
A Match Made in Heaven? 
How to decide if Influencer Marketing will be good for your nonprofit. 

Forty four minutes. That’s how long actor Nick Offerman sat in a comfy chair next to a roaring fire. Offerman is 
known for being a versatile actor, but for forty four minutes he barely moved. He just stared at the camera, and 
every so often took a sip of Lagavulin whiskey, a drink revered by his well-known character, Ron Swanson. 

The video went viral, racking up 3.4 Million hits, and earning the promotion’s YouTube channel almost 20,000 
new followers. Lagavulin's parent company Diageo was given the Shorty Award for the Best Influencer 
Marketing Campaign. 

That’s the power of Influencer Marketing. An organization can get massive, worldwide exposure, simply because
a man sat in a chair and drank a glass of whiskey. 

Why is Influencer Marketing Different?

An influencer is a prominent figure on social media that has a dedicated audience of fans who want to see what 
they will do next. Influencers can come from a wide range of backgrounds – like beauty experts, TV stars, movie 
critics, or even rescue dogs. 

Unlike the polished anonymity of traditional marketing, influencer marketing drives sales through a personal 
connection to the fans. Influencers regularly update their vlogs, blogs, and channels. The intimate format of 
social media can make fans feel like the Influencer is talking directly to them. So when the influencer 
recommends a product or service, it feels like a referral from a friend. 

But can an Influencer help my nonprofit?

Most influencers want to work with nonprofits – it makes their audience feel good, and gives the influencer a 
chance to give back to organizations they admire. But influencers and nonprofits alike have to be selective about
who they partner with. 

So before you contact an Influencer, ask yourself:

 What Tier of Influencer works best for us? Even if a Top Tier influencer is interested in your cause, they 
might not always be the best fit for your nonprofit. Especially if your marketing budget is limited. If you have
plenty of time and patience to grow, you might want to consider a Power Middle influencer instead. If your 
organization needs stable growth now, then signing with a few micro influencers might be more your speed.

 Can this Influencer stay on message? If an influencer decides to work with you, your collaboration will live 
on the internet forever. That’s not a good thing if the influencer has been known to be controversial or 
combative. Watching and reading an Influencer’s content will give you a good idea of what they stand for 
and how they’ve evolved over the years.

 Are we offering a mission or a concept? Don’t ask someone who’s already putting hundreds of hours into 
building their brand to put everything on hold to brainstorm with you. When you’re ready to talk to an 
influencer, be sure you’re coming with a mission they can join. Whether you have a video outlining your 
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latest campaign, a social press kit, or just a heartfelt email outlining your mission, make sure they have a 
reason to get excited about your cause.

https://thesocialpresskit.com/

