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The Cirqle is a verified digital marketing and influencer platform enabling 
clients to drive awareness, conversion and content worldwide.

Garnered by Jon Bolt, Antonin Duroy
Designed by Jelle van de Velde
Powered by IBM Watson
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INFLUENCERS

INFLUENCERS FEMALE INFLUENCERS MALE INFLUENCERS

489 61 38k %
Clients have access to an abundance of 
pre-vetted influencers.

The influencer marketing industry skews female. However, males are the largest growth area 
within our network.

%
PAID SOCIAL & BUDGET

AVERAGE ENGAGEMENT (INSTAGRAM)

AVERAGE RATES (IN $)

AMPLIFICATION

MICRO

MICRO

MACRO

MACRO

MID

MID

CELEBRITY

CELEBRITY

AVERAGE SPEND PERFORMANCE

5

10

650

4.8

7.2

7.5

1.9

4

13

54 200x

% %

k

%

k

%

k

k
Amplifying influencer content pays off and 
delivers 5x more impressions on average.

Average engagement

Average fee p/post

Average engagement

Average fee p/post

Average engagement

Average fee p/post

Average engagement

Average fee p/post

Average campaign spend (in $)  across 12-14 influ-
encers p/campaign p/market.

Increase in Campaign Performance as a result 
of incorporating paid media.

%

OUR NETWORK BY TIERS OUR NETWORK BY REGION

Micro United States of America

Mid Europe

Macro Asia

Celebrity Middle-East

Total Oceania

116,701 41%

165,119 27%

189,444 11%

11,456 11%

489,456 3%



  

Photography
Renata Chede

Chief Editor
Steven Lammertink

diversity

5



the
cirqle edition

We’ve been fortunate enough to build a highly diverse team representing 10 unique backgrounds who collectively speak 
over 9 languages fluently. Global marketing is in our DNA - In 2019 alone, we’ve run campaigns in 4 out of 7 continents. We 
pride ourselves on the diverse backgrounds we personally represent our and experience brings to the table. 

Intro
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Looking back at 2019, it can easilly be described as 
the year of diversity. We have seen diversity play a 
leading role in global political movements; but beyond 
that, we’ve been delighted to see our clients fully 
embracing diversity in their marketing efforts. As we 
look ahead to 2020, I feel strongly that we are on the 
verge of widespread adoption and recognition of the 
importance of diversity, which is why we’re happy to 
celebrate it in this publication.

We celebrated diversity for McDonalds, 

Subway, Barnes & Noble, Manchester City, and 

Band-Aid over several campaigns leveraging 

creative talent with a wide variety of different 

backgrounds. We’ve also built a partnership with 

Amref, an organisation poised to end Female 

Genital Mutilation, for which the team will travel 

to Africa to interact with the local cultures and 

communities to put an end to this gruesome 

ordeal. Together with Band-Aid, we’ve created 

more awareness for HIV/Aids. Through carefully 

designed Band-Aid stickers, captured beautifully 

by Jerry Maestas and his boyfriend Derrick 

Freske are featured in a spread in this newspaper. 

All-in-all, 2019 was extremely good to us. We 

saw the ups-and-downs you’d expect from any 

upstarting company, butv had an extremely 

strong end to the year. 

We’re extremely proud to present this issue to 

you.

DiversityInterview
Steven Lammertink

Portrait
Renata Chede
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When it comes to partnerships, should brands invest long term, 
or are short term partnerships sufficient? It’s a question we get 
regularly at The Cirqle; and the answer is always the same, longer 
term partnerships are highly more cost efficient and strategic to 
drive the reach, frequency and recall necessary to drive valuable 
ROI.

Now, before we dig into it, let’s address the elephant in the room. 
We 100% understand that POV sounds a bit self-serving — of course 
we would prefer longer term programs with more robust budgets. 
But, honestly, it’s so much more than that. That’s why we partnered 
with some of The Cirqle’s amazing talent who are in the trenches of 
the influencer marketing partnerships game to hear their opinion. In 
workshopping the feedback, here’s what we heard time and again:

Gaming’s Social Media’s Algorithms

Cost Efficiency and Added Value

Adaleta Avdic (USA)

Serein Wu (USA)

An Dyer (USA)

“Organically, one post is never going to receive enough exposure because of the Instagram 
algorithm. In order to actually get higher visibility, you need to post several times. That’s 
when you’ll see increased reach among the target audience you want to hit within my overall 
audience.”

Social media trends regularly impact social channel algorithms significantly. As a result, some 
content performs better than others without a real rhyme or reason. If a brand partners with 
you one-off and the algorithm is wonky that day, then that’s it … you can’t always guarantee a 
particular ROI even though it’s what you would typically deliver. But if a brand partners with you 
for several pieces of content over time, the results average out -- some perform better which 
balances things out and the brand is more likely to see the overall ROI their looking for.

When I partner with brands on a long-term basis, I personally develop a loyalty their products/
services. So I’m happy to include them in extra content free of charge -- product round-ups they 
wouldn’t have otherwise been in, included in the background of other posts even if they aren’t 
the main feature, etc. -- without charging them

10



Photography by 
Elias Chigros

Content for
Fossil

C
os

t

Added
valueef

fic
ie

nc
y&



Added
value

&
Cost Efficiency and Added value

Natalie Caez (USA)

Brands spending so much time searching for different influencers for each campaign. I think 
that once you find the right influencer that you have a trusted relationship with, you should 
continue to see different ways that you can work together. It saves time and resources and 
you’re more likely to get a better price from a consistent partner. When it comes to long term 
partnerships, I’ll always aim to make things more cost efficient. I don’t mind negotiating down 
my initial rate if I know I’ll be able to secure a steady income.

Content Quality and Consistency

Mariann Yip (USA)

The influencer marketing industry has become more saturated and consumers have smartened 
up. When our audiences see one off campaigns, they’re not likely to feel that they are highly 
authentic or relatable even if they truly are to the influencer him/herself. When you see 
something associated with the same person more and more, you’re just naturally more likely to 
believe their opinion on it.

With longer term partnerships, the quality of my content is higher, because I can keep 
consistent creative talent I need - my photographer, video editor, etc.- on staff. It’s just the 
nature of the business.

Natalie Caez (USA)

Serein Wu (USA)

Adaleta Avdic (USA)

Anastasija Polovnuka (Germany)

As you’re working with a specific brand for a longer period of time, you can build a rapport, a 
trust. When they see how well you work with the product, a lot of them are willing to give you 
more creative freedom. Inevitably, when you’re coming up with your own content ideas, they 
start to feel more organic and authentic.

When it comes to showcasing my own brand loyalty as a means of driving my audience’s 
consideration and hopeful conversion, it becomes more authentic if I can talk about that brand 
consistently over time and how it’s become a part of my routine.

My fans have recently been DM-ing me and saying, ‘there was somebody I was following, 
and they promoted a new skincare product every single week ... I know that it takes weeks to 
actually get the true results of skincare products, so I know that they’re just pretty much lying 
about it, because how could you know after a week of using the serum if it’s the most amazing 
serum ever?

I can plan long term partnerships better. When I know that I have to post 2-3 times monthly 
2-3, I can plan my feed and the pictures in advance for more authentic storytelling without the 
pressure to create the content in a short period of time. Also as I post, I get a feeling of what 
content the brand likes and I adjust my content to their preference.

Length and Cadence

Laura Santolaria (Spain)

Normally a long-term partnership means I’d be posting throughout a period of 6 or 12 months 
on behalf of that brand. For a 6 month partnership I normally share 1 - 2 posts per month on 
Instagram, 1 blog post and 1 story. But it really depends on the brand. Sometimes brands prefer 
to leave the partnership open-ended and the number of posts is unlimited. In that case, the 
brand tells me ad hoc when they want me to post.
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These points on the benefits of long-term partnerships are well taken and something 

we factor in when counseling clients; but there is also one other element we believe 

plays a huge role - paid media. If a wide range of varied content isn’t high on the list 

of priorities, strategic paid media applications can yield some of the same benefits 

of long term partnerships, especially when it comes to gaming social algorithms and 

driving recall. 

Scuare
on the

Block
Op-ed by 
Alayna Palgon
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Op-ed by
Alayna Palgon

Editor
Steven Lammertink

Paid Amplification vs. Organic Targeting

At The Cirqle we employ our proprietary  Scuare paid media 

platform which analyzes organic content performance, 

your paid media objective and the best time and budget 

allocation to yield maximum results. In doing so, we’re 

able to give influencer content a second life after it lives 

organically on the influencers’ channels. Additionally, on 

most social platforms, paid content can include direct 

links, enabling us to drive deeper consideration with the 

target audience. 

Beyond this use of paid media, we are also excited 

to see the benefits of mobile wallet technology 

on extending the life of influencer content 

and consumer connections. Pairing boosted 

content with links to mobile wallet tech yields 

a direct connection to your target consumer as 

they download the mobile wallet card and can 

therefore be retargeted via push notifications later 

on. Leveraging paid media to create an always-on 

mobile push notification program allows brands 

to speak directly with the consumers about the 

topics that could motivate them to action, be it 

purchase, awareness, clickthroughs or any other 

action customers would like their audience to 

take. The beauty of Scuare is that the platform 

enables anyone to ingest their content into the 

platform to help drive ROI on their media. Using 

influencer content, this drives extraordinary high 

results. Coupled with mobile wallet adoption, this 

forms the 360 media solution a lot of advertisers 

are looking for today. 

In a world where budgets are constantly tight 

and the appetite for ROI grows stronger, it has 

never been more critical to leverage cost-efficient 

marketing strategies. As we continue to push 

the boundaries of what is possible within the 

influencer marketing and digital ecosystems in 

an effort to yield best in class business results, we 

look to brands to make the type of investments 

poised to deliver. 

14



Snitkovsky
It’s been a long standing fact that consumers are 87% more likely to make a 

purchase from an influencer recommendation. On average, consumers spend 

1.25 hours daily on social media. Assessing these two statistics together, 

roughly means that marketers have over 1 hour each day with their target con-

sumers to influence purchasing decisions. It’s one of the biggest selling points 

for the industry; and yet, the technological means to seamlessly facilitate and 

measure influencers’ sales impact have fallen short. 

Well, until now, that is.  

Photography by Christian Grammar
Interview by Alayna Palgon

Profilethe cirqle edition Volume III
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Next to calling, texting, being on social media and taking photos, people 

nowadays also shop with their phone. Using native apps, people are buying 

some of their favorite products regularly; so why not give consumers that 

capability without needing to download an app? Enter: mobile wallet 

technology.

Masha
in the

house

Photography by 
Christian Grammar
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Masha’s eye on Marketing Innovations

If you’re not sure you know what mobile wallet technology 
is, you’re probably not giving yourself enough credit. 
Have you ever used a mobile boarding pass to board an 
airplane? Have you ever used a credit card stored on your 
phone to make a purchase? Then, you have used mobile 
wallet technology. In fact, the mobile wallet feature is 
native to both Apple (Wallet App) and Android (Google Pay 
App) smartphones making it quite simple for marketers 
to leverage the technology to reach consumers. 

Having observed consumer behavior as relates 

to storing and leveraging mobile credit cards and 

airline boarding passes, we thought why can’t 

we offer a similar pass but with another design 

and another purpose? Our Mobile Wallet Qards 

function as coupons, loyalty reward cards, gift 

cards and event passes that can be shared with 

a consumer and stored in their mobile wallets 

for future use. To offer unique user experiences 

courtesy of the brand, the components of the 

Qards are fully customized including: Availability/

quantity, Expiration date, Creative & copy, POS 

connection via discount code, bar code, QR code, 

loyalty reward code. The Qards also do something 

your average coupon or loyalty reward card 

cannot - remind consumers to use them at peak 

moments of purchase intent. 

Since mobile push notifications are inherent to 

the wallet apps on Apple and Android phones, 

our Qards remind those who have downloaded 

them during triggering events when/where offer 

is valid:

i) Within a geographic vicinity ii) Opening mobile 

e-comm site and/or during a iii) Custom moment 

in time (ie holiday, deal expiration).

Pairing this technology with digital marketing 

mediums (ie. influencer marketing, banner or 

display ads, SMS Text, email marketing) enables 

marketers to execute campaigns poised to 

measure each influencers’ conversion ability. 
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Additionally, it enables marketers to have 

a direct dialogue with their consumers; 

rather than constantly partnering with 

influencers time and again to increase 

consideration via duplicated reach. Here’s 

how it works:

While this technology has a simple 

user experience, there is certainly a 

learning curve, and it requires finesse 

to be executed successfully. In one use 

case, Fossil simply placed mobile wallet 

technology behind their existing boosted 

posts on Facebook. When consumers 

downloaded the Qard, they were auto-

reminded by a push notification on their 

phone - when near a Fossil store - that they 

could receive 20% off. Scanned in-store, 

the Quards were used to not only provide 

the discount benefit to the consumer, but 

also measure the efficacy of the Qards 

at delivering ROI. The program was so 

successful that for every $1 the brand put 

into the program, $4 came back to them. 

But this is just the tip of the iceberg! There 

are a plethora of ways to flex the tech to 

yield results. Staying ahead of the curve 

and applying best practices to optimize 

the use of mobile wallet Qards has been 

our goal over the last 9 months. That’s why 

we sat down with influencer marketing 

professional, Masha Snitkovsky, to discuss 

the benefits, challenges and potential 

mobile wallet technology brings to the 

table. 

Masha works with a Fortune 100 CPG 

company in the US supporting their 

digital and influencer efforts. She came 

to us with the goal of increasing sales of 

a particular product and foot traffic to a 

priority retailer via influencer marketing 

efforts. In this particular case, the 

product was in the hair care category 

and the store was a pharmacy that was 

offering a two for one offer on a particular 

product line. At the time, mobile wallet 

technology had barely been used for 

influencer marketing purposes, but she 

partnered with us for a test and learn 

to assess the power of the offering.  

Masha: “What I really liked was the geo-

targeting 

capability such that we could target 

consumers with push notifications when 

they were near that retailer. So when a 

consumer is on the spot where the offer 

is valid,it reminds them to go in and make 

a purchase. What we did notice in using 

the technology is that it succeeded in 

getting us closer to our consumer in the 

sense that this is something that’s living 

and breathing on their phone, so there 

are frequent opportunities for them to 

receive the messaging from our brand. If 

they open their wallet, they’ll see it. When 

they receive a push notification, they’ll see 

it. In that way, it feels more personal and 

tangible coming from the brand, 

The Benefits of Mobile Wallets
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The Challenges of Mobile Wallets
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rather than a social media post they might 

see once and then it goes away. That direct 

connection to consumers that is created is 

a lot like having a CRM system that we can 

keep reusing. If we want to retarget those 

consumers who downloaded the mobile 

wallet offer with a new message or offer 

down the road, we can. We knew going 

into it that the retailer would not enable us 

to plug into their POS, so we were not able 

to directly measure sales for the program 

which is really unfortunate since it would 

have been amazing to see. Also, the brand 

and retailer were not able to provide 

a unique discount code for the offer. 

Instead, it was simply an offer that was 

already being provided to anyone who 

went into the store, not just those with the 

mobile wallet coupon. Additionally, the 

short timeframe of the campaign made it 

challenging for us to leverage The Cirqle’s 

AB Testing to optimize the Qards. Because 

of this, we kicked off without those three 

best practices; but, we still felt that we 

could use the technology to drive people 

in-store with the geo-targeted push 

notifications which is why we still moved 

forward with the campaign. One thing that 

wasn’t so much a challenge, but a concern 

was if the push notifications would be seen 

as spam and not only cause consumers to 

delete the mobile wallet cards but to feel 

harassed by 

the brand. In particular, we were nervous 

about this because our campaign only 

ran for a week, which could have been a 

lot of push notifications in a short period 

of time. You guys really helped assure us 

and we collaborated to decide that each 

consumer would receive a maximum 

of 2 notifications during the term of the 

campaign with 5 days in between pushes. 

We felt comfortable with that, especially 

since the consumer would be opting in to 

receive the mobile wallet reminders and 

there is only a 5% average card deletion 

rate. We did learn that even without a 

unique offer and a plug-in to the POS, 

the program was still relatively successful 

and definitely helped us have a direct 

connection to our consumer. 

Masha: We also learned how powerful 

micro influencers become when paired 

with the technology. Our program was 

comprised of several mid-tier influencers 

and 5 micro-influencers. The recap 

showed that the 5 micro influencers 

drove 80% of the mobile wallet Qard 

downloads, when we thought that the 

mid-tier influencers would be the ones 

that would drive higher download rates. 

At the time, the technology was so new, 

that no one knew this would be the case. 

In the future, we would consider using 

more micro influencers and supporting 

their efforts with paid media to drive 

wallet downloads.

20



The Future of Mobile Marketing

With this new technology, influencer marketing (and other paid channels) will 

become one of the leading mediums where you can measure actual conversion 

rates and revenue brought back to the company (specifically in-store) by a 

marketing push that can be triggered through The Cirqle.

Offer opt-in

Users receive opportunity to download a unique offer

Offer in mobile wallet on device

By downloading the offer, consumers allow us to send push 
notifications reminding them about the offer.

21
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Push notifications are send whenever there’s a triggering
event: time/day and geo notification.



Masha: We would definitely use it again. 

In partnering with The Cirqle to set up 

mobile wallet communication with our 

potential consumers, we essentially built 

a CRM system that we can keep reusing. 

Even though our brand didn’t have a unique 

discount code this time, if they do in a few 

months we can just reactivate the Qard with 

the new offer to those same consumers. 

Next time, we’d want to ensure we were able 

to get that unique discount code to really 

see redemption rates. This would be highly 

valuable to be able to determine which 

influencers are driving the most downloads 

with their unique Qards as we can discover 

the top convertors this way.  At the end of the 

day, the campaign we ran was successful, 

but I wish we had that so we could have 

really measured success. But that’s just a big 

hurdle with a lot of CPG brands who don’t 

have a DTC site …

If we do overcome that hurdle, we will need 

to prepare our brands to understand that 

the revenue influencer programs produce 

may not always yield a profit. For almost all 

marketing mediums, ignorance is bliss. We 

don’t really know how many people make a 

purchase after watching a TV commercial, 

hearing a radio spot, or seeing a banner ad.

Push Notifications

Push notifications are send whenever there’s a triggering
event: time/day and geo notification.
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How can social good organizations gain deeper awareness and traction? 
How can they convert that to donations and support for their cause? 
Could influencers be the answer? What about the red tape that often 
exists within charitable organizations when it comes to promotional 
partnerships?

Health Africa
end-FGM

Interview by
Ilaria Severi

Interviewee
Dirkje Jansen

Photography
Amref Health Africa
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Amref Health Africa and the fight against FGMInterview by
Ilaria Severi

Interviewee
Dirkje Jansen

Photography
Amref Health Africa

As fate would have it, an unexpected meeting between 

Neelie Kroes and The Cirqle CEO, Steven Lammertink, 

in an airport lounge would bring these questions to the 

fore. Kroes, a former Dutch politician turned (social) 

entrepreneur and member of the Amref Flying Doctors 

advisory board knew Amref had so much to offer the world, 

but had to forego the ability to expand their awareness due 

to lack of infrastructure. In particular, the fight against the 

FGM (Female Genital Mutilation) was one of the primary 

efforts that needed support. At the The Cirqle, we agreed 

that this effort needed the attention of influential, socially 

conscious individuals who could bring awareness to the 

cause. Over the course of 2 months, we partnered with 

Amref Health Africa (in the Netherlands known as Amref 

Flying Doctors) to provide this service. In doing so, we 

learned quite a lot about the power of influencers to elicit 

social change.

Amref Health Africa is the largest 
African health organization tackling 
health issues on a community level in 
Ethiopia, Kenya, Uganda, Tanzania, 
South Sudan, Malawi, Zambia, and 
Senegal. Through close partnerships 
with the communities and local 
governments, the organization is 
committed to ending the practice of 
Female Genital Mutilation.
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Amref does not intend to strip these wonderful cultures of their traditions; rather, 

they collaborate with communities to develop alternative rituals. The Alternative 

Rite of Passage (ARP) is a community-led cultural alternative to circumcision 

instead  that seeks to retain and more deeply embrace the harmless cultural rituals 

and celebrations around womanhood in place of those that put young girls at risk. 

To date, more than 17,000 girls in Kenya and Tanzania have been saved from “the 

cut” thanks to the Alternative Rite of Passage. 

Every February 6th marks a United 

Nations-sponsored awareness day to 

support International Zero Tolerance Day 

for Female Genital Mutilation. To drive 

increased awareness and conversation 

for the cause on this day, Amref tasked 

The Cirqle with leading influencer 

partnerships. 

The result? After sharing details about 

the cause via The Cirqle’s digital briefing 

system, 19 influencers authentically 

opted-in to support the cause. Among 

those 19 creators, 57 pieces of content 

were shared across 5 different countries 

championing Amref’s efforts. Together, 

the content earned over 800k impressions 

and an outstanding engagement rate of 

11.69%, thus showing the great support of 

our influencers’ audiences on this cause.

But don’t just take our word for it. We 

conducted the below interview with Dirkje 

Jansen, Head of programs at Amref Flying 

Doctors with whom we had the pleasure 

to work throughout the campaign, about 

her experience and why she chose The 

Cirqle.  

Dirkje: What you do, in influencer 

marketing, is very much aligned with who 

we are as an organization and how we 

push for lasting health change. In terms of 

‘influencers’, one of the things we already 

do internally is what we call “community 

engagements” in Africa with what we call 

“champions” instead of “influencers. Our 

champions inspire people to advocate for 

change and create change from within the 

community on the ground (not online).

We have amazing champions such as 

Nice Leng’ete -- one of the front runners 

of our FGM movement who was also 

featured in the Times 100 Most Influential 

People globally. Since this whole idea of 

“influencers” is very close to who we are, it 

was a much easier match than I would have 

considered it to be before and that is why 

we decided to have a conversation. One 

difference is that we had no experience 

with  influencer marketing online; however, 

today everything for Amref takes place 

online -- here in the Netherlands as well as 

in Africa. It’s how we communicate within 

the organization, everything is online 

within a community. So it really made a 

lot of sense for us to shift our approach of 

working with a community of influencers 

online as well. It’s just that we don’t have 

the expertise on how that works. 
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Dirkje:  We were at a crossroad in the work 

that we do. In order for us to professionalize 

and really scale we needed a partner with 

an expertise and we couldn’t launch the 

program alone. So I thought with the 

Cirqle, we could create a very strong 

partnership. The campaign concepts The 

Cirqle brought to us were interesting and 

very engaging. That’s when we decided 

to do a campaign together and said “Let’s 

give it a try!” 

Dirkje: Frankly, I didn’t have many 

expectations as this was something really 

new for us and we are not the experts on 

this type of marketing. In the end, it was 

a great and very interesting partnership 

and the results were beyond expectations.  

The buzz created by this campaign on the 

International Day Against Female Genital 

Mutilation was something we could have 

never imagined. It was huge. We were 

so excited to see all the content being 

created and posted, and we were even 

trending on Twitter! The engagement 

was huge considering we are not a big, 

worldwide association such as Unicef, 

for instance.  We were just blown away. 

We didn’t expect such a huge success. 

In particular, there were two unexpected 

results from this partnership. The first, 

was the results themselves -the number 

of likes, the number of shares, etc. The 

second was how much it really 

bonded the Amref staff globally.  Our team 

could really feel the energy all across the 

globe from people who are so passionate 

about the cause. The content created 

by The Cirqle’s influencers was really 

heartwarming. They all took creating 

their content very seriously, even though 

they didn’t get paid for it. There was a lot 

of original, very inspiring content. In fact, 

some of them were so passionate that they 

reached out to us personally and asked 

if we were going to post again on the 

topic as they would like to be part of the 

message. We were humbled to experience 

all these people willing to support us on a 

topic that’s not easy to address. When you 

get so much support from people who 

don’t know you, it’s really meaningful. If I 

look at the younger generations, people 

want (and maybe even more today than 

10 years ago) to give meaning to what 

they do. What we’ve seen here is that you 

can create personal connections which 

is not about any organization or any 

company. It’s about the social goal that is 

very real. It’s very real in this world, that 

there are people, women, girls who are 

circumcised, and we want to stop that. It 

was very touching to see that people who 

have never been in touch with someone 

who was cut, or had never heard about 

it before felt that this needs to stop and 

were willing to 

stand up to support this publicly. We really 

want to create a global partnership with 

the Cirqle and your influencers to end 

female genital cutting and also to create 

awareness all over the world. We really 

hope that through a partnership with you 

and the influencers, we can also engage 

world leaders to join this battle. Our ideal 

future, includes a partnership that actually 

strengthens the impact that we make on 

the lives of these girls in Africa. I believe 

that together, through our partnership, we 

can bring the world closer together. For 

more info, please visit: amref.org/endfgm

#NoMorePain
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Op-ed by
Alayna Palgon

Twitch:
Not your 
traditional
social 
channel
This multi-player entertainment platform isn’t your 
traditional social channel
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Op-ed by
Alayna Palgon

However, most notably, the platform 

is a community for gamers and those 

looking to watch gamers play video 

games which is largely why Twitch users 

are predominantly male (81%). According 

to a recent meeting with a Twitch 

representative, the platform currently 

has 15M users daily and 116M monthly 

unique users. In Q1 of 2019 alone, 2.7 

billion hours of content was viewed on the 

channel. Interestingly enough, this online 

content streaming platform has grown in 

popularity so much that streaming and 

cable networks like Netflix and Hulu are 

keeping a close eye on Twitch. While 

Millennials and older generations may not 

find this highly appealing, a recent study 

from Limelight shows that on average, 

young gamers (ages 18-25) worldwide 

spend an average of 3 hours and 25 

minutes each week watching other people 

play video games online - nearly an hour 

more than they typically spend watching 

traditional sports on channels like ESPN. 

What makes Twitch really innovative is 

that the platform hinges on a gamified 

algorithm controlled by users. People 

creating content and watching content 

earn “bits” for certain actions - watching ad 

units, being an Amazon Prime subscriber,  

and making a donation to a charity. By 

gaining bits, users establish increased 

credibility within the Twitch algorithm, 

climbing the Twitch user-base hierarchy. 

Enabling users to dictate who/what is 

and is not popular on the platform rather 

than a complex algorithm, gives Twitch an 

edge compared to other social channels. 

Inherent to a live streaming content 

channel is the opportunity for product 

placement. While this might not seem 

too different than product placement in 

an Instagram post or YouTube video, the 

consistency and subtlety of a product 

placement on Twitch is quite different. If 

a user watches their favorite gamer play 

Fortnite every day, he might not notice 

there is a Red Bull refrigerator in the 

background at first, but it’s definitely there 

and it’s likely to stick with him in the long 

run. The platform has a built in system 

where users can earn bits in exchange 

for purchases of promoted brands. For 

example, Gillette partnered with gaming 

influencer Dr. Disrespect, to promote their 

razors - for every razor purchased through 

the app, buyers received bits when the 

razor shipment arrived at their door. 

Not your traditional media channel

So why did Amazon pay nearly $1 billion to own it? 

Let’s dive in. Unlike Instagram, Twitter, YouTube, 

or any other social channel, Twitch is a social video 

service focused 100% on live interactions among 

the community. In fact, Twitch champions itself as 

a platform offering “unique, live, unpredictable, 

never-to-be repeated experiences created by the 

magical interactions of the many.”
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Finally, Twitch is growing as a great platform for 

charitable contributions. Much like bits can be 

used to gain traction within the platform, they can 

also be used to donate to charity. Knowing how 

socially conscious Gen-Z is, this type of feature is 

just the thing to keep this growing consumer target 

engaged. In fact, when we think about partnerships 

like AMREF (featured in the pages before this 

article), we begin to envision how Twitch could 

be a conduit to support not only their awareness 

objectives, but also help them raise money for the 

cause.

 

Have questions about incorporating Twitch into 

your next program? Drop us a line and we’re happy 

to guide you through this relatively new territory!  
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In Common

feature

Celebrating the diversity of McDonald’s customers.

Campaign management by Ilaria Severi
Creative direction by Tyler Ridings

Client McDonalds
Partner agency Talenthouse
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The United States is a melting pot of people 

from all over the world. Yet, no matter 

how different we are — where we’re from, 

how old we are, the color of our skin, the 

language we speak, or the number in our 

bank account — there’s one thing we all 

have in common: McDonald’s®. In their 

first brand campaign in over three years 

called: ‘In Common’. McDonald’s wanted 

to showcase the vast diversity of customers 

who visit their restaurants, through a series 

of portraits inspired by world-renowned 

photographer, Mark Seliger. McDonald’s 

invited photographers from across the 

United States to submit their own series 

of portraits that showcased a diversity 

of people with special McDonald’s 

memories, traditions, and experiences for 

its ‘In Common’ campaign.

With The Cirqle’s network of over 

500.000 verified influencers, we tasked 

our network to come up with unique 

content that’s out-of-the-ordinary and 

really celebrates diversity. Diversity, in 

this instance, meant looking at different 

corners of society that are not commonly 

captured by photographers or influencers. 

The concept that McDonalds came up 

with was grounded in data and steered 

by creativity.  In a four-part study named 

Culture of Proximity 2.0, released in 2018, 

it was revealed that young people are 

increasingly looking for brand authenticity, 

with 70% of youth culture feeling brands 

aren’t getting authenticity right. The way 

to change that, the study explains, is to 

openly share the company’s values and 

beliefs in culturally significant moments.

The power of cultural diversity and 

ethnicity was deeply integrated into 

the messaging of this campaign. 

The content that was produced for 

McDonalds through this campaign, which 

is featured throughout  this paper, has 

received attention on mcdonalds.com 

and drove insane engagement rates that 

outperformed our benchmarks in almost 

half of all the produced content that was 

featured on influencers social channels. 

Driving millions of impressions, with the 

stage being one of the oldest McDonald’s 

restaurants in the Los Angeles area, 

we’re extremely proud to have played a 

fundamental part in the success of this 

campaign.

As we venture into a more sustainable 

world, inside and out, these types of 

initiatives should be brought to life much 

more frequent. It is our goal to keep 

committing to campaigns that make the 

world a better place. Through The Cirqle 

platform, the campaign was managed 

across 5 different agencies, including and 

thanks to partner agency Talenthouse, 

with the strong participation of all 

stakeholders.

The Power of Cultural Diversity
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Campaign by Ilaria Severi
Photography by 

Joaco Teran, Adriana 
Montaldo Vera, Thomas

Finsterbusch & Diego Weisz 
Language in Spanish
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Sometimes you gotta feature what’s right, uplifting and simply spot-on. That’s 
what this campaign was all about, shot in Argentina for Nexgard, it’s the culmina-
tion of men and women and their best friends. 
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De los creadores de Frontline llega NexGard un bocado saborizado 
que protege a tu perro. NexGard, elimina las pulgas adultas antes de 
que coloquen huevos. Su efecto se inicia 30 minutos después de su 
administración y alcanza el 100% de eficacia en 8 horas.

NexGard contiene afoxolaner, una molécula innovadora de potente 
acción contra pulgas y garrapatas para perros, los protege durante 
un mes. NexGard hoy es líder en la categoría de tratamientos orales 
y de la mano de familia de productos Frontline que también es líder 
en la categoría tópica.

La venta de nuestro producto está centralizada geográficamente en 
Capital de Buenos Aires y Gran Buenos Aires, Capital de la provincia 
de Córdoba, Rosario y Capital de la provincia de Santa Fe, Capital 
de la provincia de Mendoza.

A tu perro le va a encantar y lo comerá voluntariamente, podés 
ofrecerlo con o sin comida. Podés bañar a tu perro inmediatamente 
y con frecuencia, sin afectar el tratamiento. Es un tratamiento seguro 
para perros cachorros y adultos, tu veterinario te lo recomendará! El 
tratamiento mensual, protege a tu perro y tu hogar contra pulgas y 
garrapatas.
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El concepto asociado a la campaña y que los influencers 
tienen que expresar en sus contentidos es la “felicidad” 
dada por la convicción de darle a tu perro lo mejor para que 
esté protegido contra pulgas y garrapatas, esto se refleja 
en su salud y en la salud de TODA la familia y el hogar.

Joaco Teran



Photography by Adriana Montaldo Vera
Edited by Ilaria Severi
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De la arena al agua, del agua a la arena, un 
rato jugando a ser milanesa y de ahi segura-
mente corriendo al sillón… Cuando tu perro 

esta tanto tiempo en la playa es fundamental 
tenerlo protegido y #NEXGARD es la solu-

ción! Un bocadito por mes y listo! chau pulgas, 
chau garrapatas!. @boehringer_ingelheimsa 

#AD,#FelicidadEsVerlosDisfrutar,#Nex-
GardEsFelicidadCompartida,#TuPerro-

TeLoVaAPedir,#TuVeterinarioTeLoVaARe-
comendar,#HaceloBienHaceloMensual

Diego Weisz



Campaign Management by Ilaria Severi
Partnership with Marina Maher Communications
The Cirqle for Band-Aid

For Band-Aid RED

maestas

talented
influencer

and
photographer

Jerry
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“Becoming a professional photographer has been something 
I've been working toward for years. I remember discovering 
how much I loved photography about 7 years ago and it's 
led me to where I am today. The simple answer on how 
to become a professional photographer is to give yourself 
the correct amount of time to learn everything you need to 
know.” 

Interview by
Tyler Ridings

Portrait by
Jerry Maestas & Derrick Freske

The Radical

Campaign Management by Ilaria Severi
Partnership with Marina Maher Communications
The Cirqle for Band-Aid RED
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“Becoming a professional photographer has been something 
I've been working toward for years. I remember discovering 
how much I loved photography about 7 years ago and it's 
led me to where I am today. The simple answer on how 
to become a professional photographer is to give yourself 
the correct amount of time to learn everything you need to 
know.” 

The Radical I don’t think I could live without my 40mm f2.8 
lens. I feel like it helped me shape my photog-

raphy style and when I started shooting with it, 
I instantly fell in love. Lately, I’ve been pushing 

myself to use other lenses but I somehow always 
find myself popping on my 40mm at least once 

during a shoot.



Band-Aid RedInterview by
Tyler Ridings

Portrait by
Jerry Maestas & Derrick 
Freske In case you haven’t heard, Band-Aid recently kicked off a 

partnership with RED with the launch of new (BAND-AID) 
RED bandages. Each box, which is packed with a variety 
of fun (RED) designs, contributes 20 cents to the US Fund 
for the Global Fund. Just this small donation can provide 
enough for one day of life-saving HIV medication that can 
prevent the transmission of the virus from a mother to 
her child. We were fortunate enough to work with Jerry 
Maestas (featured photographer) on this campaign.

How has the world-famous BAND-AID® 

Brand Adhesive Bandages kept up with the 

times since it first started back in 1920? In a 

partnership with RED, the century old brand 

will contribute enough to provide a day’s work 

of life-saving HIV medication that helps prevent 

the transmission of the virus from a mother to 

her child in Sub-Sarah Africa. In a partnership 

exclusive to retailer CVS, we managed to 

bring together influencers with several levels 

of followers to produce content on a topic that 

deserves all the attention. Through a series of 

content that went out, we’ve selected content 

from two of our favourite influencers: Jerry 

Maestas and Derrick Freske. Their sheer power 

of capturing the essence of every single brief 

we put in front of them in one single photo, is 

incredibly powerful. While we can recommend 

every client to have a stab at working with Jerry 

and Derrick, we’re also strong proponents of 

this campaign’s goal. Very small donations can 

make great impact, which is the embodiment

of this campaign. We urge everyone to walk into 

their local CVS-store and purchase a pair of Band-

Aid RED bandages to help support those in need. 

We’d like to thank Marina Maher Communications 

for enabling us to execute on this campaign. 

If you’d like to receive more information on what 

our campaign process looks like, or you’d just 

like to inquire for more information, please don’t 

hesitate to contact us at info@thecirqle.com. 
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Trusted 
by the 
best.
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Some of the clients we’ve been fortunate
enough to work with in 2019.
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We.
Sterre Kruize

Tyler Ridings

Anju Madan

Daan Nederlof

Jelle Van de Velde

Alena Malets

Prim Ann Vianelli

Alayna Palgon

the
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Jon Bolt

Ilan Bass

Huig van der Waal

Shaffy Cohen

Steven Lammertink

Jolien Berkel

Rohit Gupta

Carlotta Rosi

Mikel Porras Hoogland

Julie Lee

Shreya Bhattacharya

Antonin Duroy
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