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AGENDA

INFLUENCERS & THE TRUCKING INDUSTRY

▸ When and Why To Use Them (Some Context) 

▸ Finding The Right Influencer For Your Brand 

▸ Three Influencer Marketing Models To Use 

▸ You’ve Found An Influencer, Now What? 

▸ Lessons Learned (The Hard Way)



INFLUENCERS & THE TRANSPORTATION INDUSTRY

THE POWER OF INFLUENCE (AKA “WHY?”)

▸ Top Five Reasons To Work With Influencers 

1.You Need To Build Trust 

2.You Need To Expand Your Audience 

3.Your Paid Ads Aren’t Performing  

4.You Need To Feed The Content Funnel 

5.You Need An Expert



INFLUENCERS & THE TRANSPORTATION INDUSTRY

THE POWER OF INFLUENCE (AKA “WHY?”)

1.You Need To Build Trust

https://www.edelman.com/sites/g/files/aatuss191/files/2020-06/2020%20Edelman%20Trust%20Barometer%20Specl%20Rept%20Brand%20Trust%20in%202020.pdf
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THE POWER OF INFLUENCE (AKA “WHY?”)

1.You Need To Build Trust 

▸76% trust online reviews 
as much as 
recommendations from 
family and friends 

▸89% of 35-54-year-olds 
trust online reviews as 
much as personal 
recommendations

https://www.edelman.com/sites/g/files/aatuss191/files/2020-06/2020%20Edelman%20Trust%20Barometer%20Specl%20Rept%20Brand%20Trust%20in%202020.pdf
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THE POWER OF INFLUENCE (AKA “WHY?”)

2. You Need To Expand Your Audience



INFLUENCERS & THE TRANSPORTATION INDUSTRY

THE POWER OF INFLUENCE (AKA “WHY?”)

2. You Need To Expand Your Audience



INFLUENCERS & THE TRANSPORTATION INDUSTRY
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3. Your Paid Ads Aren’t Performing 
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3. Your Paid Ads Aren’t Performing 
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THE POWER OF INFLUENCE (AKA “WHY?”)

4.You Need To Feed The Content Funnel

Roughly 720,000 hours of video are uploaded every day to YouTube

The average human spends roughly 79 years on Earth.  

So, there are an average of 692,040 hours in a lifetime.



4.You Need To Feed The Content Funnel

INFLUENCERS & THE TRANSPORTATION INDUSTRY

THE POWER OF INFLUENCE (AKA “WHY?”)

How big is your content marketing team?
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THE POWER OF INFLUENCE (AKA “WHY?”)

How big is your content marketing team?

+



4.You Need To Feed The Content Funnel

INFLUENCERS & THE TRANSPORTATION INDUSTRY

THE POWER OF INFLUENCE (AKA “WHY?”)

How big is your content marketing team?

+ +
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THE POWER OF INFLUENCE (AKA “WHY?”)

5.You Need An Expert 

▸59% attribute preference 
to the fact the ads/
campaign felt authentic 
and honest as their No. 1 
reason for selection. 

▸Mobile location data 
shows nearly 2x more 
customers per store
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THE POWER OF INFLUENCE (AKA “WHY?”)

▸ Bottom line, if your brand is: 

▸ New to the market 

▸ Recovering from negative perception  

▸ Fighting to reach the right audience 

▸ Or simply struggling to survive in the era of ad blockers, 
internet misinformation and memes 

▸ Influencer marketing might be for you



FOR YOUR BRAND 

FINDING THE RIGHT 
INFLUENCER



INFLUENCERS & THE TRANSPORTATION INDUSTRY

WHO HAS INFLUENCE?

▸ Anyone.  

▸ In the era of social media, 
everyone is a broadcaster. 

▸ Your influencers will vary based on 
your business goals.



INFLUENCERS & THE TRANSPORTATION INDUSTRY

Instagram / YouTube 
“Stars”

Journalists

Customers

Super Fans

WHO HAS INFLUENCE?
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WHO HAS INFLUENCE?

▸ Factors For Choosing The Right 
Influencer 

▸ Goals  

▸ Budget/time 

▸ Brand Values/Purpose



YOUR BRAND IS  
NOT THE SUN



PURPOSE

Your brand

Friends/Family

Job/professional goals

Interests/hobbies

Culture/society

Personal goals

Life admin



INFLUENCERS & THE TRANSPORTATION INDUSTRY

@LEBLANCLY’S TRIANGLE OF CONTENT

Advocating

Sharing

Participating

Reading/
Viewing
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WHO IS THE MOST WELL ALIGNED?
Non-Profit B2C B2B

Volunteers Super fans Employees

Staff Customers C-Suite

Board Members Bloggers Customers

Local Media / Journalists
Instagram /  

YouTube Celebs Industry Leaders 

Celebrity Endorsement Celebrity Endorsement Trade Journalists

This is the  
sweet spot



INFLUENCERS & THE TRANSPORTATION INDUSTRY

BUT I PROMISED YOU THREE MODELS OF INFLUENCER MARKETING TO USE SO…

1. Advocacy 

2. Word of mouth “sampling” 

3. Co-creation 
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THREE MODELS OF INFLUENCER MARKETING TO USE
1. Advocacy

Give super-fans 
the tools they need 
to be successful

Train & Educate

Find passionate 
supporters

Community

Inspire new fans 
and engage the 
cycle again

Generate Content
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THREE MODELS OF INFLUENCER MARKETING TO USE
2.Word of mouth “sampling”

Product/Sample

Influencer Influencer

AudienceAudienceAudienceAudience

(Hopefully)



3.Co-creation

INFLUENCERS & THE TRANSPORTATION INDUSTRY

THREE MODELS OF INFLUENCER MARKETING TO USE

Influencer 
Brand/
Cause

Your Brand

New product/service/experience
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YOU’VE FOUND AN INFLUENCER, NOW WHAT?

▸ Are you sure? (You’ve vetted your influencer, defined your 
goals and understand your purpose?) 

1. Define The Relationship 

2. Educate - Consider a training workshop + creative brief 

3. Prepare - Provide the tools they need to be successful 

4. Be A Good Partner
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YOU’VE FOUND AN INFLUENCER, NOW WHAT?

▸ And while you’re at it… 

5. Have a plan for tracking, distribution 

6. Work with a (loose) schedule 

7. Keep internal stakeholders informed 

8. Set regular check-ins



THE HARD WAY 
LESSONS LEARNED
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CASE STUDIES

Insights:  

Relationships and actions drive loyalty 
Real stories exist and resonate with drivers 
The company is not important, the individuals within the 

company are 
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CASE STUDIES
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CASE STUDIES
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