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WHO ARE WE?

Influencer Marketing has grown from being a part of
campaigns to being THE CAMPAICN itself. So it is only valid
that it moves on from Digital Agencies to - VavoDigital
an agency that focuses only on Influencer marketing with
targeted nano, micro and regional influencers having a

PAN India presence.

Take a coffee break and embrace our fresh, steamy marketing ideas



http://vavodigital.com/

COME, LET'S INTERACT WITH OUR TEAM

Age Group -
« A dynamic team of young minds with a wide range of fresh, innovative ideas

Scale of Budget -
« We craft a strategic plan, tailored to your objectives within your budget
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Behaviour -
* Bringing in quality and verified influencers at the best cost
« Proactive and always ready with alternatives
* Belongs to the 2.5% population that can multitask (without cribbing)
» Always curious to try something new

Interests -
* Influencing the brands to use influencers to influence their audience
« Building our influencer community on various platforms —
« Creating viral content




WE'RE TRUSTED BY OVER 100 BUSINESSES
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WE ARE NOT ALL TALK

TEAM

STENGTH PAN INDIA

PRESENCE

INFLUENCER . 60%
DATABASE o1 RETAINER
CLIENTS

MENTIONS
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WHAT WILL YOUR JOURNEY WITH VAVO LOOK LIKE
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Join us at any point and enjoy the journey.




INFLUENCER SELECTION

We will hand-pick relevant
influencers to reach your
intended target audience and
bring your brief to live.

CAMPAIGN PLANNING

On the basis of the objectives
of the campaign and the
budget we will ideate a
well-thought-out plan to
help execute your vision.

CAMPAIGN TIMELINE

CONTENT CREATION

The shortlisted influencers will
then create content according
to the brand brief and other

guidelines.
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CONTENT APPROVAL &
PUBLISHING

The general feedback from the
brand or any suggested changes
will be shared with the influencer.
The approved content will go live
on the social media platform as
per the mutually agreed timeline

REPORTING

We will share a comprehensive
post-campaign report with key
performance indicators to
analyse the effectiveness of the
collaboration.



HOW CAN VAVO HELP?

We identify the best
influencers depending
on your budget,
audience,and the
brand message

Our extensive service
offerings ensure that
all your needs are met
whether you're looking

We help you choose
the right content type
based on your
objectives whether
that's a storytelling

We have successfully
helped over 200+
brands run
multi-channel
influencer campaigns

for movie marketing

you want to convey

post or relatable

We believe in the

power of data. All

influencer details
shared with brands
are backed up with

certified audience
data

reel for a campaign
that is maximum
impact.

At Vavo, we prioritise
end-to-end campaign
execution so right from

ideation till post the
campaign going live

we are here to help
you at every step
of the way.

or content
amplification

We monitor the CPV
and CPE of the
campaign to achieve
thebest results and
greatest ROI for

all our clients



AUDIENCE REACH

Audience reach varies widely depending on platform and niche. We evaluate
each influencer's reach to ensure that brands are only given an accurate figure

ENGAGEMENT RATIO
=i We identify creative and credible influencers who
8“ H maintain an audience engagement rate of anywhere
I between 3% to 8% on their profiles, in line with industry
standards

KEY METRICS WE
CONSIDER WHEN
SELECTING
INFLUENCERS

At Vavo, our team thoroughly reviews
— all content submitted by influencers
— to ensure it is of high-quality and in
accordance with brand guidelines

FOLLOWERS GROWTH

@ This crucial metric determines whether follower growth
is genuine or fake (buying followers). Follower growth
should ideally be steady to indicate organic growth.

COST PER POST

Influencers will have varied costs based on number of followers, engagement,
and niche. We always aim to give our clients the best costs in the industry




INSTAGRAM CAMPAIGNS



#THESPOTLIGHTPHONE

@ OBJECTIVES

To promote Vivo's product launch through Influencer
Marketing.

wiie V27 Sories

{g' SOLUTION

Vivo launched their new phone V27 series for which they
wanted a TVC and 3 reels. So we partnered with a Celeb
Influencer, Maniesh Paul to execute this campaign. The
entire shoot was a proper 2 day production shoot with
different locations. This campaign was completed in 1
week.

340K+ 300K+ 10K+

VIEWS REACH LIKES




#OPENINGUPAWORLDOFOPPORTUNITY

@ OBJECTIVES

Using influencer marketing to make people aware of the
HSBC Premier Mastercard Credit Card.

(g’ SOLUTION i T -
X . ' « luxury holiday
HSBC Premier Mastercard Credit Card enhances . destination 7

luxury travel experiences, exclusive luxury events,
global concierge service, easy lounge visits and
many more. In order to bring light to these credit
card services, we partnered with artists like Mira
Rajput Kapoor, Manish Malhotra and Sonali Bendra,
to perfectly target HSBC's HNI audience. The motive
of this campaign was to showcase HSBC's luxurious
travel experience through their Premier Mastercard
Credit Card and how these services can help you by
#OpeningUpAWorldOfOpportunity.

3.2M+ 200K+ 3M+ £

VIEWS LIKES REACH 987654321




#I150Y0U

@ OBJECTIVES

To promote Max Fashion’'s #ltsSoYou Women's Day
campaign through Influencer Marketing.

{g* SOLUTION

This Women’s Day, Max Fashion wanted to showcase
actresses in an unfiltered way. So we partnered with
artists like Tripti Dimri, Anjali Sirvaramn, Sanjana Sarathy.
We followed these artists around their house while they
solved clues and answered questions about themselves.
The motive of the campaign was to encourage women
to be themselves and bring out their most unfiltered side
because being yourself is #SoYou.

34M+ 31.5M+ 2M+

VIEWS REACH LIKES
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ELEVATED

@ OBJECTIVES

MULTIPLE PLATFORM CAMPAIGN

Partnering with Macro influencers to promote Utah
Tourism.

SOLUTION

Visitors have yet to discover many stunning locations
in Utah. Therefore, to shed light on such sites, we sent 2
macro travel influencers to discover Utah and all of its
splendour. Their deliverables include 1 reel, 2 statics, 20
stories & 1 YouTube video. Additionally, these content
pieces will also be featured as commercial adverts for
the brand.

2.5M+ 5M+ 5.7M+

IMPRESSIONS REACH VIEWS

wanderwithsiy and larissa_wic
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Ai K ‘ derwithsky @ WE ARE IN LTaH,
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HIT FOLLOW, en both our profiles and
stay tuned forall the craziness 0




AMPLIFICATION

@ CHALLENGE

To create awareness about the new challenge called
#RedrawYourWorld also to promote their new AR Filter.

{g" OUR SOLUTION

We generated a list of 130 influencers and divided them
into 2 groups. In this 130 influencers, there were 125

Micro and 5 Macro/Celeb. The deliverables were 1 reel
and 2 stories. The influencers that we chose consisted

of parents as well as dancers to cater to the fact that
cartoon network is a children’s tv channel. The hookstep
for the #RedrawYourSteps were followed in the reels and
the AR filter were promoted through stories.

8M+ 7M+ 200K+ oK+

VIEWS/IMPRESSIONS REACH LIKES COMMENTS

DELIVERABLES:- REEL & STORY




WEDDING SEASON CAMPAIGN

@ CHALLENGE

To promote Urban Company’s wedding season
campaign through Influencer Marketing

{g" OUR SOLUTION

We executed a campaign with 2 macro influencers.

The deliverable included 1 reel. This reel was shot
professionally and showed the services Urban Company
provides. The idea of the reel was a GRWM for a wedding
where they booked an appointment with UC to get their
hair or nails done.

NO. OF INFLUENCERS VIEWS REACH

) 2 1M+ 1.2M+ L

DELIVERABLES:- REEL L)



GLOBAL RECYCLING DAY

Il ws & » Follow

@ OBJECTIVES

Partnering with Influencers to promote Marks & Spencer's
initiave on Global Recycling Day.

{gf SOLUTION

Mark & Spencer started a great initiative in their
stores across India where one can go and recycle old
clothes and get a 1000/- off on their purchases. This
initiative was further promoted by 2 our well known
fashion influncer Rupali and Dimpi. The engagement
was amazing and M&S got a lot of people coming and
donating their clothes for a good cause.

2M+ 1.o0M+

VIEWS REACH
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LINKEDIN CAMPAIGNS



monginis in

OBJECTIVE:

To promote Monginis Christmas & New Year's
Campaign through influencer marketing

OUR SOLUTION:

During the Christmas season, Monainis wanted to
evokea sense of nostalgia and homeliness among
its audience. As a result, we started a campaign with
influencers on Linkedin who wrote about their own
interactions with the Monginis brand. 4 micro
influencers in the field of travel and finance
participated in this campaign.

LOCATION: Pan India

CATEGORY: Micro

GENRE: Travel, Finance
DELIVERABLES: 1 Linkedin Picture Post

700K+ 3K+ 20K+

Impressions Comments Likes

CHRISTMAS CAMPAIGN

[ No. of Influencers:- 15 J




monginis

OBJECTIVE:

To promote Monginis Valentine's Day campaign
called #ExpressYourEmotions through Linkedin
Influencers.

OUR SOLUTION:

Valentine is a season of love and affection. So this
Valentine season Monginis wanted to spread a mes-
sage to their audience. The message was to ‘Express
your E-motions’ with monginis while appreciating
the people who exist in your life and going out of your
way to make them feel special. To create awareness
about this campaign we partnered with 10 Linkedin
creators and asked them to post a sweet story they
have with their loved ones.

LOCATION: Pan India
CATEGORY: Nano & Micro

GENRE: Founders, Marketing, CA, Freelancers
DELIVERABLES: 1 Linkedin Picture Post

800K+ 1.2K+ 16K+

Impressions Comments Likes

in RETAINER

[ No. of Influencers:~ 10 J




in MEDIA-SPLASH CAMPAIGN

OBJECTIVE:

To create awareness about HSBC's media-splash
campaign through Linkedin Influencers.

0 Pratull Billace » 21 + Follow »++ ‘ Nansi Mishra + 2nc + Follow  +»

®
It's so amazing 1o see how the right apportunity navigates you in the right
direction

own Marcades to being honevad with the Pride

OUR SOLUTION:

HSBC India brought its brand purpose to life with a
series of exciting media activations. Their first cam-
paign ‘Opening up a World of Opportunity ' started
with Macro influencers talking about their personal
experiences with opportunities as a reaction to the
print ad. HSBC then started amplifying their 2nd print
ad ‘Opening up a World of Superior Experiences’ with
Macro Influencers on LinkedIn.

Washingtan, 'm always gratedul for fnving

I the year 20 was pursuing CA simply bacause m. f my classmates at

Dethi Undversity were doing that and | had no idea of | wanted to do,

. one of the most important aspects of building

But a t 1o intern with a startup. The only idea was 10

d that time only, |

aur brand serves and fulfils your customers n

improve my communication skills. | know it sounds silly now.

But that ane opportunity of working with the brightest set of people changed my
entire per;ﬂe:'.u-.earc-und pursuing a career.

| enjoyed so much of my work there of building a community. And that was

semething | hadn't even known about before this internship

infact. being an HSBC Pramier mamber comes w

LOCATION: Pan India
CATEGORY: Macro
GENRE: MBA, Entrepreneurs

Reliving the feeling taday, | love the thought that HSBC Bank has

irsgy deale and diseounts an travel as well ae invitat) nd 5 a ki

ising talent and we all need that one suppont/ opp:

- - ot to schieve our dreams and ambitions
the right financial partner, and

53 i ighly necessary fc
So let's roar with glory and Soar towards a world of oppaortunities

Which was that one opportunity that helped you get whare you are today?

DELIVERABLES: 1 Linkedin Picture Post #HEBCPromier WHSBCIndia #OpeningUpAWarld0fOppor tunity

" # § "
#indissGlobalBank HSBCIndia #CpeningUpAWorldOfOpportunity

1.7M+ 24K+ 50K+

Impressions Comments Likes

No. of Influencers:- 12




OBJECTIVE:

To amplify Puma's new initiative of breaking the bias
and getting Harmanpreet Kaur in the limelight as the
captain of the Indian Cricket Team.

OUR SOLUTION:

Pumad's new campaign shook the cricket

industry. Harmanpreet Kaur, the captain of the India
Women's National Cricket Team but isn't recognized
as a captain. So to amplify this campaign and reach
a mass audience we onboarded 50+ influencers to
repost Puma's ad.

LOCATION: Pan India
CATEGORY: Nano, Micro & Macro

GENRE: Finance, Marketing, Content Creators,
Founders, Travel

DELIVERABLES: 1 Linkedin Picture Post

ONGOING

in AMPLIFICATION CAMPAIGN

PUMA Group + Follow  «== cam..—,...su.m. + follow s+
W 1 0ce 182 feisess @ e

&

*InclianCricket TearmC aptamHarmanpreetkaur

A‘;’ PUMA Group
+ Follow

Indian Cricket team captai

indian cricket team captain
indian cricket team captain 2022

indian crickel team captain 2021

indian cricket team captain list

[ No. of Influencers:- 50+ J




@ PokerBaazi

OBJECTIVE:

Promoting Poker as more than simply a game and as
something you can learn from via Influencer
Marketing.

OUR SOLUTION:

Poker has always been known as just a game you
play to win money, but Pokerbaazi aimed to
showcase the potential of poker as a game that can
educate players how to handle difficult
circumstances, advance professionally, sharpen
their business skills, and make money! So we are
running a campaign with 40+ influencers on Linkedin
to create awareness about the same.

LOCATION: Pan India
CATEGORY: Nano, Micro & Macro

GENRE: Entrepreneurs, Freelancers, Finance
DELIVERABLES: 1 Linkedin Picture Post

1.2M+ 1K+ 28K+

Impressions Comments Likes

in RETAINER

3 Katishma Mehta « 2rd + Follow
-®

The best part about meeting people from different walks of ife & thet semeane
h a no-holds barred conversation, it's so refreshing

lets me into thes w

nig conversation with someons that | had to share

ng he's lgarnt fram poks— it wad ane of the

vl Here's what he had 19 day-

te s all abaut Jugl F Sometimes, you have to
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1) Rask
goallin

the game—but is it

in life ien't always the bast

ke your batties- It can be tempting to play high stakes in

o can deal with,

& you play, and e is &

3Dealing with the Bears -You cannot win every

3% paker, You have 10 learn 1o desl w

Alzg leamt that he
i all thase 1o &
brand ambassadar

Felt like | was dar a rock cause | had no clue that Poker was such a huge

mavement in

What are y neughts? On the lessons/ poker in India?

2PokerBaazi = spoker Swomeninbusiness

Neha K Pur « F

8

poker, you can build a stastup.

t a famnily game night. and this time we decided ta e
kerbaazi (Baazl Games) was one of the spansors of Shark

‘While playing a game of poker with my family, | realized how similar poker is 1o

Building a startup
Both consists of risks and rewards.

it's the hination of luck, risk, bets, and a founder's abifity to exscute

agains!

Here are three lessons entrepreneurs building their venture can leam fram a game

of poker:

+ Odds are Never Zero

can leam

than ancther

+ Evaluate Risk
Kany would argue that a poker player s
mare 8 game of skill than

5 it true? Poker s

and diligent

€5 datd to evaluate risk and

. Like startups, a th

sk on the table and

ur understands

No. of Influencers:~ 40+




lI¢Dmoney

OBJECTIVE:

To create awareness about INDIT"EGHE,‘Y as a brand on
Linkedin.

OUR SOLUTION:

INDmoney is an investment application that helps
their users invest in stocks. We executed this
campaign with 50 Nano, Micro and Macro Influen-
cers. We focused on genres like finance, marketing &
content creators. These influencers wrote about their

personal experience while integrating the brand in
their post.

LOCATION: Pan India

CATEGORY: Nano, Micro & Macro

GENRE: Finance, Marketing & Content Creators
DELIVERABLES: 1 Linkedin Picture Post

3.8M+ 35K+ bHOK+

Impressions Comments Likes

in RETAINER

Mangi Mishra - 202+ + Follow ==+

ﬁ Tejapwes Tripathy - + Follow
L7

The best solution to challenge inflation and grow your money is Investag

g1, | had never condidered A | arrived late 1o the

preciation in te

where we hawe

SIP in individis

15 ik ane

No. of Influencers:- 50+




YOUTUBE CAMPAIGNS



VALENTINE'S DAY CAMPAIGN

@ OBJECTIVES

Integrating Valentine’s Day and their sale. Meesho
wanted to work with Macro content creators on Youtube
to show different scenarios of how affordable their online
shopping platform is.

{g" SOLUTION

A mix of Hindi & English content talking about problems
that restrained budgets bring to gifting and the solution
being Meesho. We onboarded Female Macro Influencers
with 600K+ Views whose TG matched that of Meesho's. % =i
The deliverables were | integrated video. A R oo ST e

2  2.4M+ 900K+

NO. OF INFLUENCERS IMPRESSIONS VIEWS

DELIVERABLES:- INTEGRATED VIDEO




UGL CAMPAIGN 2

@ CHALLENGE

To promote Korean tourism and cultural mix by
leveraging UGC. #KMysteryBoxContest

{g' OUR SOLUTION

We created an unboxing Korean mystery box, based on
which the influencer went ahead and expressed their
views about the box. The CTA of the campaign includes
taking up the food challenge and tag the brand's main
IG page. Winner of the campaign was given the Korean
mystery box

pLaTForM ([
IM+ 88K+ 862K+ 4.2K+

IMPRESSIONS FOR POSTS LIKES REACH FOR POSTS COMMENTS




INTRODUCING A BRAND =
SPORT

@ CHALLENGE

To create awareness about Healthkart's product called
HK Vitals through Influencer Marketing

{g" OUR SOLUTION

We executed this campaign with 5 regional influencers
from Karnataka. These influencers belonged to the
macro category and spoke about healthy lifestyle. The
deliverables included integrated video or shorts. The
video included consumption shots and information
about the product and its benefits.

Q\\///D 5 2M+ 350K+

|_
o
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NO. OF INFLUENCERS IMPRESSIONS LIKES

DELIVERABLES:- INTEGRATED VIDEO & SHORTS
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UNOCCOIN

MULTIPLE PLATFORM CAMPAIGN

@ OBJECTIVE

The campaign’s aim was to create awareness about
Unccoin and present it as the best option to invest in
CryptoCurrency through its long history of being the
first Crypto Trading and Exchanging Platform in Indic.

OUR SOLUTION

The campaign was run in phases where each phase
concentrated on different aspects of the brand, that will
then be promoted by influencers that work best for the
brand. The phases were divided into - Brand Awareness,
App Launch, USP Specifics, Email Marketing. :

69K+ 175L+ 1L+ 23L+ 1500+

@ ) X



CAMPAIGN ANALYSIS



Mo’

A SURGE IN WEBSITE TRAFFIC!

Harpreeth Suri

122K+ Followers

Click here to view our detailed report format

Farha

101K+ Followers Campaign Report

\ 1.5M 6705 3.5M 3M+ 2.93% 16

Vidao Views Link Clicks Impressions Reach CTR Influencers

Abbas Ali

172K+ Followers

Priyanka Thakur

65K+ Followers

/



https://docs.google.com/presentation/d/1lioHIWhKYtT4o3GglUKo6PJFEg3BJr7MsBUlswE-xwo/edit#slide=id.g11ea778fc3b_0_38

Sakshi M

39.8K+ Followers

Farha

MOK+ Followers

\

DONATEKART

A SURGE IN WEBSITE TRAFFIC!

Lakhan Arjun Rawat

— : 776K+ Followers

Click here to view our detailed report format

Jaymin Shah

Campaign Report 650K+ Followers

500K+ 3.5K+ 246K+ 40 /

Video Views Sticker Taps Reach Influencers



https://docs.google.com/presentation/d/1lioHIWhKYtT4o3GglUKo6PJFEg3BJr7MsBUlswE-xwo/edit#slide=id.g11ea778fc3b_0_38

ADDITIONAL SERVICES IN YOUR JOURNEY

CURATING IMPROVISED
sos AR FILTERS 6 SEQ VIA BLOGS =@
g JINGLES ) T0 REVIEW Y

REVIEWS ON MOMENT MARKETING & PR KITS FOR NEW

AGGREGATOR HASHTAG TRENDING RELEASES/
PLATFORMS ON TWITTER LAUNCHES




OUR COMMUNITY



LIFESTVLE

Click here to view our influencer toolkit

Karen Dhingra Vaibhav Keswani Daisy Batra
Followers: 482000 | ER: 5% Followers: 413000 | ER: 4% Followers: 147000 | ER: 8.50%
Reel views: 250k Reel views: TI0k Reel views: 85k

Gia Gupta Mohit Hiranandani

Followers: 109000 | ER: 22.76% Followers: 501000 | ER: 4.92%
Reel views: 82k Reel views: 100k



https://docs.google.com/spreadsheets/d/1yWd8fvhA2KBffch3hIkBarMa7S3bZGmLZ8R6w65tF6w/edit?usp=sharing

FASHION

Click here to view our influencer toolkit

Anudeep Baidya Thomson Sukhmani Gambir
Followers: 47300 | ER: 4% Followers: 106000 | ER: 4.16% Followers: 378000 | ER: 4%
Reel views: 55k Reel Views: 180k Reel views: 125k

Himadri Patel Janvi Tiwari Prudhvi Chowdhary

Subscribers: 274000 Subscribers: 315000 Followers: 55200 | ER: 8%
Avg views: 105750 | CPV: 0.8 Avg views: 310600 | CPV:0.5 Reel views: 55k



https://docs.google.com/spreadsheets/d/1yWd8fvhA2KBffch3hIkBarMa7S3bZGmLZ8R6w65tF6w/edit?usp=sharing

Linkedin Exclusive Talent

Vedika Bhaia Palak Rathi Siddhant Garg
Content Creator Finance Finance
Followers: 121K+ Followers: 21K+ Followers: 62K+

Punita Parekh Sumit Mishra Shlok Gupta

Digital Strategist Digital Strategist Marketer
Followers: 55K+ Followers: 307K+ Followers: 96K+

Click here to view more



https://www.linkedin.com/in/punita-parekh/
https://www.linkedin.com/in/vedikabhaiamarketing/
https://www.linkedin.com/in/palak-rathii/
https://www.linkedin.com/in/sumit-mishra-994746116/
https://docs.google.com/spreadsheets/d/15eP-TIXVB3TWcO07J1bLl9bGP_m_gsEAt7PTbbz4fV4/edit
https://www.linkedin.com/in/guptashlok/
https://www.linkedin.com/in/siddhantgarg19/

PARENTING

Click here to view our influencer toolkit

Harpreet Suri Saru Mukherjee Kiki and Shards
Followers: 116000 | ER: 4.70% Followers: 106000 | ER: 4% Followers: 64600 | ER: 919%
Reel views: 45k Reel views: 53k Reel views: 889k

Avantika Mohan Mili Jhaveri

Followers: 208000 | ER: 4.12% Followers: 144000 | ER: 13.27%
Reel Views: 85k Reel views: 196k



https://docs.google.com/spreadsheets/d/1yWd8fvhA2KBffch3hIkBarMa7S3bZGmLZ8R6w65tF6w/edit?usp=sharing

REGIONAL

Click here to view our influencer toolkit

Sreemukhi Rebecca & Gowtham Laxmi Reddy Hasini Reddy
Followers: 42m Followers: 163k Followers: 81.3k Followers: 125k
Reel Views: M Reel Views: 90k+ Reel Views: 30k+ Reel Views: 27k+

Rakshan Vj Sai Pavani Raju Yalamanchili Likhita

Followers: 2.6m Followers: 556k Followers: 23.2k
Reel Views: 90k+ Reel Views: 250k+ Reel Views: 65k+



https://docs.google.com/spreadsheets/d/1yWd8fvhA2KBffch3hIkBarMa7S3bZGmLZ8R6w65tF6w/edit?usp=sharing

WE HELP YOU FIND THAT ONE LOST PIECE OF THE PUZZLE WHICH WILL HELP YOU
COMPLETE YOUR MASTERPIECE!

e
" . r‘x

Instagram ﬁ[ﬁ] Linkedin gﬂ Twitter Email Us



https://www.linkedin.com/company/vavodigital/
https://twitter.com/vavodigital?s=21&t=tROP4uvFJgpzrXMakpfhRA
mailto:hello@vavodigital.com

