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This document is a technical whitepaper setting out the current and future developments of 
the Inflr platform and it’s ecosystem by Inflr International Corporation Ltd (Inflr). This paper 
should be used for information purposes only and does not constitute a legal agreement 
or commitment. Unless expressly specified otherwise, the products and innovations set 
out in this paper are currently under development and are not currently in deployment, or 
at least not fully functional. Inflr makes no guarantees as to the successful development or 
implementation of such technologies and innovations, or achievement of any other activities 
noted in the paper, and disclaims any warranties implied by law or otherwise, to the extent 
permitted by law. No person is entitled to rely on the contents of this paper or any inferences 
drawn from it, including in relation to any interactions with Inflr or the technologies mentioned 
in this paper. Inflr disclaims all liability for any loss or damage of any kind (whether foreseeable 
or not) which may arise from any person acting on any information and opinions relating to 
Inflr and the Inflr platform described in this paper or any information which is made available 
in connection with any further enquiries, notwithstanding any negligence, default or lack of 
care. The information contained in this publication is derived from data obtained from sources 
believed by Inflr to be reliable and is given in good faith, but no warranties, guarantees or 
representations are made by Inflr with regard to the accuracy, completeness or suitability of 
the information presented. It should not be relied upon, and shall not confer rights or remedies 
upon, you or any of your employees, creditors, holders of securities or other equity holders 
or any other person. Any opinions expressed reflect the current judgment of the authors of 
this paper and do not necessarily represent the opinion of Inflr. The opinions reflected herein 
may change without notice and the opinions do not necessarily correspond to the opinions of 
Inflr. Inflr does not have an obligation to amend, modify or update this paper or to otherwise 
notify a reader or recipient thereof in the event that any matter stated herein, or any opinion, 
projection, forecast or estimate set forth herein, changes or subsequently or somehow 
becomes inaccurate. Inflr, its directors, employees, contractors and representatives do not 
have any responsibility or liability to any person or recipient (whether by reason of negligence, 
negligent misstatement or otherwise) arising from any statement, opinion or information, 
expressed or implied, arising out of, contained in, derived from, or omitted from this paper. 
Neither Inflr nor its advisors has independently verified any of the information, including the 
forecasts, prospects and projections contained in this paper. Each recipient is to rely solely 
on its own knowledge, investigation, judgment and assessment of the matters which are the 
subject of this report and any information which is made available in connection with any 
further enquiries and to satisfy itself as to the accuracy and completeness of such matters. 
Whilst every effort is made to ensure that statements of facts made in this paper are accurate, 
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all estimates, projections, forecasts, prospects, expressions of opinion and other subjective 
judgments contained in this paper are based on assumptions considered to be reasonable 
as of the date of the document in which they are contained and must not be construed as 
a representation that the matters referred to therein will occur. Any plans, projections or 
forecasts mentioned in this paper may not be achieved due to multiple risk factors including 
without limitation defects in technology developments, legal or regulatory exposure, market 
volatility, sector volatility, corporate actions, or the unavailability of complete and accurate 
information. Moreover, Inflr may provide hyperlinks to websites of entities mentioned in this 
paper, however the inclusion of a link does not imply that Inflr endorses, recommends or 
approves any material on the linked page or accessible from it. Such linked websites are 
accessed entirely at your own risk. Inflr does not accept responsibility whatsoever for any 
such material, nor for consequences of its use. This paper is not directed to, or intended 
for distribution to or use by, any person or entity who is a citizen or resident of or located in 
any state, country or other jurisdiction where such distribution, publication, availability or use 
would be contrary to law or regulation. This paper is only available on https://ico.inflr.com 
and may not be redistributed, reproduced or passed on to any other person or published, in 
part or in whole, for any purpose, without the prior, written consent of Inflr. The manner of 
distributing this paper may be restricted by law or regulation in certain countries. In the same 
sense, persons from the following countries, either by citizenship or simply having there their 
formal residence, are not allowed to join the ICO or by any means buy, possess, use, deal 
with or negotiate Inflr Coins during the ICO Sale in any of its phases: People´s Republic of 
China, United States of America, Brazil, Syria, South Korea and North Korea. Persons into 
whose possession this paper may come are required to inform themselves about and to 
observe such restrictions. By accessing this paper, a recipient hereof agrees to be bound by 
the foregoing limitations.
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The communication market started unilaterally. Trademarks issued their messages by 
vehicles: television, radio, newspaper print, outdoor advertising, among others, which are now 
classified as traditional means. Consumers, as receivers, received and were impacted by the 
campaigns.

With the advent of internet and digital media, passive consumers have become active 
participants. Numerous interactions became possible, from opinions expressed through 
tweets, to participation in live streams sponsored by brands-  not to mention the likes, sharing, 
and reactions on social media platforms.

As a consequence of these new digital tools, the forms of communication have been diversified. 
Common users are no longer just the receivers of messages from master platforms- they have 
become content producers, allowing rapid scalability and an increased range of messages. 
Among these users and consumers, digital “influencers” have emerged.

Some reports on influencer marketing distinguish between digital influencers and celebrities 
based on their behavioral aspects and their relationship with the public. According to YouPix, 
(a company that has held events with digital influencers for more than 11 years), celebrities are 
“idealized and distant.” In contrast, because digital influencers have emotional characteristics, 
they have greater spontaneity and proximity, and are connected with consumers and niches 
of greater relevance.
Below we will define some important terms, and we will deepen their meanings.

1.Introduction
What is influence marketing?

brand brand brand
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 CELEBRITIES: idealized, distant, fragmented presence, more obvious main features of 
their image;
 
 INFLUENCERS: spontaneous, expert, constant presence and faster delivery of the 
message.
 
Celebrities are perceived not only by the work they do, but by lifestyle, consumption and 
positioning in common issues, which leads to a greater idealization of their personalities.  
However, while social networks facilitate a closer relationship with the public and with fans, 
it is not always easy for viewers to identify with the content created by celebrities, causing 
celebrities to seem distant. Due to the different ways that viewers relate to celebrities’ public 
profiles, different groups can identify more with one particular feature and less with others. 
This diversity in celebrity image perception is only possible because of the different roles that 
celebrities take on and their strong presence in multiple media formats simultaneously, which 
gives celebrities a fragmented presence. Some celebrities are remembered by acting in a film, 
hosting a TV show, organizing a social project,  or by participating in a thematic program that 
enhances a side of their personality that is not generally identifiable in their work. These are a 
few of celebrities’ many ways of interacting and being present in the lives of consumers.

Influencers, because of the way they appear on the market, without pretense, without obligation 
or adherence to any format, are better able to express themselves and have a more natural 
relationship with the audience by making spontaneity a main characteristic. They have a strong 
identification with the audience and share common personality traits, opinions, behaviors 
and attitudes with niche consumers. This makes influencers experts in communicating 
with a specific audience. Among the influencers, niche audiences have more homogenous 
demographic, psychographic, and geographic ranges among consumers. Influencers have 
greater visibility in social networks, but have difficulty migrating to other formats (though 
there are examples of influencers in TV, cinema, and other formats that have succeeded). 
However, they have a stronger, more focused presence compared to celebrities. This focused 
presence offers a greater advantage in the distribution of the message, and achieves greater 
speed and scalability of the actions they perform. With a more rapid, intense impact on their 
audiences, ad campaigns are able to reach tens of thousands of likes (interactions) in a few 
hours. 
 
By positioning themselves as producers of content, digital influencers have transformed not 
only the methods of conducting ad campaigns, but also the organizational structure of the 
market. The “consumer in the center” speech has become a marketing cliché. Columnist Pyr 
Marcondes of the Innovation Insider reported that 90 percent of the professionals who in 
interviews “pompously declared that the future of marketing is customer centric,” present 
positions that do not extend beyond the current dynamic. When applied to the present, the 
Marcondes analysis prompts us to ask: Are consumers really at the center? Or are they “on 
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the side”? 

Every consumer is a potential influencer and producer of content that can express opinions, 
create themes, and influence their network of connections. This change in organizational 
logic enabled a new network of stakeholders. It ceased to be a linear structure through which 
the message moves through the actors of the productive chain to a diversified, dispersed 
ecosystem with fragmented messages. However, the risk can be at ease message noise. 
The way to minimize the risk of your message being lost in all the noise is to move from the 
logic of the “consumer in the center” to the “consumer on the side.” Instead of being made for 
the consumer, content should be made with the consumer. Digital influencers are experts in 
making “with,” because they operate in a market in which they create content alongside and in 
collaboration with their audience. This may explain their relevance and the strong engagement 
in the niches they serve. 

Before going any further, we consider it important to clearly map out the players involved in 
the influencer digital market and the roles they play:

 
 ADVERTISING AGENCY: shapes the message for public consumption and builds a 
campaign according to their marketing strategy. In some cases they also hire researchers to 
provide insight and collaborate in the formation of their marketing strategy.
 
 BRAND: sponsors of the market, they are trying to learn how to use influencers to gain 
credibility and positioning with consumers.
 
 INTERMEDIARIES: divided into two distinct types of entities:  personal agents/
managers and casting agencies. The personal agents seek to meet the demands of brands 
and advertising agencies by initiate dialogue and manage the bureaucratic procedures of 
hiring artists and influencers. The casting agencies, unlike the personal managers, have 
a formal contract with artists and influencers, fostering a strong relationship and a closer 
approach that facilitates faster, more efficient execution of ad campaigns.

 PLATFORM: it is the framework of the market, the social networks that enable varied 
forms of dynamic interaction. These social networks, namely Youtube and Instagram, have 
become the main public forums.
 
 PRESS: has a more organic function, but is essential for the positioning of the 
campaign and building credibility. They help to build the image of the influencers and provide 
exposure through special events and awards.
 
 EDUCATIONAL INSTITUTIONS: the most recent player, they are divided mainly into 
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the categories of basic training and higher education for professional influencers.
 
 FACILITATOR: a platform like Inflr is a consequence of the diffusive nature of the 
digital influencer market. In order to facilitate the connection and relationship between players 
in the market, Inflr serves as a tool for agents to even better identify and guide emerging 
influencers. Inflr is called a “facilitator” because it enables automated monetization through 
complex and necessary calculations for business viability.
 
And, of course, influencers and consumers are big players in the market. Because they are 
interconnected, they are obscured and difficult to identify, since every influencer is a consumer 
and every consumer is a potential influencer. If we place these two players in an imaginative 
framework, the identification of an individual as consumer or influencer occurs more easily.

 CONSUMERS: considered a potential influencer, they have experience the most 
drastic change in position within the ecosystem of the advertising market.
 
 INFLUENCERS: scattered, working within niches delineated by category and subject 
theme, able to strengthen and sustain trends and distribute new products or behaviors with 
greater ease and speed. 
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2. Market 
     Overview
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A study by Mediakix shows that the decline of traditional TV and the growth of social media 
has given rise to influencer marketing, making it the fastest growing category in advertising 
and projected to be a US$5-10 billion market by 2020. Instagram is one of the tools that most 
represents this growing market of influencers. The scale of investment in digital influencer 
marketing is still difficult to estimate, but the growth of this market is recognized among 
professionals in the advertising industry.

Another study by the American marketing agency Tomoson indicated that influence marketing 
generates $6.50 for each dollar invested. This is, of course, the average result, and there are 
also examples of outliers who suffered overall losses, as well as gains well above the dollars. 
The American market is the most developed worldwide, which helps to make influence 
marketing as profitable as email marketing, and even more significant than organic searches 
and sponsored links in search engines. Tomoson’s study proves the value of investment in 
digital influencers. The chart below from their research shows the profitability of different 
strategies used by US companies:

GOOGLE INSIGHTS NEW PLATFORMS AND AGENCIES
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Results from a survey of 272 marketing managers surveyed online Q1 2017

FASTEST-GROWING ONLINE 
CUSTOMER-ACQUISITION METHOD

MARKETING SPEND

 INFLUENCER MARKETING BUDGET

FACEBOOK

MORE GRAPHICS

INSTAGRAM STATS
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AVERAGE INSTAGRAM #FOLLOWERS 
PER INFLUENCER ACROSS 4 LEADING 
PLATFORMS   

INSTAGRAM ESTIMATED 
INFLUENCER MARKETING GROWTH

INSTAGRAM USER GROWTH

BRAND SPONSORED INFLUENCER 

The ROI (return on investment) of influencer marketing presented by the agency is among 
the best in the market. The study shows that 13% of companies achieved returns of at least 
$20 per each dollar invested. While 70% earn over $2.00 per dollar spent on campaigns, the 
remaining 30 percent still cannot reach even two dollars of return. The graph below shows 
the percentage of companies (vertical axis) that corresponds to the gain in return per dollar 
invested (horizontal axis):
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By 2016, the top 10 digital influencers in the world combined received $70.5 million dollars in 
one year. In Brazil, major influencer invoices range from R$50 to R$ 150,000  per campaign 
on YouTube, according to Forbes. The market for digital influencers, despite the significant 
numbers in investment, is comprised mostly of micro-influencers, who can receive up to 
$$5,000 per campaign. 

The return on investments by digital influencer marketing campaigns is highly scalable, 
and characterized by the short time needed to achieve the desired ROI. In this way, Inflr is 
essential to maximize investments, monitor the growth of influencers, process payments in 
a more secure and transparent manner, and to facilitate the relationship between brands and 
influencers.

However, the advertisers are still trying to find the best way to work with digital influencers in 
order to guarantee better quality, efficient content delivery, greater reliability, and, in particular, 
to generate effective results for brands throughout an advertising campaign.

There are already several companies that seek to represent digital influencers and to 
intermediate between influencers and advertisers. Similarly,  there tools are available that aid 
in the search for digital influencers, but in a superficial manner.

In search of a more intelligent and professional solution, Inflr was created with the intention 
of solving the diverse problems involved with contracting digital influencers through the use 
of artificial intelligence, big data, and blockchain technology. 

http://ico.inflr.com
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3. Inflr Platform:
    Overview
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Inflr is focused on creating digital marketing solutions using the latest technology for micro-
influencers. We believe that all micro-influencers should have the opportunity to participate in 
an exchange that stimulates the creation of high-quality advertising content and allows digital 
influencers to be compensated for the true value of their influence. 

Inflr has created the first platform that connects advertisers to influencers within a marketplace 
using blockchain technology. With Inflr, advertisers can promote their products and services 
using the influence of social network users.

Always looking to create balanced relationships between advertisers and influencers, Inflr 
was created to:

CONNECT influencers with advertisers through a comprehensive and easy-to-use ad platform.

FACILITATE dialogue between influencers and advertisers on a platform that provides rapid 
communication, submission and approval of content, and multiple forms and payment, 
making transactions even safer.

CREATE TRANSPARENCY with access to real-time results and data, enabling advertisers to 
track the progress and effectiveness of their ad campaign, and to better understand their 
investment returns and brand development. 

EVALUATE accurately the efficacy of influencers through the use of artificial intelligence and 
through technical analysis of collected data such as influencer posts, scope and nature of 
audience reaction, longevity of post relevance, and size of “friend” networks. The analysis of 
these data is used to generate a score that aides in assessing the utility of different influencers 
and connecting the right advertisers with the right influencers.

INSPIRE AND EDUCATE micro-influencers to improve the quality of the content they produce 
by bringing them together to collaborate, learn, and create content together.

Inflr provides an easy-to-navigate platform where influencers, advertising agencies, 
representatives, and brands can interact freely; everyone is enriched through shared 
experiences, continually stimulating the digital influencer market.

As part of efforts to create an environment of this magnitude, Inflr has devised a framework 
that encompasses not only a platform, but a complete ecosystem of products and services 
for influencers and advertisers.

http://ico.inflr.com
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3.1. -PROBLEMS AND SOLUTIONS
Structuring influence marketing campaigns is not so simple. In fact, it is hard work, and small 
details and budget optimization strategies can make the difference between a campaign that 
is successful, and one that is not.

Without a doubt, the best strategy is to build a campaign with influential internet personalities 
that are most relevant to your customers. The message should be suitable for the influencer’s 
audience, and the language used should be respectful, so that their endorsement of your 
product and service does not seem artificial.

However, finding an influencer that fits your product, who can communicate the message in 
a natural way, and fit within your budget can be a daunting and time-consuming task that can 
result in a huge waste of money if not done properly or thoroughly.

This latter consideration—cost—can often be the greatest obstacle in the process of creating 
an influencer campaign. With the rise of influencers, the rates they charge are increasing and 
often do not match the real value of reach and engagement.

For influencers, being found by brands and advertising agencies is also a difficult task. Today 
there are already several companies and software programs that help to increase influencers’ 
visibility, but often the criteria for categorizing influencers is not clear or accurate.

Inflr solves the problems that  hinder the effective execution of an influence marketing 
campaign. The chart below summarizes common problems, and the solutions provided by 
the Inflr platform:

http://ico.inflr.com
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Planning and organizing a 
campaign is challenging

Lack of clarity or accuracy 
in influencers’ rates and 

values

Security risks of payment 
process

Lack of clear  analysis of 
campaign effectiveness

Inflr marketplace makes it easy to create a campaign 
with a fully automated and intuitive system.

Inflr has an intelligent algorithm that determines a 
coherent value for the remuneration of the influencers 
based on their reach and engagement.

Intermediated by the Inflr platform, the influencer is only 
remunerated after campaign approval by the advertiser, 
ensuring security in the payment process for both sides.

The platform has a complete measurement system so 
the advertiser can gauge the effectiveness of posts.

For the Advertiser

P R O B L E M S O L U T I O N

Monthly fees to use the 
platform

Problems with exchange 
and payment methods

Unlike many platforms on the market today, Inflr charges  
NO MONTHLY FEES to register and use the platform. 
Signing up is totally free, and your only costs are your 
direct investments in your campaign.

Inflr accepts several methods of payment, including its 
own cryptocurrency: Inflr Coin. This ensures not only the 
profitability of the investment, but also facilitates the 
payment of influencers worldwide.

Difficulty finding 
influencers

The Inflr platform has a complete search with more than 
10 filters to find the right influencer for your campaign.
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For the Influencer

P R O B L E M S O L U T I O N

Monthly to use the 
platform fees

Difficulty being found by 
brands and agencies

Difficulty in 
communicating with brand 

representatives

Dissatisfaction with 
compensation, or 

undervaluation

Lack of experience in 
creating advertising 

content

Delay in receiving 
payments

The influencer pays NO MONTHLY FEES or registration 
fees to use the platform.

By registering in Inflr, the influencer will have access to 
various advertising campaigns created by companies 
that fit his/her profile.

With an automated and intuitive campaign management 
process, influencers receive all material from the 
advertiser through the platform, create the content, and 
submit it  for approval. In case of doubt, the influencer 
can talk to the advertiser within the platform, facilitating 
the entire process and helping to forge relationships.

With Inflr Score standard values are established for 
each type of post so that influencers will know they are 
being paid fairly.

Inflr provides 24/7 support to influencers who are new to 
advertising campaigns. Through  Inflr Hubs, registered 
influencers have access to several online courses 
focused on influence marketing as well as access 
to a workspace with professional equipment where 
influencers can collaborate to produce better content 
for advertisers.

Many ad agencies only pay within 45 days of campaign 
placement. With Inflr,  influencers can receive their 
payment within 48 hours of their request to redeem, 
without a slow bureaucratic process. In addition, Inflr 
has its own cryptocurrency: Inflr Coin. By choosing 
this payment method, users can further streamline  
payments and save money on currency exchange fees.
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On the Inflr platform, influencers and advertisers will have access to a safe and user-friendly 
environment. The following is an explanation of how the user can be determined.

 3.2.1. - FOR INFLUENCERS
In order to register on the platform, the influencers must have at least 10,000  thousand 
followers in a social network and be approved by an internal Inflr audit that will analyze 
if the profile and its contents are in accordance with the rules of conduct and guidelines 
of the platform.

Once the influencer registers on the platform, Inflr analyzes the influence of each social 
media profile, taking into account both its publications and audience. The Inflr Score 
of each influencer is determined from the publications analyzed, and is constantly re-
calculated, always aiming to amplify and improve the performance of each individual 
user. The Inflr Score also determines the remuneration for creating posts, photo and 
video content, and for other activities, both in their social channels and in the proprietary 
channels of advertisers.

Ease of communication
Inflr also allows influencers to receive a briefing from advertisers  on the content they 
will create, then send it to the advertiser for approval without leaving the platform 
environment.

3.2. - INFLR PLATFORM FEATURES

http://ico.inflr.com
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Publications Control
Once approval is received from the advertiser, the influencer publishes the content. 
After the post’s the minimum period of permanence has passed, the advertiser is 
automatically charged.

Remuneration for influencers
Influencers may choose to be compensated with local currency or Inflr Coin. If the 
influencer chooses to redeem their payment in local currency, payment will be made 
within 48 hours. Payments redeemed as Inflr Coin will be immediately processed, 
creating an extra incentive for the use of Inflr Coin.for the use of Inflr Coin.
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 3.2.2. - FOR ADVERTISERS
Inflr provides advertisers a complete profile and analysis of the engagement of 
influencers in their social networks, as well as the impact and coverage of their 
audience, facilitating their selection of influencers. The platform has a simple and 
intuitive navigation system for building a campaign, from content approval to reporting 
and analysis.

 Search for Influencers
 Advertisers will be able to do a complete search of influencers, by gender, location,  
 behavior, social networks, and post value, among other criteria.

 

   
 Campaign Creation
 Through an intuitive interface, advertisers will be able to create campaigns with   
 customizable format and content, with their preferred social networks and forms of  
 remuneration (money or barter/exchange).

http://ico.inflr.com
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 Payments and Security
 The platform has several payment methods: credit card, bank transfer, Paypal, Inflr  
 Coin and the post-paid model.

 Reports
 The Platform provides comprehensive, easy-to-understand analytics reporting with  
 all the metrics needed to analyze campaign effectiveness, profitability, and    
 enhancement possibilities.

3.3. - “PROOF-OF-INFLUENCE” ALGORITHM 
“Proof-of-Influence” is an algorithm that uses machine learning to analyze the big data 
extracted from influencers social networks to identify their followers and the main subjects that 
they cover and produce an Inflr ScoreTM, which measures the reach or level of engagement 
of the influencer.

Inflr ScoreTM

One of the biggest challenges of influence marketing is determining a coherent value for 
influencer remuneration that matches their actual engagement in social networks. 

Inflr Score is a number from 0 to 100 that represents the proven engagement of an influencer 
with his/her followers. This score is used to assign a monetary value to the posts of the 
influencer on each social network.
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 Content Identification
Inflr categorizes influencers using artificial intelligence, which identifies the main 
subjects of posts, photos, and videos, (such as “applying makeup” or “playing football,”) 
and can even analyze the emotional context of a post by detecting facial expressions 
in images. The algorithm also helps identify potentially unsafe or inappropriate content 
in images and videos. 

Audience Identification
The makeup of an influencer’s audience in their social networks is identified using 
a machine learning algorithm, which analyzes videos, photos, posts, and profiles of 
followers. Faces in pictures and videos are analyzed to determine attributes such as 
gender, age group, and ethnicity. The geographical location of an influencer’s audience 
is determined via geolocation obtained from followers who interact with the posts 
generated by the campaigns within the platform.

3.4. - SMART CONTRACTS
In order to formalize the contract between the brand and the influencer, it is necessary 
that many legal aspects are defined, such as: the delimitation of services and contents, 
remuneration and payment, image and intellectual property rights, and the obligation to 
comply of the applicable legislation (i.e. the Code of Consumer Protection and the Code of 
Advertising Self-Regulation).

The development and fulfillment of all these details for the implementation of each influencer 
campaign is a time-consuming and costly process. 

On the Inflr Platform, all these formal aspects are considered in the creation of automated 
smart contracts. 

A smart contract is a self-executing computer protocol, created with the popularization of 
crypto-coins, made to facilitate and reinforce the negotiation or performance of a contract, 
providing reliability in online transactions. With the main objective of allowing unknown people 
to do business of trust among themselves, through the internet without the need of a central 
authority. (From Wikipedia, 2018)
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Smart contract is dynamically generated by Inflr’s blockchain at the start of the campaign and 
is executed once all parties have approved and signed.

Delimitation of services
A smart contract will clearly indicate how content should be published by the influencer 
on social media (the express mention of the brand, use of certain expressions that 
define the brand, clothes, accessories, etc.), the extent of the content (maximum 
number of characters, video time, etc.) and the schedule of publications.

Verification of services
After the deadline designated in the smart contract for the brand and influencer to 
complete their respective tasks, an automatic process is initiated to verify that all 
aspects of the contract have been fulfilled by both parties. This occurs through the 
“Proof-of-Influence” algorithm that is executed by the “miners.”

Payment
The value of the reach and visibility of the influencer is calculated by the algorithm 
of “Proof-of-Influence.” Therefore, after a positive verification of the execution of the 
smart contract, the payment is authorized. The payment to the influencer may be 
currency, exchange, or Inflr Coin.

3.5. - API
Inflr API will be publicly available for developers to create applications based on the influence 
of their users, to offer Inflr Coin as a method of payment or reward.

3.6. - CO-CREATION SPACES (INFLR HUB)
Inflr Hub is a workspace fully customized for the exclusive use of Inflr’s influencers and guests 
to participate in training programs, connect and create high quality content together.

In this space, influencers will have access the necessary equipment to create higher-level 
professional content. In addition, influencers can participate in various events and workshops 
on the topics of social networking and digital influence.

Inflr Hubs will be located within regional Inflr headquarters as well as throughout Brazil and 
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the U.S., with the possibility of opening locations in Europe and Asia within the next few years.

Facilities
Inflr Hubs will have all the professional equipment necessary to produce content for 
social media, such as photo and film equipment, spotlights, sound equipment, rooms 
for video production and customized spaces that can be shared or reserved.

In addition, Inflr Hubs will have post-production capabilities, from private edit rooms to 
voice recording booths. Everything will be available at no cost to influencers registered 
on the Inflr platform.

Interaction and Learning
Inflr Hubs will also have dedicated space for workshops, courses, and lectures focused 
on themes of content creation, social networks, crypto-coins, and influencer marketing. 
All of these resources are intended to help influencers further improve and diversify 
their techniques of content production on social media.

In addition, Inflr Hubs will organize periodic events and happy hours with influencers, 
Inflr employees, and special guests to foster networking and sharing of experience 
and new ideas.
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4. Models of use     
  of Tokens
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Inflr Coin is an economy-of-influence cryptocurrency that will be designed for use within the 
Inflr Platform and across the Inflr network.

 
 

INFLR is an ERC20 standard token utility that will give token owners the ability to access the 
Inflr platform with its many features and unique data on influencers and brands. Inflr Coin 
plays a key role within the Inflr ecosystem and is designed to balance the interests of all token 
owners, creating incentives for everyone to actively participate in the token economy.

With Inflr Coin, you will be able to access various services and perks within the Inflr Platform 
and on  various third-party applications that will be developed using the Inflr API.

4.1. FOR THE ADVERTISER
 4.1.1. STACKING MODEL

By purchasing Inflr tokens, advertisers will have exclusive access to the platform and 
influencer data. It is critical that advertisers be an Inflr Coin token holder in order to 
secure a “seat” (the right to use the platform) for a specified period of time.

The “seat” offers different levels of access to the functionality of the platform depending 
on the amount of Inflr Coin held that is, the more Inflr Coin the advertiser has, the more 
features and benefits will be available.

There will be a gradual increase in the minimum number of tokens required to access 
the platform, which will be directly proportional to the increase in service efficiency and 
the amount of data available on influencers. This system of calculated gradual change 
allows a constant increase in demand for the token and consequently its valorization, 
avoiding the “free riding” effect, which can occur when there are no barriers to the entry 
of new users in the platform.

The possible “free riding” effect occurs when malicious players use the network but 
do not contribute in any way to its maintenance; that is, they carry out research on the 
platform and enjoy its features without any cost.

In order to avoid such an effect, a minimum number of Inflr Coin will be required to 
carry out more detailed surveys within the platform. To be clear, this is not a monthly 
charge or any kind of “sunk cost.”
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Those who use the platform only as a search tool will need a minimum number of 
INFLR. However, you can sell your Inflr tokens whenever you wish to recover what you 
paid if you no longer need the services provided by the platform.

 4.1.2. PAYMENT FOR SERVICES ON THE PLATFORM
Infr Coin as a means of payment will allow the direct transfer of tokens, making financial 
management more flexible. It will also provide several benefits to the advertiser, such 
as tax exemption and reduced taxes on campaign fees.

4.2. FOR INFLUENCERS

 4.2.1. STACKING MODEL
The influencers that choose to use Inflr Coin will have access to different levels of 
benefits within the platform, including:

 Additional functions
In addition to receiving invitations to participate in campaigns, the influencers who are 
also token holders can also actively participate by contacting the brands to submit 
advertising and copyright suggestions.

 
 Early access to the platform

In order to use the platform, the influencer needs to have a minimum number of 
followers in each social network. However, if the influencer does not have the minimum 
number of followers, he can pay for early access by acquiring the required amount of 
Inflr Coin.

 4.2.2. MEANS OF USE
Influencers will be able to use tokens to purchase products and services from Inflr 
partners such as bars, nightclubs, restaurants, shops, concert venues, etc. as new 
partnerships are formed.

Influencers or anyone who has Inflr Coins may exchange them for standard currency 
within the Inflr’s partner exchanges at any time.

4.3. USING CURRENCY IN MULTIPLE APPLICATIONS
Through Inflr API, developers can create various applications that use Inflr Coin as their default 
currency for transactions, increasing the distribution and strength of the cryptocurrency.
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5. Distribution of
 Tokens and 
 Initial Quotation
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The total supply for the ICO will be 400,000,000 INFLR. After the ICO, new tokens will not be 
created, and the tokens that are not sold will be destroyed at the end of the crowdfunding 
campaign. 

The initial value of Inflr Coin is 1 INFLR = 0.00025 ETH. For the other altcoins accepted as 
payment during the ICO, the conversion will be made based on this proportion.

Due to the high level of volatility of ETH, the official conversion rate for the crowdfunding 
campaign will be announced within 6 hours before the start of the pre-sale, according to the 
current value.

5.1. INITIAL VALUE OF TOKENS

5.2. TOKEN DISTRIBUTION

T O K E N  V A L U E

T O K E N  D I S T R I B U T I O N

INFLR

TOKEN SALE

MARKETING RESERVE

ADVISORS AND CONSULTANTS

LEGAL

TOTAL

RESERVATION FOR PLATFORM 
AND MAIN FUNCTIONALITIES

RESERVE FOR FOUNDERS
AND BOARD MEMBERS

%

ETHINFLR

1

140,000,000

60,000,000

40,000,000

8,000,000

400,000,000

112,000,000

40,000,000

35%

15%

10%

2%

100%

28%

10%

0,00025
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For the crowdsale campaign we separated a total of 140,000,000 Inflr Coin, distributed in 
three phases of sale:

 - Phase #1 - Private Sale - 50% bonus - Starts July 23, 2018;
 - Phase #2 - Pre Sale - 15%-30% bonus - August 20 - September 19, 2018;
 - Phase #3 - Main Sale - No bonus - October 01 - November 30, 2018

(for more information, see item 6 below)

Considering the possibility of influencers cashing in Inflr Coin and at a time when there are 
insufficient tokens circulating within the platform, we need to guarantee a reserve to comply 
with exchange requests. Thus, even before a considerable amount of tokens are in circulation, 
the safety reserve will ensure that the core features remain functioning and help to increase 
circulation and currency appreciation in the market.

To ensure a higher value liquidity for the token, all of the tokens reserved for the founders and 
board members (10% of total quantity) will be held in reserve for a period of 24 months. This 
2-year period will start from the time the token is listed in an exchange.

15% of the tokens from the ICO will be reserved for marketing campaigns to promote the Inflr 
platform. This will be held in reserve for 12 months after listing the token in an exchange. After 
that period, the marketing reserve will be gradually released at a rate of 10% per month. This 
action guarantees greater value liquidity for token holders.

To ensure a greater liquidity value of the token, 10% of the tokens will be held in reserve for 
the team of project partners and advisors for a period of 6 to 12 months. The term is counted 
from the time the token is listed in an exchange.

5.3. TOKEN SALE

5.4. RESERVE FOR PLATFORM AND MAIN FUNCTIONALITIES

5.5. RESERVE FOR FOUNDERS AND BOARD MEMBERS

5.6. MARKETING RESERVE

5.7. ADVISORS AND CONSULTANTS RESERVE
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6. Division of
 Token Sales
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Of the total Inflr Coin we will generate, 35% will be destined for sale and will be divided as 
follows:

Upon completion of the Crowdsale campaign, tokens will be available for distribution among 
participants who have purchased the coins.

In the event that Hardcap is not reached, tokens that are not sold will be destroyed, stimulating 
the liquidity and appreciation of the tokens sold.

The crowdfunding campaign will be considered successful if it reaches the softcap of 
11,111,111 INFLR ($1 million). 

To ensure token holders of the reliability and security, if the softcap is not reached Inflr makes 
possible the return of funds from all three phases,  in accordance with the ICO Terms and 
Conditions available at the link: https://ico.inflr.com/terms-and-conditions.

T O K E N  S A L E  P H A S E S

INFLR

PHASE  #1 - PRIVATE SALE

PHASE #2 - PRE SALE

PHASE #3 – MAIN SALE

%

11,200,000

58,800,000

70,000,000

8%

42%

50%

6.1. PHASE #1 - PRIVATE SALE
Private sale will be an exclusive sale only for select buyers and project partners, with a 
minimum purchase value per participant of 11,111.11 Inflr Coin. 

Participants who are approved to participate in the private sale will have a 50% bonus on the 
number of tokens purchased.

The Private Sale will start on July 23 2018 at 10:00 AM (EST/New York time). It will be 
automatically terminated upon reaching the sale limit (11,200,000 INFLR).

Individuals who are interested in participating in the Private Sale must express their interest 
by sending an email to privatesale@inflr.com by July 21, 2018. 

In the event of failure to reach the sale limit, tokens that are not sold will be introduced in the 
sale of Phase #2: Pre Sale
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6.2. PHASE #2 - PRE SALE

6.3. PHASE #3 – MAIN SALE

Pre-sale will be open to anyone interested in buy tokens. Pre-sale will start on August 20, 2018 at 10:00 
AM and end on September 19, 2018 at 11:00 AM (EST/New York time). It will be automatically terminated 
upon reaching the sale limit.

The Pre-sale will be limited to 58,800,000 Inflr Coin, plus any surplus from the Phase #1 Private Sale.
The minimum purchase price is 500 Inflr Coin, being subsidized under the following conditions:

Phase #3 of the sale of the tokens will start on October 01 at 10:00 AM and ending on November 
30 at 11:00 AM (EST/New York time), or will be terminated upon reaching the sale limit.

The Main Sale will be limited to 70,000,000 Inflr Coin, plus any surplus from Phases #1 and 2.

The minimum purchase price during the Main Sale is 500 Inflr Coin.

In the event of failure to reach the sale limit, tokens that are not sold will be introduced in the 
sale of Phase #3: Main Sale.

* Token bonus is the additional amount of tokens received beyond your purchase.

*Token bonus is the additional amount of tokens received beyond your purchase.

P R E  S A L E 

M A I N  S A L E 

DATE

DATE

TOKEN BONUS*

TOKEN BONUS*

Aug 20 to Sep 03

Oct 01 to Nov 30

+30% bonus

No bonus

Sep 04 to Sep 19 +15% bonus
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7. Use of Funds
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The funds raised in the crowdsale campaign are of significant importance not only for the 
growth of Inflr but also for the realization of all stages of the project.

Funds will be distributed to address the main objectives of the project, and percentages will 
be changed according to the amount collected during the sale:

U S E  O F  F U N D S

BUDGET ALLOCATION >1 M. >5 M. >10 M. >12,6 M.

Infrastructure and business growth

Legal and administration

Marketing

Partners

47%

10%

34%

9%

45%

10%

36%

9%

44%

10%

37%

9%

43%

10%

38%

9%

7.1. INFRASTRUCTURE AND BUSINESS GROWTH
As part of our plans for expansion, 43-47% of funds from token sales may be allocated for the 
establishment of new infrastructure in accordance with local laws and regulations of each 
country.

The Inflr project was started in 2015 using market and technology research to find more 
professional and effective ways of solving the problems encountered by those operating 
in the influencer market. That same year an Inflr Platform MVP (minimum viable product) 
was released along with an Android/IOS app designed for market acceptance and impact 
assessment. In 2016, a set of solutions was developed for the Inflr platform and development 
was started, culminating with a Beta version in 2018, which will progress to a stable version 
after the Inflr ICO.

Since its conception, Inflr has been funded by its founders, who seek to create genuine solutions 
for the influencer market. These solutions are focused on balancing the relationship between 
influencers and advertisers, without interference from the outside interests of investors who 
could alter the decentralized nature of the project.
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2018

2019

2019
2019

2019

2019

2019

2022

2021

2021

2021

2021

2021

2021

2021

2021

20212021

2021
2021

2021

2021

2021

2021

2021

After Inflr’s ICO in 2018, it will be possible to evolve the Beta version of the Inflr platform into a 
world-wide solution with added features that will facilitate the improvement of the service for 
both influencers and advertisers. The new features will be enhanced by the deeper application 
of artificial intelligence and machine learning within the Proof-of-Influence algorithm, new 
campaign formats, integration with new social networks, websites, and blogs, and other 
ongoing improvements.

Inflr’s blockchain is planned to be developed and integrated into the platform in the first half 
of 2019, along with the introduction of dynamic smart contracts and the addition of Inflr Coin 
as the payment method, increasing the security and reliability of transactions.

 7.1.1. INFLR SERVICES GEOGRAPHIC EXPANSION ROADMAP

The Inflr platform is currently 100% functional in Brazil, with headquarters located in 
Sao Paulo, enabling us to reach all of the markets of South America now, and North 
America as well in the coming months. The open beta version of the Inflr platform 
will be released in Brazil in September of 2018, and platform services will gradually 
be included in the independent world market regardless of the amount collected in 
the ICO, but the speed of physical infrastructure expansion in other countries will be 
determined by the total amount collected in campaign Crowdsale.
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The initial goal is to stabilize Inflr in the Brazilian market, giving the company a solid and 
sustainable revenue to expand infrastructure to the USA, England and Japan, where 
there is great potential for increased revenue. These infrastructures are strategically 
positioned to better serve the users of the nearest regions

As soon as coin sale reach US $5 million, Inflr may be expand its operations to the 
world market. Included in this expansion, we estimated costs for hiring professionals, 
renovating physical facilities, and sufficient funds to sustain the operation in each 
country for up to 18 months.

It is worth noting that the continuation of these ventures will be contingent upon the 
internal profitability in each country; that is, each regional headquarters must build 
a sustainable revenue within 18 months of opening. If the venture does not become 
profitable in a particular country the headquarters and Inflr Hub will be closed, but 
the services of the Inflr platform will continue to be provided normally. Support will be 
provided by whatever existing headquarters that is closest or best fits the profile of the 
users of the country. This range is due to the varying operational costs in each country

S A L E  R E A C H

COUNTRY STATE $1M $5M $10M $12,6M

Brazil

United States California

United 
Kingdom London

Japan Tokyo

Construction of headquarters only
Construction of the headquarters and Inflr Hub

Sao Paulo

7.1.2. INFRASTRUCTURE EXPANSION PLAN
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 7.1.3. PHYSICAL INFRASTRUCTURE EXPANSION TIMELINE

2018 2019 2020 2021 2022
Sao Paulo - BR Sao Paulo - BR

California - US
Sao Paulo - BR
California - US

Sao Paulo - BR
California - US
London - UK
Tokyo - JP

Sao Paulo - BR
California - US
London - UK

7.2. LEGAL AND ADMINISTRATION COSTS

7.3. MARKETING

7.4. ANNUAL INVESTMENT PROJECTION

At every stage of business expansion, the company will need to adhere to local laws. For this, 
we will allocate part of the token sales for potential legal expenses incurred by the company 
in ensuring compliance with all of the local laws of statutes of each country.

Earning profits and increasing company revenue will not only be our goal in marketing. For 
us, marketing will also be important in the long term for improving customer satisfaction, 
building the company’s public image, and particularly for creating strategies for maintaining 
operations in a sustainable way.

In addition, with our expansion into other countries, it will be important to direct some of those 
profits to attracting new influencers to the platform in order to create a local community of 
influencers in each country.

The annual investment projection will vary according to the results of the crowdsale 
campaign, but regardless of the amount of funds raised, after achieving the softcap, all the 
main objectives will be fulfilled, such as expanding the market and improving service with the 
addition of headquarters in Brazil and the United States.

The two following projections are based upon the achievement of either the softcap of hardcap 
of the crowsale fundraising campaign:
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 7.4.1. PROJECTION BASED ON SOFTCAP

 7.4.2. PROJECTION BASED ON HARDCAP

PROJECT EXPENSES

PROJECT EXPENSES

Infrastructure and business growth

Infrastructure and business growth

Legal

Legal

Marketing

Marketing

If softcap is reached, our projected investment plan for the coming years will allocate 
funds to boost Inflr’s revenue stream, stabilizing the operation in the Brazilian market. 
The plan will also fund the construction of headquarters in the United States to help us 
to better service the world market.

In the event that the collection reaches hardcap, the investment plan will not only be 
to boost a sustainable revenue in the Brazilian market, but also in the market of the 
countries to which Inflr plans to expand, increasing the volume of impact on institutional 
marketing. In this case, all projected costs of infrastructure expansion and necessary 
cash flow will be covered by the crowdsale campaign fundraiser.

2018

2018

2019

2019 2011

2020

2020 2022

30%

12%

20%

9%

40%

21% 23%

30%

21% 23%

60%

18% 23%

20%

22% 28%

20%

6%

60%

21% 25%

20%

23% 25%
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 8. Revenue
  Forecast
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Expansion is vital for the economic growth of Inflr, Broadening its range in the global market 
will greatly increase the number of campaigns on the platform and consequently the gross 
revenue of the company.

In order for the service expansion to be successful, it is necessary for the company to have a 
robust infrastructure in the countries mentioned above, so that the company can better meet 
the needs of advertisers and influencers in each country. The construction of Inflr Hubs and 
additional regional headquarters increase the quality of service and provide tools for local 
influencers to improve their techniques for creating new content.

However, the development of this infrastructure entails the costs of buying or renting space, 
renovations, staff, equipment, marketing, adaptation to local laws, and an emergency reserve 
of cash to sustain the branches until they have built a sustainable income.

Based on our plans and projections, we can make a rough estimate of the costs for the 
expansion into a new market and a forecast of the revenue of the company, considering a 
gradual penetration of the business in the digital market of each country.

8.1.  PROJECTED EXPENSES

Based on these estimates, in the event of reaching the hardcap value, the funds collected 
may be sufficient to cover the costs of operations, system development, and infrastructure 
expansion. The funds collected in the crowdsale campaign can be used gradually and in 
accordance with the objectives presented in this document.

E X P E N S E S

2018 2019 2020 2021 2022

Platform development 
and business growth

Marketing

Legal

TOTAL

$630,000

$114,000

$277,200

$1,021,400

$1,160,000

$228,400

$1,020,000

$2,408,000

$1,134,000

$271,240

$1,104,000

$10,484,000

$1,232,000

$292,660

$1,193,000

$2,717,660

$1,262,000

$353,500

$1,193,000

$2,808,500
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8.2.  FINANCIAL FORECAST

2018 2019 2020 2021 2022

Gross revenue

Payment to influencers

Revenue

Expenses

EBITDA

$280,000

$196,000

$84,000

$1,021,400

-$937,000

$1,450,000

$1,015,000

$435,000

$2,408,800

-$1,973,800

$5,075,000

$4,552,500

$1,522,500

$2,509,640

-$987,140

$17,762,000

$12,433,750

$5,328,750

$2,717,660

$2,611,090

$62,168,750

$43,518,125

$18,650,625

$2,808,500

$15,842,125

Increased investment in the platform is directly linked to the geographical expansion of 
service, but infrastructure expansion will entail a large initial cost. This cost will be covered 
initially by the crowdsale campaign, and later by the revenue generated on the Inflr Platform.
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9. Roadmap
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DATE PROJECT DETAIL

2015

2016

2017

September, 2018

November, 2018 

February, 2019 

April, 2019

May, 2019 

August, 2019

October, 2019

March, 2020

July, 2020

January, 2021

March, 2021

July, 2021

October, 2021

January, 2022

May, 2022

August, 2022

November, 2022

Vinta company starts Inflr platform development

Beginning of Inflr development with internal team 

Beta version of platform developed, fully functional and with limited access 
for some customers to test

Inflr Version 1.0 released in Brazilian market

Development of token integration and smart contracts on the Inflr platform begins

Release of native apps on iOS and Android

Completion of token and smart contract integration

Creation of the office in the United States and expansion of services to the North American market

Development of new functionalities on Inflr: Enhancement of “Proof of Influence” algorithm, new 
campaign formats, integration with new social networks, website and blogs.

Construction of new Inflr Hub in Sao Paulo, Brazil

Development of new functionalities on Inflr.

Construction of the office in England

Inflr Platform expands services globally

Development of new functionalities on Inflr.

Construction of new Inflr Hub in United States

Construction of the office in Japan

Development of new functionalities on Inflr.

Construction of Inflr new Hub in Japan

Construction of new Inflr Hub in England

Launch of Inflr MVP for partner advertising agencies
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TIAGO MATEUS
CO-FOUNDER

FELIPE BOLONHANI
SENIOR DEVELOPER

LUCAS FREITAS
BUSINESS INTELLIGENCE

BRUNO NIRO
CO-FOUNDER

JESSICA TATE
SOCIAL MEDIA

DEBORAH RAMIRIS
ART DIRECTOR

THIAGO CAVALCANTE
CO-FOUNDER

GUILHERME GOMIDES
HEAD OF DEVELOPMENT

CASSIANO PSOMAS
SENIOR DESIGNER

RICARDO OLIVEIRA
BLOCKCHAIN DEVELOPER

ANDRÉ FEIJÓ MEIRELLES
BLOCKCHAIN DEVELOPER

JOÃO TELÓ
BLOCKCHAIN DEVELOPER

RENAN KRUGER
BLOCKCHAIN DEVELOPER

JULIANO LAZZAROTTO
BLOCKCHAIN BUSINESS 

DEVELOPER

ARTUR NISTA
BLOCKCHAIN DEVELOPER

PROF. FABIO MOURA
LEGAL COUNSEL

FRANCISCO LOBO
LEGAL COUNSEL

PABLO NAIN
FINANCIAL AND TAX LAW
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https://www.linkedin.com/in/deborah-ramiris-24567130/
https://www.linkedin.com/in/thiago-cavalcante-a6780650/
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https://www.linkedin.com/in/afmeirelles/
https://www.linkedin.com/in/jo%C3%A3o-tel%C3%B3-0838b2b9/
https://www.linkedin.com/in/renan-kruger-94291120/
https://www.linkedin.com/in/juliano-lazzarotto/
https://www.linkedin.com/in/artur-nista-089095107/
https://www.linkedin.com/in/fabio-alves-moura-b36274/
https://www.linkedin.com/in/francisco-d-avola-lobo-da-costa-ruiz-1b0a1181/
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11.Advisors

MARCOS DE CARVALHO 
PAGLIARO

BUSINESS CONSULTANT

THIAGO GIL
CRYPTO ECONOMIST
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12.Brand Advisors

VINCENZO RICHY
ACTOR

PATRICK MAIA
COMEDIAN

THIAGO VOLPI
ENDOCRINOLOGIST

http://ico.inflr.com
https://www.instagram.com/patrickmaia/?hl=pt-br
http://
https://www.instagram.com/drthiagovolpi/
https://www.facebook.com/FanpagePatrickMaia
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https://www.youtube.com/channel/UC_JjfmtOpnhLDyZVRo-88zg
https://twitter.com/patrickmaia
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13.Partners
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