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HOW TO CREATE AMAZING BRANDED CONTENT YOUR AUDIENCE
WILL LOVE

There has never been a better time to be a creator. Whether it be tech, gaming, beauty, fashion,
lifestyle, or fitness, FameBit makes it easy for creators to collaborate with brands across virtually every
vertical. But with unlimited sponsorship opportunities, comes great responsibility to ensure that the
branded content you create is just as appealing to your audience as it is to the brands you work with.
Here is our guide to ensure that you get it right!

CHOOSE SPONSORSHIPS WISELY

Don't apply for every campaign that you see on FameBit and certainly don't choose opportunities
based on the compensation alone. Be selective and pick brands that appeal to your interest and which
will fit well into your channel and/or the topics you usually cover. Influencer marketing only works
when it’s built upon authentic relationships between the creator, brand and the creator’s audience.
There has to be mutual trust and passion behind what you're communicating and sharing.

Finding a fit and common purpose is everything! Take the time to read the brand's campaign
description, learn the campaign requirements and visit the brand’s website to learn as much as you can
before you send a proposal. What is the brand's mission? What are their values? Could you see
yourself purchasing from this brand? Does it solve a problem for your audience? Don't think of
branded content opportunities as one time projects. Remember, the content is going to live on your
channel for a minimum of six months, so work with brands that you can see yourself championing
long after the content is published.

Don't be afraid to step out of your comfort zone and try something new. Products you feature don't
have to be directly related to your vertical in order to appeal to your audience. It's all about how
creative you get with the integration. For instance, if you are a Travel Vlogger, you can easily work
with a mobile gaming company that you love by integrating them in a video about how you keep
yourself entertained during long flights.

Show your viewers that it’s all about them! For instance, if you're a beauty creator, then choosing to
work with a brand that provides high quality dupes at a fraction of the price of department store
brands, might get a lot of love from your audience as they are likely to appreciate your effort to help
them get the best bang for their buck. Importantly, if you are featuring products that are more on the
expensive side, ask the brand for an audience coupon code that will be different than what is already
being offered elsewhere. Another option is to ask the brand to run a giveaway to get your community
excited and supportive of the brand.
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ENSURE YOU LIKE THE PRODUCT/SERVICE

The worst thing you can do is to recommend a product that you didn't actually test yourself, or worse,
don't like. If you will not have time to give the product a full test then be honest with the brand and
with your community of viewers. For instance, if you want to feature a vitamin supplement that you
haven't used long enough to see results, then rather than offering to create a results driven video such
as a Review, offer to create an Unboxing, First Impressions Video or Haul where you show off the
product, talk about why you're excited to try it, and outline the expected results as promised by the
brand.

ASK FOR MULTIPLE PRODUCTS

If you love the brand but are not certain whether the product mentioned in the campaign will fit or
work for your channel, ask the brand upfront if they would mind sending you more than one item or
if you can make the product selection yourself. This is especially great to do when working with
ecommerce brands such as clothing companies because having more choice and more items to feature
will likely ensure that you find more items to love. Most brands are accommodating and willing to
give creators more choice and more items since they want you to love their product(s)/service as much
as they do. Keep in mind that by sending you more products, the brand might ask for more airtime.

CREATE THE RIGHT TYPE OF CONTENT

Producing quality, unique and engaging content takes a lot of thought and effort. Don't wait for the
brand to tell you what to do. Take initiative and present a number of ideas to the brand that they can
sift through. Giving multiple ideas will keep the ball in your court, allowing you to maintain a lot of
creative control throughout the process.

When deciding what content to create, think about what already works for your channel and what
your audience might enjoy most. Have they been asking for a new makeup tutorial or seasonal
lookbook? Or maybe they love watching your after school routines? It's also worthwhile to think about
current trends or upcoming events (coachella, olympics, super bowl, etc) and how your sponsorship
might fit within them to spark audience interest. Or if your content is comedic, think about a fun
challenge, prank or skit that could work. Effective branded content is about co-creation and working
brands into a format and story that your audience will want to talk about and share. The key is not to
advertise the brand but to give them a chance to stand out and be interesting.
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Show proof

Seeing is believing. Whenever possible, show your audience not only how a product or service works
but how it actually made your life easier or better. If you can show befor&earuhatos, use a

product in front of the audience, or share a detailed experience, you'll gain trust more easily and will
come @t as a more credible source.

Be Honest and Transparent

Your audience sees you as a trusted friend, which is why you should never lie to them. Always express
your true and honest opinion about the product(s)/services you feature. Use a brand's talking points
as a guideline but when it comes to making claims abouffdetieeness of a product, stay true to

your individual experience. If a new lotion you tried gave you 4 out of the 5 expected results, be
honest. Videos that include pros and cons not only make branded content more human and authentic
but also help earn the audience trust. However, never outright bash a brand. If you do have
constructive criticism let the brand know beféiming your video. Brands are usually always able to

fix any problem that you had, send you a new product, or provide a course of action. With that said,
always be professional. In end, if Yol that the negatives of a product outweigh the positives, just
cancel the sponsorship. Remember, brands have to review and approve your content in order for
compensation to be released, so be respectful and keep them informed about your experience.

Along with honesty comes the need for transparency and when it comes to endorsements, the more
transparent you are the better. Never hide that you are working with a brand or being sponsored to
feature a product. Don't say that you purchased a product with your own money when it was sent to
you by a brand. Hiding sponsorships won't make your branded content more organic, it will likely
have the oppositdfect in the event your audienfieds out.

Importantly, having proper verbal, visual and written disclosures for branded content is the law. Even

if the brand you are working with doesn't make it a requirement, make sure that you make the
disclosure anyway to protect your channel and the brand! Brands will see you as more knowledgeable
and professional and will apreciate it in the long rung.

Remember that being hired for a sponsorship is a luxury and an incredible compliment. It means that

you have made it as arflurencer, and that brands see your voice as powerful 8odntial. If you're
not proud to disclose the sponsorship then you are likely working with the wrong brand.
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BECOME AN EXPERT

As a creator, you o! en get early access to products and services before the public does, giving you the
opportunity to express an opinion about whether or not something is worth the investment. To
position yourself as an expert, take the time to do your research and put out knowledge. For example,
if you want to feature a juice cleanse, your audience might get a lot more value from the endorsement
if you also speak about the bene" ts of juicing, and educate them about detoxing and clean eating
rather than just mentioning the product. Remember that viewers look up to you and turn to you for
advice. Especially when it comes to YouTube, Tutorials and How-To's are some of the most sought

al er videos that in#uencers can make.

THINK BEYOND THE ENDORSEMENT

To maximize the value of the branded content you create, think about the steps your audience will
take in order to follow your recommendation. Will they be required to click a link or sign up to a
newsletter? Make sure to test the call to action. For instance, when you provide brand links in the
description " eld or instruct the audience to visit the brand's website, make sure that the links you are
providing actually work and take the audience where they are supposed to go. Does it seem like the
audience will have an easy buying experience? Also, if the brand gave you a coupon code to share, be
sure to know when it expires so that your subscribers/followers don't miss the promotion.

CLOSING THOUGHTS

Creators who turn content creation and brand partnerships into successful careers understand how to
work with brands without alienating their audience. $ ey understand that quality branded content
includes a combination of creativity, authenticity, community, knowledge building and trust.
Importantly, it's not a commercial! It needs to be a complement to the personal brand and a%nity that
you have already built.
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4 tips for getting your proposals accepted

At FameBit, we make it extremely easy for creatdradaand connect with brands on amazing paid
sponsorships. Once you've found that perfect opportunity for your channel, the next step is to write
the brand a proposal that will land you the gig.

While there is no perfect formula for getting a brand to accept your proposal, we are here to increase
the odds by giving you some best practices for writing a proposal that stands out and is ultimately
selected.

1. Do your homework

Simply copying and pasting the same proposal for each campaign doesnOt work on FameBit and the
brands will see right through it! e proposals that tend to get the highest acceptance rates are ones
that are not only original but also demonstrate a genuine interest in the brand/product/service.

Take the time to learn something about the brand and make sure to customize your prdposal to

their campaign needs. Also, outline why you want to work with them or what peaked your interest.

For example, if youOve used the brandOs product in the past and have been a long time customer, let
them know that. Or maybe youOve been inspired by the brandOs founding story, or have seen fellow
creators rave about their products. Including these extra pieces of information and purpose will truly
help your proposal stand out amongst the rest as brands are looking to connect with creators who are
already fans and who can be their biggest brand champions.

Another point that you can make to show the brand that youOve done your homework and that you are
serious, is to reassure them that you can actually complete and submit content for their review by the
desired deadline outlined in their campaign. Vet#gm, brands align campaigns with new product
launches or upcoming promotions so knowing that you are committed to delivering content on time
can help establish professionalism and trust right from the beginning.

2. 1T ALL About fit

A#ter you've shown that you took the time to learn about the brand and expressed a genuine passion,
itOs time to zero in on why you and your channel are d grelare itOs important for you to think

about your channelOs vertical, the type of content you produce, your audience breakdown, and whether
there is a natural link between the brandOs voice and your voice. What do you have in common? Why
will your audience care about this brand?
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If the connection is not obvious atst glance, then ensure to spell it out for the brand. For instance, if
the brand is &tness apparel company looking to connect Witkess gurus, and if you are a fashion
creator with a passion for health aniess, let the brand know this as it will help them make the
connection.

3. paint a picture

' e most successful proposals almost always include an incredible idea or plan for how the brand will
be featured. So ensure to take your proposal a step further and paint a picture on what that engaging
content might look like for the brand. Brands love to hear your creative ideas for incorporating their
products into your content and taking the guesswork out of a prop#ealleads to increasing your
chances of getting hired.

Remember, when a brand decides to work with a creator fbrsh&éme, it's a bit of a leap of faith.

" ey are trusting you with their product and vision in hopes that you will love their product just as
much as they do. So make it as easy as possible for them to envision what their video would look like
if they selected you.

4. priCE
" e last but equally important aspect of your proposal is setting the right pri¢estiyatir needs

while matching the brands expectations. Brands are always looking to spread their budgets as far as
possible and get the most bang for their buck.$ying competitive pricing teamed with the tips

above, youQll be sure to have a proposal that stands out amongst the rest.

While writing a strong campaign proposal can take more time $oud, étOs worth the extra time

spent because it can help you get hired. ItOs also important to note that you donOt have to write a novel
to hit all these points N keep it short and sweet! Above all else, keep your chirrgisn't an exact

science to getting your proposal approved and we've seen several brands go back to their proposal lists
weeks and months later and select YouTubers for the second round of their campaign, so keep positive
and always look for ways to improve your proposals.

Good luck!
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TIPS FOR PRICING YOURSELF WHEN CREATING YOUTUBE
BRANDED CONTENT

Have you ever wondered how to price yourself when bidding for a YouTube sponsorship? You are not
alone! We've all been there and have seen some pretty scattered metrics. In fact, for many YouTubers,
determining pricing is one of the most intimidating aspects of working with brands. But we are here
to guide you through it.

When it comes to YouTube branded content, the most common ways of establishing pricing base is by
looking at your Subscribers, CPV (cost-per-view), Content Type or a combination of these.

SUBSCRIBER BASED PRICING

The most popular and easiest pricing method is basing your price off of your total subscriber reach.
This is a great method for smaller creators who are still trying to establish which of their videos
perform best and who haven't yet gotten to a place where they have a steady viewership rate.

When using this method, we recommend to charge $100 to $250 per every 10,000 subscribers.
Ultimately, you can go higher or lower depending on the type of content you are going to create and
how badly you want to get hired. However, be mindful that the total subscriber count doesn’'t always
translate into the actual reach and engagement of the content created and can sometimes lead to being
over or under paid depending on how the content performs.

(CPV) COST-PER-VIEW PRICING

Cost-per-view pricing is best approached by looking at your average views for the last 14 to 30 days to
determine on average how many views your next video is expected to receive. This is a great pricing
method for creators who post on a regular schedule, have established a tight knit community of fans,
and who get consistent views.

Competitive cost-per-view pricing on the FameBit platform typically ranges between $0.02 to $0.06

per view. The nice thing about this pricing method is that it puts a high value on engagement so even
if you are small channel, with an engaged audience, you have an opportunity to earn a lot of money.
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Do note that if you had one video go viral or one video that performed terribly within the timespan
that you are factoring, be sure to remove it when calculating your channels average views to get a
more accurate price. If your views fluctuate a lot based on the type of content you create, it's usually
good practice to go with a lower CPV to prevent the brand from being disappointed.

It’s also important to note that you can justify asking for a higher CPV by getting creative and thinking
outside of the box. For instance, take into consideration if you have had a proven track record of
success with similar products. Another factor that can really make an influencer more attractive is
proposing ideas to further help boost a brand’s engagement. Perhaps you can offer to put the brand in
one of your most popular videos that have a proven track record of getting views. Or perhaps you will
offer to keep the featured video on your home page for 30 days. Moreover, showing passion and
expressing how you can help the brand is something that every creator should practice. It shows that
you thought about the brands bottom line as well, not just yours.

CONTENT BASED PRICING

For smaller channels looking to start working with brands, CPV pricing may not make sense as the
numbers may not add up. However, if you propose an original concept for a YouTube video, such as a
music video or skit that’s perhaps more demanding from a creative, production and editing
standpoint, it will not only justify higher pricing but will help you stand out! It might also be a good
idea if you give the brand more than one content idea in your proposal to give them choice. Again, the
main point is to get your foot in the door and start building up your professional portfolio. And it’s
important to remember that brands are not only looking at YouTubers for influence and distribution,
they also see them as experts in all things creative and video so take this opportunity to value your art
and originality.

THINK THROUGH THE REQUIREMENTS
Before you set your final price, it's important to get a firm understanding of what the overall
requirements of the campaign look like and what you are willing to create in partnership with the

brand.

Factors to Consider:

+  Will you need to hire outside help? Some videos may require hiring outside help such as
additional cameramen, editors, CGI artists, etc. Make sure to factor those costs into your price
so you can come out ahead after paying all expenses.
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o  Consider the Price of the Product — Not all products and services are created equal and you
should look to adjust your price accordingly. For example, if a brand is offering you a product
worth $1,000+ or sending you on an all expenses paid trip, you may want to adjust your proposal
price down to take that into consideration.

«  What Is Your Audience Getting? If a brand is going the extra mile and giving away their
product to some of your viewers, then you may want to offer lower pricing, given that you will
have the opportunity to also give back to your loyal community.

o  Will the product require additional work to use? Some products need to be used or
experienced for some time before content can be created. For example, acne medicine, teeth
whitening or vitamin products may take time to see results and thus require a longer
commitment than a traditional product, which can drive up your asking price.

o  Brand’s Content Budget — On FameBit, brands are required to input a budget range that they
are looking to pay per video when posting their campaign, which can serve as another useful
guide. For instance, if a brand set a starting per video budget at $500-$1000 per content, you can
definitely bid higher depending on your channel stats and what you are proposing to do for
them, but be mindful that bidding too far from their range might scare the brand off.
Importantly, if you feel that what you are proposing justifies going beyond the brand’s budget,
use your proposal to not only talk about why you are the perfect fit for the campaign but to also
explain why they should pay a higher fee.

o Brand Fit — Is this a brand or product that you're dying to work with? If so, you may want to
consider lowering your price to get your foot in the door and build a long term relationship with
the brand. Especially when you’re a smaller channel and are looking to get some sponsorships
under your belt, bidding on the lower side of the brand’s budget range can help you stay
competitive and get hired. Ultimately, your only focus should not be on how much money you
can make. In other words, don't just choose sponsorships that you will earn the most money on,
but choose sponsorships that you yourself are excited about and that you believe your audience
will be excited about as well.

CLOSING THOUGHTS

As you can see, pricing is more of an art than an exact science and there are several options for
creators of all sizes. By combining the methods with the different factors suggested, such as product
price, content involvement and brand fit, you should get much closer to getting that perfect price.
Importantly, don’t be afraid to experiment and adjust along the way accordingly.
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What to expect during the campaign process

FameBit was created to make it extremely easy for creators and brands to connect for amazing
branded content. For creators, this means getting to partner with brands they already love and having
the opportunity to test out and introduce their audiences to new products and services. LetOs get you
started.

Getting Started

A! er signing up for a FameBit account, you can immediately browse all available paid sponsorship
opportunities by clicking the Sponsorships link on thelhand side of your dashboard. From the
sponsorships feed you can quickly sort opportunities by both category and social media channel.

Each sponsorship card will include:

¥  Content BudgefN " is is the price range the brand is looking to pay for each piece of content
they hire for. You can bid above or below this range.

¥  Submission Deadline N' is is the last day that the brand will be accepting creator proposals.

Social Media Channels NDepending on what social media channel the brand is looking to

receive branded content for, you will see a corresponding social media icon for those channels.

Please note that you are able to only send in proposals for social media channels you have

connected on FameBit.

¥  Camaign Details KEach campaign includes a blurb outlining what the campaign is about and
what the brand is looking for. Click the Details button to read the full campaign details.

+
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Casual Mobile Game - Best Fiends
Submission Deadline: 10.4.2016 Fashion Nova | Fall Try ON Haul
° Submission Deadline: 10.31.2016

Best Fiends is a visually stunning, addictive, FREE
puzzler that takes the mobile game experience to the
next level. Discover the world of Minutia...

Send Proposal m

DEDICATED TRY ON HAUL VIDEO Receive 8-10+ Items to
complete this video. Price Depends on Subs &

Engagement.
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submitting your proposal
Once you have found a sponsorship that you are excited about click the Send Proposal button.

Your Proposal will include:

«  Your Fee — This is the compensation that you would like to receive from the brand for creating
content as well as sharing it with your audience.

o Delivery Date — Projected date by which you will deliver content if hired.

«  Expiry Date — If youOd like your proposal to expire on a §patite, you can choose that here.

o Proposal Details — This is your chance to convey your creative idea for working with the brand
and any details on why you think youOre a §tdat the brand.

Send Proposal

Tell the brand what kind of content you want to create, your fee, etc.
Sponsored content must stay up for at least six months.

o Enter Your Fee Delivery Date [z}

Describe your offering, what kind of content you want to create and why you should be
hired!

«  Send Proposal ExpiryDate: €@  November03,201¢ [ X

after you ’ve submitted your proposal

Congrats! YouOve sent yfirst proposal. We will notify the brand of your interest and from there
they will be able to view your proposal along with your most recent social media stats which are
pulled in automatically by FameBit.

If the brand accepts your proposal, you will befiestivia email along with a link to a private FameBit
workroom where you can communicate directly with the brand. If your proposal is declined by the
brand you will be able to view that under the Declifiéet in your dashboard but an email will not

be sent.
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ONCE YOU'’VE BEEN HIRED

Once your proposal is accepted, you will befigatithat the brand has funded the campaign and that
money is being held for you in escrow. FameBit understands that creating amazing branded content
takes a lot of planning, time anfiaet which is why we require every brand to fund production

upfront. We want creators to have the security and peace of mind that compensation will be available
to them once they ftill the requirements of the campaign and create branded content thaesatis

the brandOs Talking Points or guidelines.

Once you are hired, a workroom will then open up which allows you to communicate directly with
the brand.Think of the workroom as your communication htthis will be the place you go to
communicate directly with the brand, ask questions, receive talking points, as well as submit your
created content for review and approvale workroom also contains information such as the agreed
upon hire price, content deadline and tracking for how the campaign performs.

If the brand is shipping you products for the feature, use the FameBit workroom to communicate your
shipping details with the brand. If you havenOt provided an idea for the content in the proposal, be sure
to discuss dierent ideas and options in the workroom. We recommend for you to take initiative and
present a number of ideas to the brand that they ¢athsugh. Giving multiple ideas will keep the

ball in your court, allowing you to maintain a lot of creative control throughout the process.

Once an idea has been agreed upon, provide as much information about the feature as you can such as
the length of time the brandOs product(s)/service will be featured for, and whether they will have a
dedicated video or be integrated towards the beginning, middle or end of your video. If you are

filming a Haul, Favorites or Lookbook and potentially planning to include other brands in your video,

be sure to let the brand know upfroiihe more information that you can provide in the workroom,

the more likely you are to get the content approved quickly once it is submitted for the brands review.
Also, please ensure to review any campaign briefs and talking points that the brand might provide to
ensure you have everything you need to create your content.

SUBMITTING YOUR CONTENT FOR REVIEW/APPROVAL
Once your content is completed, it is required that you submit the content or unlisted link of the
content for the brandOs review and approval. Note that your branded content cannot be published

without the brandOs approval, and your content cannot beigubhy you once it is approved. Do
remember that the brand is paying for the content and might need to request reasonable edits to
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ensure that their brand, product(s)/service is represented as they had expected. Be professional and
flexible to make changes if needed, and be flexible with your publishing deadline in case the
publishing date needs to get pushed back. Please note that going live without approval will jeopardize
your ability to receive payment. Additionally, once approved, content must remain live on your
channel for a minimum of 6 months.

getting paid

At FameBit we pride ourselves on paying our creators as quickly as possible. We understand the time,
effort and passion that goes into your content and how important a quick payment is. The information
below will provide insight into the different payout options on FameBit and what you can expect when
choosing the payout option that works best for you.

First things first! We need to know how youd like to receive payment. Luckily this process is quick and
painless. Just head over to the FameBit admin panel and fill out your Payment Info under the settings
tab. This shouldn’t take you longer than a minute.

Depending on which country you live in, you will see different payout options available to you. For
example in the US you can receive payments via PayPal, Direct Deposit, Check and Wire Transfer.
Please note that each payout method comes with different fees, (or no fees) as well as different speeds
of payment. Which are outlined below. Also note that we aim to release payment immediately upon
content approval, however with larger amounts ($10,000+), payment can take up to 30 days.

AVAILABLE PAYOUT METHODS -- OPTIONS VARY BY COUNTRY

ACHY/ Direct Deposit

o No transaction fee

e No minimum payment threshold

o  Payments typically take 2-5 business days to arrive in your checking or savings account after
your content has been approved

PayPal

e No minimum payment threshold
o  PayPal transaction and withdrawal fees apply. (2.9% plus $.30)
«  Payments typically arrive within your 1-5 business days after your content has been approved
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Check (not available for international payments)

«  No minimum payment threshold

o  Transaction Fee: $6.00 per check, plus 2.5% Currency conversion fee may apply
o  Please allow up to 15 business days for your check to arrive

o Checks are for deposit only and cannot be transferred

o Checks are sent by mail to the address listed in your payment settings

Wire Transfer

o $100 minimum payment threshold must be met before payments will be sent

o $15 transaction fee

«  Payments typically take 1 business day to arrive in your checking or savings account after your
content has been approved
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ETIQUETTE FOR PARTNERING WITH BRANDS

Partnering with brands has many benefits. It gives creators access to amazing products, services and
even paid travel. More importantly, it provides creators with an opportunity to earn a living from
doing what they love. However, for many of you, this may be the first time partnering directly with a
brand which can be a bit intimidating. When partnering with brands, it's not only important to make
yourself stand out from the crowd, but to also establish a reputation as being professional, reliable and
trustworthy.

Here are few important things to guide you.

COMMUNICATION IS KEY

After seeing thousands of sponsorships completed on FameBit, we can say the common key to success
is making sure you are communicating clearly and often with the brand that you are partnering with.

Before starting to create content, be sure that youre 100% clear on talking points, and ask any
questions you may have as early as possible. Same goes if you start creating content and questions
come up. It's always best to stop and get those questions answered before creating content only to find
out it will need to be reshot.

Brands absolutely love responsive creators that ask questions, so be sure to stand out from the rest by
doing just that.

HOW TO COMMUNICATE

When communicating with a brand it's important to be yourself but also be professional. It's always
best to try and avoid typos, using shorthand slang or writing in all caps. While you’re not trying to win
a grammar award you should always aim to portray yourself in a professional light and communicate
as so.

It also goes without saying but never use vulgarity or communicate in a snarky, aggressive or

dismissive tone. If youre having an issue with a brand and need help resolving it please email
support@famebit.com.
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DELIVERING ON EXPECTATIONS

As a creator, authenticity and creativity of your content is paramount to incredible content and a
successful campaign, after all that is why brands want to work with you! That said, it is extremely
important that you stick to the promises you've made to the brand through your proposal or through
workroom conversations. Try and avoid surprises and be sure that you are on the same page as to
what the finished content will look like and what success means for both you and the brand.

THE CONTENT APPROVAL PROCESS

Once you've submitted content for approval it’s best to give the brand a few days to review. As a rule of
thumb, the larger the brand the longer the approval process may take as they may need to get approval
from several people or parties before it’s published. It's always best to ask the brand upfront how long
their approval process typically takes so that you can plan your content schedule accordingly.
Similarly, it’s also important for you to ask the brand early in the campaign about when they expect
the content to be published. Some brands may want to wait to publish on a specific date so ensure that
you discuss with the brand as to whether that is possible. If you're a daily vlogger, let the brand know
upfront that your content schedule is very rigid and the publish date for content needs to be agreed to
in advance.

If for any reason you've submitted content for approval and haven't heard back in a few days, please be
sure to follow up in the workroom or shoot an email to support@famebit.corand wed be happy to
help out.

Also under no circumstances publish content without approval as FameBit will not be able to
guarantee payment for that content.

WHAT IF A BRAND ASKS FOR EDITS?

Edit requests can be very time consuming and costly for both brands and creators. With this in mind
it’s extremely important to always make sure you are on the same page with the brand and all talking
points and deliverables are clear before shooting. That said, mistakes and changes can always occur
and here are some suggestions on how to best approach them.
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REQUIRED EDITS

As a creator it is your responsibility to make sure that all talking points are delivered, the brand’s name
is pronounced correctly and all information given is correct. Pay special attention to things such as the
brand’s website URL or any special coupon codes that they give to you to share. These are extremely
important to the brand and are often the place where mistakes can be made.

In the instance that one of these mistakes occurs it is up to you and the brand to come up with the best
solution for correcting the content. This can sometimes be as easy as editing out part of the video or
adding an annotation, while in other instances a video may need to be reshot.

NON-REQUIRED EDITS

If you have delivered on all of the campaign’s deliverables and a brand comes back with new requests,
you are typically not required to make these edits as they were not a part of the original scope of the
project. We do encourage when possible to accommodate reasonable brand requests. Things like
adding in an annotation can often be done quickly and result in a much happier client. Note that
many brands are partnering with brands for the first time so the more flexible you can be the better.

The best course of action is to always collaborate together with the brand to find a solution that works

for all parties involved. Again, think about each sponsorship in terms of a long-term relationship with
the brand.

WHAT TO DO IF SOMETHING GOES WRONG

We're all human and issues may arise that are unavoidable. Hard drive meltdowns, broken equipment,
illnesses, it happens to the best of us, but what you do when something happens is the key. Luckily it’s
rather simple. Let the brand know what happened, what youre doing to fix the situation and an
updated timeline. It’s that simple. Most brands are very understanding as long as you keep them
informed and have a plan of action to fix this problem.
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HOW LONG SHOULD I WAIT TO HEAR BACK WHEN SENDING A PROPOSAL?

Brands can vary quite a bit on how quickly they respond to proposals. Some brands take a few hours
to respond while others may take weeks. If you have a strict content schedule that needs to be taken
into consideration, you have the option of setting an expiration date for your proposal. This can be
done when entering your proposal details under the Expiry Date option. If this date is set and the
brand does not respond to your proposal, your proposal will move to their Expired Proposals folder.
After this point if the brand wants to hire you they will have to request a new proposal from you. This
gives you the chance to update any information such as pricing that may have changed since sending
your original proposal.

Declined (6) +

€3 pashboard

Proposals

Actions Required (0)
Proposals Sent (8)
Funding Required (0)

Declined (6)
10
'RIC

Changes Required (0)

Expired Proposals (0)
Content

In Production (0)

Never take a declined proposal personally. Remember that all brands have different budgets, goals and
timelines for their influencer marketing efforts, stay positive and keep sending those proposals!

NEVER FEEL PRESSURED

When first starting out collaborating with brands of any size can sometimes feel intimidating.
However, as a creator you should never feel pressured to do something that you do not feel
comfortable with. This includes saying things about a product that you do not believe. The key to
influencer marketing and having a great ongoing relationship with your audience and brands is
creating great authentic content that you yourself believe in.
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What to do if a campaign isn ®going as expected

weOve all seen branded content that feels forced and inauthentic. ItOs typically obvious and doesnOt do
the creator, brand or audience any favorse@imes this uninspired content gets created because the
brand and creator agree to work together and thear the creator receives the product they realize

that itOs not'd for their channel but is scared to back out of the agreement.

WeOre here to say, If you ever receive a product that you donOt love or think your audience wonOt love,
you can and should talk to the brand about it! In some instances the brand may have sent a faulty
product and will typically be more than happy to send you a replacement, whereas in other cases, the
product simply might not match your expectations. Either way, itOs okay to ask questions and if need
be cancel the sponsorship.

As a creator you should only feature brands, products and services that they are genuinely excited
about. Never feel like you have to create content for a product just because your proposal was
accepted# at said, be professional in the way you let the brand know that there is a problem and
ensure to do it as quickly as possible.

Most campaigns on FameBit go incredibly smoothly with brands and creators coming together to
produce amazing content. However, in the rare case that things arenOt going as planned and you need
help, the FameBit Community Team is here for you. You can reach us directly at

support@famebit.com. WeOre always happy to help.
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HOW TO FOLLOW FTC GUIDELINES

Adhering to the Federal Trade Commission (OFTCO) Guidelines is an extremely important part c
being an ihuencer and of creating branded content. You should never hide that you are collabora
with a brand or being sponsored to feature a product. You should also never say that you purcha:
product with your own money when it was sent to you by a brand. Hiding sponsorships won't mal
your branded content more authentic or organic, it will likely have the oppbtsitt i@ the event

your audiencetnds out. More importantly, having proper verbal, visual and written disclosures for
branded content is required by law!

$ e FTC requires that all paid sponsorships be clearly and conspicuously disclosed. In other wor
a brand is paying you to mention or feature a product through FameBit, you are required by law t
clear and transparent about that sponsorship and the fact that you are working with the brand.

At FameBit, we take disclosures very seriously. We also understand that the guidelines can be
confusing so weQve put together some best practices along with a direct link to the most up-to-d.
FTC materials to help.

To avoid misleading your audience, we recommend that disclosures be:

¥  In clear and unambiguous language;

As close as possible to the ads to which they relate;

In a font and color thatOs easy to read:;

In a shade that stands out against the background,;

For video image disclosures, on the screen long enough to be noticed, read, and understood; and
For audio disclosures, read at a cadence that is easy for consumers to follow and in words that
consumers will understand.

K K K K K

VERBAL DISCLOSURE

Especially when it comes to YouTube videos, we recommend for you to provide a verbal disclosure
right at the very beginning of the video or within thist 15 seconds of mentioning the brand/
product/service that you are endorsing.

HOW SHOULD YOU SAY IT?

We recommend being upfront and using clear statements suéhias/ideo was sponsored by Brand
NameO or OPromotional consideration was provided by Brand NameO.
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KEEP WRITTEN DISCLOSURES ABOVE THE FOLD

In addition to including a verbal disclosure, we recommend for you to disclose the sponsorship clearly
in the description text above the fold so that your audience can easily see it. We recommend for you
to place the disclosure in the video description eld as close to the product/brand link as possible and
within the rst three lines of the description eld.

If the brand provides you with tracking links and coupon codes to include in the description eld, we
recommend for your FTC disclosure to come before the brand links and any other information. Keep
in mind that merely including a link or mentioning sponsorship in the description is likely not
enough to meet the FTC rules if it is not accompanied by a verbal disclosure.

If you want to add an additional disclosure that is visible on-screen, we recommend adding a
permanent burned-in text overlay disclosure. Ensure that the on-screen disclosure appears on screen
long enough to be visible and understandable and ensure that it is in a font and color that stands out
against the background. We don’'t recommend using annotations as annotations are not visible on
mobile devices.

OTHER SOCIAL MEDIA CHANNELS:

e FTC disclosure requirements not only apply to YouTube video sponsorships but also to other
sponsored social media content, such as Twitter, Facebook, and Instagram posts. Each creator is
responsible for making proper disclosures when creating content for these social media channels as
well. We recommend making disclosure clear and conspicuous at the beginning of the post using the
word “AD” or “Sponsored”. Abbreviations of the word “sponsored” are likely inappropriate.

On platforms such as Twitter and Instagram, when using tags such as #ad, #sponsored, or
#promotion, we recommend that you not only place them at the beginning of the post but also
separate them from other tags so that the FTC disclosure is clearly identi able and distinguishable
from other tags.

Even if the campaign that you were hired for is for YouTube only, in the event that you decide to share

any brand links or repurpose the content associated with the campaign on other social media
channels, we recommend that you include proper FTC disclosure at the beginning of the post.
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What If A Brand Doesn ’t Want A Disclosure

If a brand asks for you to either not include a disclosure or to remove your disclosure once you
submitted your video for review, please notify the brand that the FTC mandates that all paid
endorsements be clearly and conspicuously disclosed. Inform the brand that you are required by
to comply with the FTC guidelines. If the brand insists, notify support@famebit for help.

If you yourself choose not to include disclosures, keep in mind that repeated failure to include
appropriate disclosures, or failure to add disclosures upon request by the brand or FameBit, will r
only be in violation of FTC rules but may also result in suspension or even termination of account
well as inability to participate in future FameBit campaigns. If you are ever unclear whether a
disclosure is required, we strongly recommend that you include the disclosure just tohesafe.
more clear and transparent you are, the better.

As guidelines!@n change please be sure to visit tieeal FTC websitéor the most up to date

information

Helpful FTC rules & Guideline Links:

¥  FTC Guidelines
¥  .COM Disclosures
¥  Native Advertising: A Guide For Businesses

This article is not meant to be all-inclusive. For more details please vEBLiGIWebsite
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https://www.ftc.gov/tips-advice/business-center/guidance/ftcs-endorsement-guides-what-people-are-asking
https://www.ftc.gov/system/files/documents/plain-language/bus41-dot-com-disclosures-information-about-online-advertising.pdf
https://www.ftc.gov/tips-advice/business-center/guidance/native-advertising-guide-businesses
http://www.ftc.gov/
http://www.ftc.gov/

