
Top 10 Tips for Working 
with Influencers
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1
Know what type 
of creator you 
need. 2 Be clear with 

your goals. 3
Understand your 
budget and 
pricing. 

Working With Influencers
Getting Started
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Working with Influencers
Finding Partners

Location tags

Suggestions

Your hashtags

Mentions & Tags

4 Look in your 
own backyard.
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Working with Influencers
Finding Partners  

5
Don’t be 
afraid to be a 
copycat.
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6 Build relationships 
before deals. 

7
Understand their 
personal brand and 
voice. 

Working with Influencers
Ensuring the Right Fit



page
06

Working with Influencers
Making the deal

8 Write a clear 
brief. 9 Get a contract 

signed..

Who About your agency and why you’re a good fit to partner with them.

What What is the campaign and what are its goals. Are you providing the content, or do they have to 
create it? Be clear with guidelines. Provide the key campaign message, call to action, links, and 
hashtags.

Where Which platforms are they posting on? Which content format? Their personal channels or yours?

When Be specific about when they need to post. During a specific week? A certain time of day?

How Compensation type, method, date, and any/all terms and conditions.
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Working with Influencers
Making the deal

Track, screenshot and save every post and link for your records. 

Use trackable links and influencer promo codes to attribute traffic.

Be sure to have clear expectations about what private engagement 
information the influencer will share with you about a post. 

Measure success. 
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Top Ten Tips for 
Working with Influencers

1. Know what type of creator you 
need.

2. Be clear with your goals.

3. Understand your budget and 
pricing. 

4. Look in your own backyard.

5. Don’t be afraid to be a copycat.

6. Build relationships before 
deals.

7. Understand their personal 
brand. 

8. Write a clear brief. 

9. Get a contract signed. 

10. Measure success. 



Retaining Newly Recruited and Reactivated VT Anglers with Social Media Influencers 

Shawn Good
Fisheries Biologist

Vermont Fish & Wildlife Dept.
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Why Try This?

Covid-19 Pandemic

• (temporarily) eliminated many barriers non-

anglers cite for not trying fishing

• Increase in resident fishing license sales 

exceeding any single year since 1992

• Adult fishing licenses up 26.7% year-over-year

• Youth (15-17) fishing licenses up 34.3%, 

highest since 2002.

How do we RETAIN them?
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“Seeing relatable images and videos of other anglers 

on social media was a primary driver for new anglers 

to try fishing, and encourages repetition and continued 

engagement.” 
• Casting a Wide Net: Identifying New Anglers & Boaters 

and Determining Tactics for Retention RBFF Report, Nov. 

2020

Why Try This?

“A lot of Angler R3 is just stealing other people’s ideas 

and seeing if it works for you.”
• NCTC Angler R3 Workshop, June 2019

ODFW Presentation, RBFF State Marketing 

Workshop

• February 2020
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Ambassador Search

• Watched popular VT-based Facebook Groups, conducted 
Instagram hashtag searches, asked for FW staff suggestions

• DMs sent to potential Ambassadors with a short introduction 
and a request for an email address if interested

• More detailed letter sent by email, following by phone calls
• On-Boarding very informal – no contracts, MOUs etc.

Selection:
⁻ Anglers who were passionate, creative, engaging
⁻ Diverse demographics
⁻ Diverse angling interests (species, techniques)
⁻ Demonstrates clear excitement and willingness to share 

and promote Vermont Fishing
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Who Were They?

Chandra Anderson

@chandra81_vt

• Environmental Lawyer

• Fly Fishing Guide

• Owner of VT Fly Fishing

School

Greg Brown

@waterwolf_802

• Master Subaru Technician

• Hobby Farmer

• Avid Fly Angler

Tyler Brown

@vttroutslayer

• Wildlife Technician

• Wild Forager, Beekeepr

• Multi-species angler

Olivia Baroffio

@Olivia.b.Fishing

• Administrative Assistant

• Tournament Bass Angler
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Who Were They?

Brandon Carrier

@brandoncarrier3

• Business Admin student

• Varsity Basketball coach

• Multiple species angler

David Dias

@david.dias.121

• First Responder PTSD

Counsellor

• Tournament Bass Angler

• Ice Angler

Curtis Green

@FFAIVT

• Car Dealership Manager

• Late-onset multi-species

angler

• “Fishing For Anything VT”

Hannah Lawrence

@hannahh_lawrencee

• Hospital Medical Assistant

•  Outdoorsy mom who

loves to camp & fish with

family
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Who Were They?

Danielle McEnany

@h2ohuntress

• Homeschool mom

• Adult-onset angler

• Paddleboard fishing

Zach McNaughton

@vermontmasteranglers

• Media Arts teacher

• Let’s Go Fishing Instructor

• Fishing YouTube Channel

Drew Price

@masterclassangling

• High School Intervention

teacher

• Multi-species fly fishing

guide

Kevin Ramirez

@pikenasty

• State Highway Crew

• Multi-species, multi

technique angler
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Who Were They?

Chelsea Rapin

@fishyourpark

• Physical therapist

• International women’s

hockey referee

• Adult-onset angler

Dylan Verner

@vtrout_and_field

• Restaurant cook

• Knife-maker

• Multi-species fly angler
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Results

• 17 Influencers recruited (14 active) 9 males, 5 females representing 

Caucasian, Hispanic, Indigenous American, and African American 

demographics

• Creation and distribution of #FishVermont branded hats and shirts

• Over 100 organic, community-based social media posts

• Generation of photo and video Media Assets for department 

Fishing Media Library featuring Influencers, captured by 

department outreach photographer

o Over 500 VT-specific fishing images featuring diversity in 

fishing imagery (demographics, species, locations, techniques)

o Over 30 hours of video footage shot

o 8 “How To Fish” YouTube videos

• 48 hours of volunteer fisheries field assistance from Influencers

• 160 volunteer hours generated as In-Kind Match

• Unable to get most fishing gear as planned -> Mentoring was 

difficult



Creating Awareness, Motivation, Driving Engagement and Repetition
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Creating Awareness, Motivation, Driving Engagement and Repetition
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Residual Benefits
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Residual Benefits



• “Fishing Ambassador” instead of “Influencer”.  Some viewed the term Influencer negatively

• Stay engaged with Ambassadors. Balanced with freedom to create organic, authentic content

• Make sure they understand the expectations up front.  Some “fizzled out” or disappeared

• More effort is needed to find active Vermont anglers from traditionally underrepresented 

groups and ethnicities with a strong social media presence

• Need better ways of measuring post reach and impressions and overall impact program had 

on fishing participation

• Olivia Baroffio, over 3-month period she was active as an Ambassador:

• Impressions increased 49%

• Account Reach increased 94%

• Instagram Insights – 2/3 of the profiles reached were not existing Followers when using 

the #FishVermont hashtag

• Olivia’s Vermont-based fishing content, the #FishVermont hashtag, and the 

#FishVermont Ambassador clothing she wore were frequently featured on the Instagram 

Explore page and shared with a large number of viewers outside of her existing network
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Lessons Learned



Would like to try utilizing new and inexperienced anglers as Ambassadors. 

• Target active outdoors people with a large social media following that mountain bike, hike, camp, 

paddle etc., but don’t fish

• Their social media followers may be more open to and interested in fishing if they were made aware 

of the activity and its qualities

• Document their experience and progress learning how to fish on their social media channels
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Future Plans



Campaign Dates: 
May 1 – July 30, 2021

Shannon Hafner – Fisheries & R3 Communications

Iowa Community-based Fishing 
Social Media Influencers



• Outdoor recreation 
enthusiasts

• Local social media 
personalities

Finding Social Media Influencers



• Followership within 

the State of Iowa

• Key audience 

interests

• Engagement rates

Prioritizing Profiles



• Email

• Direct Messaging

• Post Comments

Reaching Potential Influencers



Filmed a video while on tour 
in Iowa. Posted to his social 
media channel.

Tracy Lawrence
$10,000



Video of two pro 
skateboarders (Alana 
Smith and TJ Rogers 
fishing for the day. 

Dew Tour
$7,500



Mom blogger promoting 
fishing as an activity to do 
with young children in the 
summer.

Angela Thayer
$250



Posted two Instagram 
stories and one feed 
post, plus video content 
of her fishing outing to 
use in digital advertising.

Devon Mullenbach
$250



Fish Local biologist and 
one of our social media 
influencers took local 
lifestyle television host 
fishing.

Hello Iowa Segment
$1,250



Filmed video content to use in digital advertisements.

The Hunting Public
$1,100



Article promoting 
family fishing in Des 
Moines

Des Moines Mom
$500



Coordinated 12 individuals 

posting on their social 

media about fishing in 

Iowa, in exchange for a 

Bass Pro gift card and 

license reimbursement.

Des Moines Hummingbirds
$3,675



Video content to use in 

digital advertisements

Brian Gibbs
$250



Video content to use in 

digital advertisements

Alex Jacobson
$250



Video content to use in 

digital advertisements

Brandy Marquez
$250



More than 90 pieces of video and photo content 
were created and submitted by content creators. 

Results



Revenue Generated

Digital Prospecting Ad Impressions Amount Spent Revenue ROAS

Brandy Marquez 34,364 $141.59 $1,783 12.59

Brandy Marquez 146,470 $436.74 $3,443 7.88

Alex Jacobson 18,303 $59.49 $357 6

Brian Gibbs 23,221 $53.94 $300 5.56



Partnering with news 
media influencers 
requires a slightly 
different approach than 
the partnership plan 
with "everyday" Iowans.

Lessons Learned



• Use videos created last 
summer for this year’s digital 
ads

• Work with select social media 
influencers identified through 
this campaign

Next Steps



shannon.hafner@dnr.iowa.gov

641-757-0198

Thank you!

mailto:shannon.hafner@dnr.iowa.gov

