for 

a 20 year-old college student and his 54 year-old 

father? Or any demographic, for that matter? 

Do cities matter to sports fans? Sizes to shoppers? 

Age to kids? Everyone responds better to content 

that’s personalized to them and influencers can 

help brands generate whatever they need on  

the fly. 

Take jeans, for example. They’re a deceptively 

simple product with thousands of variations. Every 

style speaks volumes – A New York fashionista 

wouldn’t be caught dead in baggy jeans any more 

than a millennial dad would want super skinny 

stretch-fit. So, one jean brand used influencers.

The team ran a AspireIQ campaign based on 

content creators’ lifestyles, locations, interests, 

and physical appearances to produce more than 

90 images from 30 different influencers in just 

a few weeks and less than $1,500. The visuals 

varied in age, ethnicity, body type, and 

background in ways that represented the brand’s 

many niche audiences.

Use influencers to personalize content by:

• Product

• Interests

• Use-case

• Physical appearance

• Age

• Location

• Gender

• Lifestyle

• Values
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Product Releases
Influencers offer brands a quick way to 
kick-start demand for new products

French cosmetics icon Pierre Fabre used 

influencers to promote its new 50th-anniversary 

product line, the Chamomile Collection. Products 

promoted by influencers immediately sold out.

“Our goal was to reach over five million people 

with a campaign budget of only $5,000,” said 

Social Media Manager Hoda Abdulla. “I don’t know 

how else we could have done it. I fully attribute the 

success of the Chamomile line to AspireIQ.”

Hoda and her team sent out 86 cosmetics gift 

boxes to influencers with the help of AspireIQ, 

while partner Sephora leveraged its own 

influencers. Pierre Fabre immediately saw a 

spike in sales attributable to the campaign. 

Demand continued to build and the team 

watched as the Chamomile line rose from a 

50th-place performer to a sold-out, top-10 

product.

“There’s nothing else that drives price-per 

engagement at that level,” said Hoda.

Read the Pierre Fabre case study.
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In-store Promotions
Influencers can spark engagement and 
consideration offline as well as online

Consumers aspire online, but live their lives 

offline. If brands have spent money establishing 

a connection between themselves and their 

consumers’ favorite influencers on social media, 

they can leverage that bond in real life.

Beauty brands around the world already use 

influencer content for in-store activations. 

Consumers see influencer content in ads in-

store, in style tip videos loaded on tablet devices, 

and in lookbooks featuring Instagram fashion 

personalities.

After the luxury leather sneaker manufacturer 

Greats realized influencer content outperformed 

its studio-shot content online, it began using 

those images in-store and using influencers to 

drive attendance at their store openings.

“For Greats, influencers have played an 

important role in launch of all our retail stores”, 

says Kristin Sword, Senior Marketing Manager 

at Greats. “We create specific campaigns in 

partnership with localized influencers to both 

promote the new store location and create 

in-store content we can use across our various 

channels.”

Read the Greats case study.

Event Promotions
Influencers can help drive traffic to live 
events

If the rise of pop-up shops and the experience 

economy are any indicator, location is still hugely 

important to consumers. People want to travel to 

festivals, restaurants, games, concerts, and shows 

for unique experiences, and brands can amplify 

this desire with influencer content.

Brands can use influencers to build hype 

before events, draw attendees by having those 

influencers attend, and capture images of 

influencers interacting with fans. This image 

repository can then be repurposed to promote 

future events.

Skin care retailer Palmer’s, for example, deploys 

influencers to wherever their products are sold, 

such as Walmart. This increases foot traffic and 

purchases, and the content is used to promote 

more in-person meet-and-greets.

Learn more about promoting events 
with influencers.
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Personalize Content by 
Geography
Influencers can help brands quickly 
generate content from many locations 
at once

Most people feel a strong connection to the place 

they’re from, and brands can harness this potent 

mixture of pride and nostalgia to engage with fans.

For example, when one sports influencer took 

pictures of himself at his hometown stadium, 

Wrigley Field, it went viral among the brand’s fans 

in Chicago. With studio-shot content, it would have 

been utterly impractical for the marketing team 

to capitalize on this lesson and capture images 

from hundreds of baseball stadiums around the 

country. But with influencers, they quickly scaled 

this content by creating a campaign which offered 

game tickets to influencers in return for a quick, 

15-second video of their hometown ballpark.

In another instance, one large online ticket sales 

and distribution platform uses geo-targeting to 

repurpose location-specific content to fans via 

ads. The company’s prospective customers in 

San Francisco see ads with fans cheering for the 

Giants at AT&T Park while those in Boston see 

their beloved Boston Red Sox at Fenway Park.
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Helping Brands Quickly Adopt 
to New Channels
Influencers can help brands of all sizes 
pivot to social media

In the age of social, consumers are squarely in 

control of a brand’s online perception. They can 

lift it up, as with the outpouring of consumer 

appreciation for Dove’s famous Real Beauty 

campaign, and tear it down, as with the public 

backlash against United Airlines for its treatment 

of passengers. But big brands who want some 

semblance of control can rely on influencers.

Influencer-generated content allows big brands 

to be more nimble. Rather than deploying photo 

production teams and relying on large agencies 

with months-long turnaround times, marketers 

can tap into distributed and diverse influencers to 

rapidly grow their audience on new channels.

The homeware brand Simplehuman, for 

example, wanted to pivot away from magazine 

advertisements to target a demographic of 

young trendy mothers. The team deployed 

influencers and within a matter of weeks, 

attracted almost 30,000 Instagram followers. 

Just one of the many influencer photos 

produced $8,000 in sales alone.

Providing Real-life Examples of 
Product Use
Influencers can increase sales by 
showing how products are used

One plus size fashion retailer used AspireIQ to 

discover and select from among their favorite plus-

size influencers and run a campaign. The retailer 

caters to a demographic not typically represented 

on social media and used those influencers’ highly 

targeted followings to give its how-to style tips 

greater reach. The campaign generated over 

$135,000 in initial sales and an additional $25,000 

from the repurposed content.
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HOW TO GET STARTED

Teams can create and repurpose influencer content in 3 steps:

1. IDENTIFY

Decide which attributes matter to your audience 

and choose influencers whos content embodies 

these qualities. Then identify which channels you 

would like to target them on

2. CREATE

Launch an influencer content campaign with 10-30 

influencers at first. Don’t forget to ask for rights to 

multiple pieces of content

3. OPTIMIZE

Share content across your team, repurpose 

content on different mediums, track performance, 

drive sales.

4. REPEAT–Use your learnings to drive your next set of creative
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THE FUTURE OF MARKETING  CONTENT

Modern marketing moves at a breakneck pace. New tools, channels, and customer 

expectations bubble up daily. In order to adapt, marketers To meet that demand with 

the most important content format of visuals, marketers need to adapt. 

Influencer content offers a clear and compelling solution. It outperforms old-

fashioned studio-shot creative and offers marketers greater volume, speed, and 

agility. Teams can repurpose influencer content to supercharge everything from 

programmatic ads to websites, emails, social media, and even TV ads and outdoor 

signage.

And with the double-digit conversion success that brands like Pierre Fabre, MakeUp 

Eraser, HelloFresh, Palmer’s, Greats, and Simplehuman have seen, marketers are on 

the cusp of a new age – one where marketers looking for outsized returns rely on 

influencers as their engine for content generation.
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WANT TO HARNESS THE POWER 
OF INFLUENCER CONTENT? 

TRY ASPIREIQ.
AspireIQ is the leading influencer marketing platform for producing 

branded creative at scale. Today, more than 200 industry leading 

brands, including Fortune 500 companies like Samsung and Kroger 

to fast-growing e-commerce brands like Grubhub, HelloFresh and 

Poshmark, use AspireIQ to manage their creative communities with 

ease and focus on scalable content creation. 
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