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GLOBAL INFLUENCER MARKETING 2019: WHAT TO KNOW ABOUT  
SPENDING, STORIES, FRAUD AND MICROINFLUENCERS  

Influencer marketing is a part of marketing plans for businesses around the world, especially in industries such as 

fashion, beauty, retail and entertainment. But high-profile scandals like the Fyre Festival show that this industry 

that sprang up to help brands forge authentic connections to consumers is facing increasing scrutiny of its 

own trustworthiness. 

 ■ How much should marketers be spending on 
influencer marketing? The average share of budgets 
is only about 10%, but marketers are increasing their 
spending as their reliance on the tactic grows. In some 
Asian countries, such as China, the practice is even 
more important than in other parts of the world. 

 ■ Why are marketers gravitating toward Instagram 
Stories? Influencers like Stories because they can be 
more candid and real than in feed posts, and because 
they can disappear. Stories are also helping to bring 
influencer marketing closer to the purchase decision, 
because they allow outbound links. 

 ■ How big a problem is fraud in influencer marketing? 
Fraud is on the rise, and issues ranging from fake 
engagement to nondisclosure are still far from resolved. 
Some marketers such as Unilever have pledged to 
no longer work with influencers whose metrics they 
cannot trust. 

 ■ Why the spike in interest in microinfluencers?  
A growing number of marketers are taking a  
back-to-basics approach, scaling back their use of 
celebrities and megacreators for so-called “micro-” and 
“nano-” influencers who have smaller audiences but 
may actually use a product and can speak authentically 
about it. 

WHAT’S IN THIS REPORT? This report pinpoints the ways 
marketers are using influencer marketing successfully 
and explores how they are getting past some of the 
vexing issues that threaten to hold the tactic back. 

% of respondents, Sep 2018

How Has the Advertising Media Mix Changed for
Companies Worldwide with the Increased
Connectivity of Their Audience?

Increasing focus on social
44.7%

Increasing focus on mobile applications
37.2%

Increasing focus on in-store experience
31.0%

Increasing focus on influencers
30.5%

Increasing focus on video
30.1%

Focusing on being fully omnichannel
25.2%

Increasing focus on TV
23.9%

Increasing focus on audio/voice
19.0%

Our media mix hasn't changed
2.7%

Note: n=226 CMOs
Source: Forbes Insights, "The Trade Desk - 2018 Survey" in partnership with
The Trade Desk, Nov 12, 2018
242708 www.eMarketer.com

KEY STAT: A worldwide survey of CMOs found that 30.5% 
are increasing their focus on influencers as part of the 
advertising media mix. 
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INFLUENCER USAGE AND 
SPENDING ARE STILL RISING, 
BUT THERE ARE IMPORTANT 
VARIATIONS AROUND THE WORLD  

Multiple studies show that marketers are relying 

more on influencers and spending is increasing. 

However, in most countries, influencer spending still 

makes up only a small portion of budgets. 

 ■ Estimates of influencer marketing usage range from 
about 25% to as high as 48% of marketers, depending 
on the geography of the survey. Among retailers, usage 
is higher. 

 ■ Spending is generally increasing, although the share of 
marketing budget remains low, typically under 10%. 

When social media marketing management platform 
Hootsuite surveyed its clients in Q3 2018, 48% said they 
either used or planned to use influencer marketing with 
well-known or celebrity influencers, while 45% used or 
planned to use microinfluencers who have smaller, highly 
engaged audiences. Those percentages were on par with 
usage of other social media tactics such as real-time crisis 
management (51%), customer advocacy (51%), employee 
advocacy (49%) and deep social listening (47%). 

% of respondents

Companies Worldwide that Plan to or Have Adopted
Select Social Media Strategies, Q3 2018

Social advertising 78%

Customer experience 66%

Social customer service 55%

Real-time crisis management 51%

Customer advocacy 51%

Employee advocacy 49%

Influencer marketing 48%

Deep social listening 47%

Microinfluencers 45%

Social selling 40%

Social commerce/social shopping28%

Note: n=2,070 who are responsible for social media at their organization
Source: Hootsuite, "Social Media Trends 2019," Jan 11, 2019
245185 www.eMarketer.com

A worldwide survey of 226 CMOs by Forbes Insights, 
conducted in September 2018, found that 30.5% are 
increasing their focus on influencers as part of the 

advertising media mix. That put the tactic in fourth place 
behind social media, mobile applications and the in-store 
experience, and slightly ahead of video. 

% of respondents, Sep 2018

How Has the Advertising Media Mix Changed for
Companies Worldwide with the Increased
Connectivity of Their Audience?

Increasing focus on social
44.7%

Increasing focus on mobile applications
37.2%

Increasing focus on in-store experience
31.0%

Increasing focus on influencers
30.5%

Increasing focus on video
30.1%

Focusing on being fully omnichannel
25.2%

Increasing focus on TV
23.9%

Increasing focus on audio/voice
19.0%

Our media mix hasn't changed
2.7%

Note: n=226 CMOs
Source: Forbes Insights, "The Trade Desk - 2018 Survey" in partnership with
The Trade Desk, Nov 12, 2018
242708 www.eMarketer.com

In studies conducted in the US and other countries, 
influencer marketing continues to get votes of confidence 
from the marketing community. It’s not as widely used as, 
say, social media advertising, but it has definitely found its 
place as a marketing tool:  

 ■ 37% of US business-to-business (B2B) marketing 
professionals called it a “trending topic” for 2019 
(Sagefrog Marketing Group, September 2018). 

 ■ 32% of social media marketers in North America said 
it was the social media tactic they used most (Sprout 
Social, May 2018). 

 ■ 28% of companies in Spain and 23% of companies in 
Latin America have implemented influencer marketing 
(Hootsuite and We Are Social, May 2018). 

 ■ 26.7% of performance marketers in the US and UK use 
influencer platforms (Tune and Acceleration Partners, 
April 2018). 

 ■ 20% of marketers in Canada said they would put more 
emphasis on influencer marketing in 2019, up from 5% 
in 2017 (Strategy Magazine, 2018). 
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At Socialyse, a unit of Havas, more than 50% of clients 
who use influencers are now developing a longer-term 
strategy, said Ross McCormack, associate director of 
strategy at the agency. They’re less focused on creating 
buzz around a single campaign and instead are “looking 
to establish long-term partnerships with individuals who 
align more with their brand identity and the audience that 
they’re seeking, and those who also truly like their brand.” 

The same is true for champagne company Moët & 
Chandon. “We don’t look at influencers as a one-off 
tactic to amplify our program at the last minute. We see 
them as creative powerhouses that can be strategically 
leveraged across the marketing mix,” said Christine Ngo 
Isaac, the company’s brand director and head of US 
consumer engagement. 

Some verticals, such as retail, rely heavily on influencers. 
Only 33% of North American respondents to a Retail 
TouchPoints study in November 2018 said they don’t 
use influencers. 

% of respondents, Nov 2018
Do Retailers in North America Use Influencers?

Yes, we engage with current brand advocates to become
influencers

31%

Yes, we use microinfluencers
30%

Yes, we use paid celebrity influencers
28%

No, but we are planning to
7%

No, we do not use influencers
33%

Source: Retail TouchPoints, "Customer Acquisition and Retention
Benchmark Report" sponsored by Extole, Dec 6, 2018
243817 www.eMarketer.com

Fashion and beauty are two other verticals that are 
continuing their strong support of influencer marketing. 
A December 2018 study of 133 fashion and beauty brand 
executives worldwide by Glossy (a media property owned 
by Digiday and focused on the business of fashion and 
beauty) found that just 12% of respondents were not 
using influencers. 

A fourth vertical experiencing an uptick is entertainment. 
“We’re seeing a lot more of the entertainment industry 
getting interested in influencers, not just to share out 
a message or drive [TV] tune-in, but also to incorporate 
them in their actual content as a way of bringing 
influencers’ audiences into their series,” said Ken 
Halvachs, associate content director at Digitas.  

The potential for tie-ins with TV may be one reason why 
media company Viacom acquired influencer marketing 
firm Whosay last year. 

IT’S EVEN BIGGER IN ASIA 
China has long been known for its reliance on influencers, 
and the practice is growing rapidly in other Asian 
countries as well. 

In a study of 240 marketers and media agency 
professionals in China by AdMaster and TopMarketing, 
60% listed influencers as a social media tactic to pay 
attention to in 2019, a greater percentage than for any 
other choice. Chinese consumers frequently look to social 
media for inspiration, and marketers have come to believe 
that influencers are conduits to these consumers. 

% of respondents

Which Social Media Marketing Tactics Will
Marketers/Media Agency Professionals in China Pay
Attention to in 2019?

Influencers
60%

Short videos/live streaming
55%

Corporate WeChat account operation
54%

Social ecommerce
39%

Social CRM
39%

Corporate Weibo account operation
32%

Note: n=240
Source: AdMaster and TopMarketing, "2019 Digital Marketing Trends," Dec
14, 2018
244052 www.eMarketer.com
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Marketers in China also seem more comfortable with 
the tactic and have more confidence in their ability 
to use influencers than counterparts in other parts of 
the world, according to an August 2018 global study 
by public relations software company Cision and 
PRWeek magazine. 

% of respondents

Marketing Professionals in Select Countries Who Feel
They Can Identify the Right Influencer to Target with
Their Initiatives and Affect Customer Behavior, 
Aug 2018

China 81%

UK 63%

France 61%

Germany 58%

Canada 50%

Sweden 50%

US 39%

Total 54%

Source: Cision and PRWeek, "2018 Global Comms Report: Challenges and
Trends," Nov 6, 2018
243035 www.eMarketer.com

In India, 62% of brand marketers have run an influencer 
marketing campaign, according to a December 2018 
study by digital marketing agency Greenroom Now. 

In Japan, 56% of marketers surveyed by CyberAgent in 
June 2018 said they were using or had used influencers. 

% of respondents

Marketers in Japan Who Have Used Influencers in
Marketing Campaigns, June 2018

Using/have used
56%

Have never used
30%

Don't know
14%

Source: CyberAgent as cited in press release conducted by Digital InFact,
June 20, 2018
239205 www.eMarketer.com

SPENDING  
In tandem with signs of increasing usage come signs of 
increasing spending. In a Q1 2018 study of marketers 
who use influencer marketing, 65% were planning 
to spend more on the tactic in the next 12 months, 
according to the World Federation of Advertisers (WFA). 
The survey comprised 34 multinational companies with 
combined media and marketing expenditures of about 
$59 billion. 

Glossy’s study of fashion and beauty brand executives 
found that 55% planned to increase their influencer 
marketing budget this year. 

% of respondents

How Will Influencer Budgets Change in 2019 for
Fashion and Beauty Brand Executives Worldwide?

Increase
55%

Remain the same
30%

Decrease
3%

Not currently
using influencers
12%

Note: n=133
Source: Glossy as cited in company blog, Jan 4, 2019

244875 www.eMarketer.com

In Sweden, Institutet för Reklam-och Mediestatistik 
(IRM), said in a 2018 report that spending on influencer 
marketing in the country increased 33% in 2017, reaching 
SEK660 million ($75.9 million). 

More companies are creating paid partnerships with 
influencers, as opposed to simply providing free products 
or comping their expenses to attend events. In the Cision 
and PRWeek study, 54% of the multinational marketing 
professionals surveyed said paying influencers was an 
important part of their influencer strategy, up from 48% 
the previous year. 

There were stark differences between the seven 
countries surveyed, however. In China, 85% of 
respondents considered payments to influencers 
important, but in the US, only 39% did. This could be 
because of Chinese companies’ heavy reliance on 
celebrities and internet personalities as influencers. 
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% of respondents

Marketing Professionals In Select Countries Who Feel
Paying Influencers Is an Important Part of Their
Influencer Strategy, Aug 2018

China 85%

Germany 68%

Sweden 63%

France 61%

UK 54%

Canada 47%

US 39%

Note: top 3 responses
Source: Cision and PRWeek, "2018 Global Comms Report: Challenges and
Trends," Nov 6, 2018
243034 www.eMarketer.com

Budgets vary depending on the brand and the industry 
vertical, but an April 2018 study of US marketers who use 
influencer marketing, conducted by influencer marketing 
firm Izea, found 46% saying their corporatewide 
influencer budget was between $1 and $499,999. On the 
high end, 11% said they spent at least $5 million. 

“We’re seeing budgets increase substantially, with 
forward planning being implemented for a year in advance 
and a greater focus on media spend,” said Tereza Vincalek, 
agency engagement lead at INCA, GroupM’s business 
unit focused on influencer marketing. 

HOW MUCH OF THE BUDGET IS FLOWING 
TO INFLUENCERS? 
Even with spending increases, influencer marketing 
does not typically amount to a significant portion of 
marketing budgets. 

At Qualcomm, “it’s still a very small percentage of the 
overall marketing and PR budget,” said Jessica Jensen, 
the company’s global director of digital marketing and 
strategy. “But because there is enough interest in it, and 
an awareness that it’s not going to go away, there will be 
some additional budget.” 

According to an August 2018 study by Influencer 
Intelligence and Econsultancy, 53% of UK and US digital 
marketers devote less than 10% of their marketing 
budget to influencer marketing. 

% of respondents

Share of Marketing Communication Budget Dedicated
to Influencer Marketing According to UK and US
Digital Marketers, Aug 2018

<10% 53%

10%-20% 27%

20%-30% 13%

30%-50% 5%

50%-75% 1%

75%-100% 1%

Source: Influencer Intelligence in association with Econsultancy, "Influencer
Marketing 2020," Nov 14, 2018
244450 www.eMarketer.com

Similarly, a December 2018 study of 150 marketers in the 
US, Spain, Portugal, France, Mexico, Colombia and Peru 
by influencer marketing firm SocialPubli.com found that 
47.4% devoted under 10% of their marketing budget to 
influencer marketing. 

In India, 46% of marketers spent between 5% and 
7% of their marketing budget on influencer marketing, 
while 35% spent between 2% and 5% of their budget, 
according to a December 2018 study by influencer 
marketing firm Buzzoka. 

Those figures were higher than a Buzzoka study 
conducted the year before; in that study, 29% were 
spending 5% to 7% of the budget, and 49% were 
spending 2% to 5%. 

INSTAGRAM STORIES ARE A 
RISING INFLUENCER PLATFORM 

Instagram is a powerful place to do influencer 

marketing in most countries around the world. 

 ■ A new twist for 2019 is that a significant amount 
of activity is shifting to Instagram Stories, where 
marketers use influencers for things like unboxing 
products, tutorials and behind-the-scenes action 
at events. 

 ■ Stories are also helping to bring influencer marketing 
closer to the purchase decision, because they allow 
outbound links. 

WFA found that all of the 34 multinational marketers in  
its study used Instagram for influencer marketing. 
Facebook followed at 85%, then YouTube at 67%. 
Snapchat and Twitter trailed further behind at 44% and 
33%, respectively. 
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Instagram was the most preferred channel for marketers 
in the cosmetics, luxury and fashion verticals who were 
surveyed by Launchmetrics in January 2018. In India, the 
platform was used by 77% of marketers surveyed by 
Buzzoka in December 2018 and ranked first on the list—a 
change from the year before, when Buzzoka’s research 
put Twitter and Facebook ahead of Instagram. It also 
topped the list in Japan, at 64% of marketers surveyed by 
CyberAgent and Digital InFact in June 2018. 

Marketers’ fondness for Instagram doesn’t always match 
consumers’ preferences for engaging with influencers, 
however. For example, internet users in Germany were 
more likely to follow influencers on YouTube or Facebook 
than those on Instagram, according to a July 2018 study 
by research firm GIK/b4p trends. 

Given Facebook’s much larger user base, it came out on 
top as the platform where US internet users were most 
likely to learn about new products, services and events 
via an influencer, according to a CPC Strategy survey in 
April 2018. 

% of respondents in each group

Social Media Platform Where US Internet Users Are
Most Likely to Hear About New Products, Services or
Events from Influencers*, by Gender, April 2018

Female Male Total

Facebook 69% 65% 68%

Instagram 11% 11% 11%

YouTube 8% 11% 10%

Pinterest 5% 2% 4%

Snapchat 1% 3% 2%

Podcasts 1% 1% 1%

Other 4% 6% 5%

Note: ages 13+; numbers may not add up to 100% due to rounding; *a
person the respondent doesn't know personally, who has a lot of followers
and promotes products on their social channel
Source: CPC Strategy, "The 2018 Influencer Marketing Report," Aug 1, 2018
240097 www.eMarketer.com

WHY INSTAGRAM STORIES ARE GAINING 
IN POPULARITY 
Influencers love Instagram Stories, and marketers are 
quickly gravitating toward them, even though they are 
difficult to measure. 

“As beauty influencers start to make their feeds more 
curated, they use Stories to work more directly with 
brands and showcase products,” said Toto Haba, senior 
vice president of global digital at Benefit Cosmetics. 
“Because of that, we’ve had a huge investment 
in Stories.” 

“Every single one of our campaigns in the past six 
months has had a Story component,” said Brandon 
Perlman, CEO and founder of an Instagram-focused 
influencer marketing company called The Gramlist. 
“Maybe one in five campaigns did a year before.” 

Other vendors also share strong Story usage stats. 
According to an analysis by Klear, one in three sponsored 
posts containing #ad on Instagram was a Story in 2018. 

% of total

Instagram Sponsored* Content Worldwide, Stories vs.
Posts, 2018

Posts
66%

Stories
34%

Note: represents activity tracked by Klear, broader industry metrics may
vary; *content containing the hashtag #ad
Source: Klear, "The State of Influencer Marketing 2019," Jan 14, 2019
244995 www.eMarketer.com

Stories are an important influencer vehicle in other 
countries as well. In a November 2018 study of French 
beauty influencers, influencer marketing platform Lefty 
found there were 10 times more influencer Stories that 
mentioned a beauty brand than posts that did the same. 

Stories also may be contributing to a decline in the 
number of sponsored posts in the Instagram feed, as 
measured by InfluencerDB, a search engine for finding 
influencers. Over a five-year span, the firm studied  
posts with 68 different paid partnership hashtags in  
15 languages. Between July 2013 and July 2017, the 
number of sponsored posts skyrocketed, reaching 
over 436,000 worldwide. But in July 2018, the number 
declined to 385,000. 
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thousands

Instagram Sponsored* Posts Worldwide, 
July 2013-July 2018

July 2013

1.3

July 2014

12.3

July 2015

66.5

July 2016

344.4

July 2017

436.3

July 2018

384.6

Note: excludes Stories and IGTV; *posts with 68 paid partnership hashtags
in 15 different languages, such as #ad, #commercial, #spon
Source: InfluencerDB, "State of the Industry - Influencer Marketing in 2019," 
Nov 21, 2018
245097 www.eMarketer.com

What is driving this move toward Stories?  

Stories can disappear. Content in a user’s Story goes 
away in 24 hours unless the user saves it to their profile 
as a featured Story. “The content doesn’t have to live as 
part of the tapestry of an influencer’s life,” Perlman of The 
Gramlist said. “You can have a lot more fun with it. It’s 
more natural. It’s less branded and ‘sponsory.’” 

They are candid and real. “People love looking at Stories 
because they’re a little bit more candid. You don’t have to 
be super fancy, they don’t need to be edited, you don’t 
necessarily need a filter. You can just have fun integrating 
a product into your lifestyle in a way that consumers can 
aspire toward,” said Bryan Gold, co-founder and CEO of 
influencer marketing company #paid. 

They can include links. Typical Instagram posts can’t 
contain outbound links, but Stories can link to webpages 
or apps. “Thanks to the possibility to track links from 
Instagram Stories, as well as the opportunity to get 
Instagram Story data directly from the platform, usage 
of Stories grew in the second part of 2018 from 23% to 
65% of our campaigns,” said Fabrizio Perrone, CEO and 
founder of influencer marketing company Buzzoole. (See 
next column for more on this feature.) 

For companies like MVMT and Moët & Chandon, 
influencers who use Stories to talk to their fans and 
followers are more appealing. 

Even if an influencer has a lot of followers and high post 
engagement, “that doesn’t mean that person is able 
to sell a product,” said Ethan Frame, senior manager of 
influencer marketing and business development at watch 
and accessory company MVMT. “The people who are 
getting on their Story, talking to their fans day in and day 
out, responding to the comments, really interacting and 
developing that bond—those are the ones who do best.” 

At Moët & Chandon, “shared ethos is important,” Ngo 
Isaac said. “We’re assessing if they possess the same 
vibrancy, glamour and boldness that represents our brand. 
These things are better communicated through moving 
images in Instagram Stories than a standard image on the 
Instagram grid.” 

For more on using Stories for influencer marketing, 
see the article “Influencers and Instagram Stories: A 
Perfect Marriage?” 

However, Stories are so fleeting that it’s difficult for 
a marketer to know if they’re getting their money’s 
worth from content that’s here today and literally gone 
tomorrow. Instagram users can save their Stories in an 
archive, but that repository is accessible only to the user. 
Brands don’t have access to them unless the influencer 
wants to share them. “Unless you’re saving every single 
Story that comes in, we don’t have a true record or a link 
to go back to and prove that a Story actually happened,” 
Frame said. 

Some vendors are starting to offer tools to help. For 
example, #paid has built a pixel—a snippet of code that 
allows a marketer to gather information on web visitors—
that tracks the unique users who visit a website from an 
Instagram Story, Gold said. “Then you can further market 
to them down the funnel.” 

Brand safety can also be a concern, because Stories are 
usually unscripted and spontaneous. That doesn’t sit well 
with marketers who need to control their messaging. 
“Typically, when we use Stories, we partner with 
influencers who are at an event so we can have a client 
there reviewing the content. Legal safety is definitely a 
concern,” Halvachs of Digitas said. 

https://prolink.emarketer.com/content/influencer-marketing-and-instagram-stories-a-perfect-marriage?ecid=nl1001
https://prolink.emarketer.com/content/influencer-marketing-and-instagram-stories-a-perfect-marriage?ecid=nl1001
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STORIES CAN HELP DRIVE  
LOWER-FUNNEL MARKETING OBJECTIVES 
The ability to link out from Stories also provides significant 
advantages when it comes to driving lower-funnel 
marketing objectives. Accounts that are either verified 
or have at least 10,000 followers can add a “swipe up” 
feature that links directly from a Story to a website to 
provide more information or enable purchases. 

Using influencers as a direct conduit to purchasing is not 
currently a common tactic. Some marketers distribute 
coupon codes as a part of an influencer campaign and 
then track which influencers drove the most clicks, visits 
and purchases as result of the code. 

But the majority of marketers still believe influencers are 
most helpful for upper-funnel marketing goals, such as 
brand awareness, engagement and making messages 
more relatable to consumers, according to the study 
of UK and US marketers by Influencer Intelligence 
and Econsultancy.

% of respondents, Aug 2018

How Have Influencers Supported UK and US Digital
Marketers' Marketing Strategy?

Influencers have helped build brand 
awareness of a product launch/campaign

Influencers have increased consumer
engagement

They've made marketing messages more
relatable

Influencers and their audiences provide 
valuable feedback to help us improve
product/service

Influencers have helped restore a level of 
trust among our customers

They have increased revenue generation

They've not yet had an impact on our 
marketing strategy

Influencers have had negative impact on 
our brand reputation

2%

3%

3%

3%

3%

4%

20%

37%

Note: in the past 12 months
Source: Influencer Intelligence in association with Econsultancy, "Influencer
Marketing 2020," Nov 14, 2018
244453 www.eMarketer.com

Strongly agree

Somewhat agree

Neither agree nor disagree

Somewhat disagree

Strongly disagree

43%

32%

28%

15%

13%

12%

5%

1%

43%

47%

52%

36%

47%

33%

19%

7%

10%

13%

12%

28%

30%

40%

22%

22%

2%

5%

5%

18%

7%

11%

34%

33%

Even among retailers, few are using influencers for 
acquisition goals. When asked what channels they used 
to acquire customers, just 25% of retailers in North 
America surveyed by Retail TouchPoints in November 

2018 said they used celebrity influencers, while 20% 
used microinfluencers. 

Because of the way marketers typically use influencers, 
they also tend to measure the results of influencer 
marketing with branding and engagement metrics. 

According to the WFA study, reach and views was the 
top key performance indicator (KPI) used for influencer 
marketing, cited by 96%. Engagement ranked second, 
used by 80%. Fewer than half used traffic (44%) or other 
earned media (also 44%). 

That could be changing. “We are being pushed a lot 
more [by clients] to think about tracking influencer activity 
back to performance and back to sales,” McCormack 
of Socialyse said. The linking feature in Stories can help 
marketers move closer to this goal. 

According to a December 2018 study by CivicScience, 
19% of US consumers ages 13 and up have purchased 
a product or service that an influencer or blogger 
recommended, while 10% purchased based on a 
celebrity recommendation. 

Daily social network users were more likely to have 
made a purchase: CivicScience found that 34% of 
Instagram users, 29% of Twitter users, 26% of YouTube 
users and 23% of Facebook users had been swayed by 
an influencer or blogger. Somewhat lower percentages 
bought based on a celebrity recommendation. 

% of respondents in each group

Daily US Social Network Users* Who Have Purchased
a Product/Service Based on an Influencer/Blogger or
Celebrity Recommendation, by Platform, Dec 2018

Instagram
34%

28%

Twitter
29%

22%

YouTube
26%

14%

Facebook
23%

18%

Influencer/blogger Celebrity

Note: ages 13+; *daily users of each platform
Source: CivicScience as cited in company blog, Jan 16, 2019
244790 www.eMarketer.com
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An August 2018 study by Adtaxi, an ad tech firm, found 
that 33.1% of US adult internet users had made a 
purchase after seeing a post from an influencer. 

The power of influencers is especially strong among 
teens and young adults. Not only are they highly likely  
to follow influencers—55% of US internet users ages  
17-21 do, according to PwC—but they are more likely to 
be swayed by them than by other media. They are also 
heavy consumers of Instagram Stories, as it turns out. 

According to a study of US teens conducted by 
investment bank Piper Jaffray in fall 2018, 76% of the 
female teens surveyed said they used online influencers 
as a source to discover beauty brands and trends—a 
higher percentage than used friends (64%). Retailers 
were used by just 29% of respondents, and magazines 
fared even worse, at 13%. 

% of respondents, Fall 2018

How Do US Teen Female Consumers Find Out About
Beauty Brands and Trends?

Online influencers 76%

Friends 64%

Beauty retailers/brands directly29%

Magazine editors/advertisements13%

Note: average age 15.9 years
Source: Piper Jaffray, "Taking Stock with Teens: Fall 2018," Oct 22, 2018
244746 www.eMarketer.com

Among internet users in Sweden ages 15-35, 63% had 
made at least one purchase based on an influencer’s 
recommendation, according to July 2018 research by 
Troot Network and OMD. And 42% of UK teens ages 
13-19 who had watched a YouTube influencer said they 
had purchased the product the influencer recommended, 
according to MediaCom’s January 2018 research. 

Other Platforms to Watch in the US 
and Beyond 

In the US and Europe, up-and-coming platforms include 
TikTok and esports platform Twitch. Pinterest is also on the 
radar for some. 

In China, Xiaohongshu (Little Red Book) and Douyin (the 
Chinese version of TikTok) are among those that offer new 
opportunities for marketers. 

TikTok: This fast-growing short-video app, formerly known 
as Musical.ly, is gaining favor with influencers. It’s also 
starting to sell advertising. 

“TikTok has attracted some attention as an influencer 
channel, and it’s certainly a platform to monitor in the 
future,” Vincalek of INCA said. 

The app had 251.2 million worldwide monthly active iOS 
and Android users in December 2018, according to app 
tracker Apptopia. This represents the combination of three 
apps: the former Musical.ly app that was rebranded as 
TikTok in 2017, a version of TikTok used in Asia, and another 
version used in China only. 

When the app was known as Musical.ly in the US, Digitas 
used it for a client’s influencer campaign. According to 
Halvachs, it provided stronger-than-expected reach and 
engagement. “It’s more of a modern Vine,” he said. “The 
reach is pretty impressive.”  

While most social platforms take a hands-off approach to 
influencer marketing, letting brands and influencers work 
together without getting involved, it’s different at TikTok. In 
February 2019, Sony Pictures Entertainment worked with 
TikTok on an influencer campaign for the international 
rollout of the movie “Escape Room,” an effort that brought 
creators from countries around the world to Madrid to 
participate in escape room challenges and document them 
on TikTok. 

Twitch: Twitch is a very popular platform for viewing live 
streams of gameplay, and its top streamers are starting to 
do influencer marketing deals. 

Streaming game platform StreamElements said Twitch 
had more than 9 billion hours viewed in 2018, and the 
top 100 streamers had an average session view time of 
44.5 minutes. 

“Twitch is already very strong in the US in terms of 
influencer marketing demand,” Perrone of Buzzoole said. 
“Twitch and TikTok already have real demand in the US, 
and that’s probably something that is going to happen in 
Europe as well.”  

According to Izea’s 2018 study of creators, just 2% used 
Twitch last year, making it a relative unknown among 
influencer platforms at this point. 

Pinterest: Influencer marketing isn’t new to Pinterest, but 
interest is increasing in some verticals. The platform’s 
abilities to drive product discovery and purchasing are 
particular strengths. 

In 2018, 77.4 million people in the US—or nearly a quarter 
of the population—used Pinterest, a 7.0% increase from 
2017, according to our estimates. 

Last fall, Pinterest opened up its content marketing 
application programming interface (API) to several 
influencer marketing firms, providing more access to data 
and metrics. It has also hosted gatherings for creators to 
educate them about Pinterest. 
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Xiaohongshu: In January, the Chinese ecommerce and 
social networking app opened up a platform for key 
opinion leaders (KOLs) and brands to connect and work 
with one another. The app has 8,000 verified brands and 
4,800 influencers, according to a January 2019 article 
in Technode. 

Douyin: The short-form video app offers a more advanced 
influencer marketing platform than its international 
counterpart, TikTok. It has ecommerce capabilities from 
partnerships with outside providers, and it allows links 
to retailers. 

BEST PRACTICES 
Don’t abandon Instagram posts for Stories entirely. 
“We recommend that our customers do both, meaning 
if they’re going to post a Story, they also need to post on 
the feed,” said Gil Eyal, CEO and co-founder of influencer 
marketing firm HYPR. 

You can reuse Story content in other places. Yes, 
Stories disappear, but the content within them doesn’t 
have to be gone forever. Marketers should work with 
influencer partners to cross-place selected content on 
brand-owned channels, said Noah Mallin, head of content 
and experience at Wavemaker. Story assets can also be 
used in paid media placements. 

Don’t overuse the swipe-up. Not every Story needs to 
have a direct sales component. “What’s most important 
is that consumers see that the brand and the influencer 
are working together to provide content that actually 
resonates and that’s not just ‘Use my code. Swipe up 
here,’” MVMT’s Frame said. “I’ve been trying to shift 
our efforts into ‘Let’s tell a story with all our posts. 
Let’s see if we can get influencers to share something 
about the MVMT brand that resonates with them and 
their followers.’” 

It takes the right product to generate real results. 
“In order for a swipe-up to be really effective, you have 
to have the right product for that audience,” Halvachs of 
Digitas said. “Even with influencers that have millions of 
followers, they might have fewer than 5,000 conversions 
swiping up to go to a landing page. From there, the 
drop-off is even crazier in terms of actually purchasing. 
At this point, we still use influencers heavily for 
recommendations and product awareness. But in terms 
of making them a direct sales vehicle, we look at other 
tactics over influencers.” 

Stories can be linked to purchases in other ways. 
Marketers can pay for influencer Stories based on 
conversions, such as the number of visits to a website. 
Using a pixel, they can retarget those visitors with calls 
to action that can drive purchases. This method of using 
influencers “is definitely picking up,” Gold of #paid said. 

FRAUD IS GROWING, 
NOT DECLINING 

Increased influencer marketing spending, the rise of 

Instagram Stories, and the ability to more directly link 

purchases to influencer efforts are positive trends, 

but that doesn’t mean it’s all rosy. One of the biggest 

negative trends this year is the rising issue of fraud. 

 ■ 14% of the dollars US and Canada marketers spent on 
Instagram influencers last year were wasted on fake 
followers, according to Points North Group. 

 ■ Nondisclosure of marketing ties is still a huge problem, 
even with new crackdowns by governmental bodies. 

 ■ These problems threaten the authenticity that 
influencers supposedly bring to marketing. 

Influencer marketing fraud can take several forms: paying 
for followers in an attempt to seem bigger or more 
influential; paying for (or trading for) likes or comments 
to artificially bolster results of sponsored activity; and 
not disclosing marketing ties to brands—an ongoing 
issue, despite industry and government crackdowns on 
the behavior. 

It all adds up to a paradox: The industry that sprang up 
because of a perceived lack of authenticity in other forms 
of marketing is now grappling with major challenges to 
its own trustworthiness. The 2017 Fyre Festival—in which 
famous models and celebrity influencers were paid to 
promote a musical event that ended up collapsing into 
bankruptcy and lawsuits—is just one instance of false 
advertising that has only added fuel to, well, the fire. 

“The biggest problem in the influencer marketing industry 
is a lack of trust,” Gold of #paid said. “There’s no trust in 
the influencers that they actually care about the brands 
they’re promoting. There’s no trust that their followers 
are real.” 
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At Socialyse, this problem is huge, McCormack said. “For 
the past few campaigns we’ve run, over 50% of the initial 
short list of influencers showed very obvious signs of 
buying followers and unexplained jumps in followers. As 
an agency, we invest a lot of time manually vetting these 
influencers, and that kind of resource could be spent 
thinking more strategically for the client.” 

Marketers are starting to demand answers. Unilever 
CMO Keith Weed used the stage at last June’s Cannes 
festival to take a stand on fraudulent influencer activity 
and urge the industry to take action. 

“The key to improving the situation is threefold: cleaning 
up the influencer ecosystem by removing misleading 
engagement; making brands and influencers more 
aware of the use of dishonest practices; and improving 
transparency from social platforms to help brands 
measure impact,” he said. “We need to take urgent action 
now to rebuild trust before it’s gone forever.”  

At a conference in November, Kellogg’s Joseph Harper, 
social media lead for the UK and Ireland, decried the 
practice of buying influencer campaigns based on an 
influencer’s supposed reach and engagement. 

“One agency we work with said a campaign was a 
success because it generated loads of comments, but 
when we dug deeper into the report, we realized that the 
influencers we’d paid had just gone to a WhatsApp group 
of other influencers and asked them to make all of those 
comments,” Harper said, according to November 2018 
Digiday coverage of his speech. 

FAKE FOLLOWERS AND ENGAGEMENT 
For the marketers surveyed by Influencer Intelligence 
and Econsultancy, the problem of fake followers was 
by far the most concerning. The survey was conducted 
shortly after the Unilever CMO’s Cannes speech, and his 
message was likely on their minds. 

% of respondents

Greatest Concern Relating to Influencer Marketing
According to UK and US Digital Marketers, Aug 2018

Question of fake followers/bots and ensuring followers have not
been bought

42%

How to differentiate in an increasingly saturated market
17%

Knowing if an influencer has real "influence" (e.g., the ability to
change behavior, an attitude or an action)

14%

Trusting influencers with our brand reputation
14%

Dilemma of promoting authenticity when content has been paid
for

12%

Justifying the cost of influencer engagement
12%

Understanding true viewability figures on influencer content
11%

Protecting our social responsibility towards our younger
audience

1%

Source: Influencer Intelligence in association with Econsultancy, "Influencer
Marketing 2020," Nov 14, 2018
244449 www.eMarketer.com

Fake engagement is as big a problem as fake followers. 
According to an August-November 2018 study by Captiv8, 
an average of 14% of activity on a fashion influencer’s 
account (such as likes, comments, shares or impressions) 
is fraudulent—the highest rate among all influencer 
categories studied. The worldwide study analyzed 5,000 
randomly selected Instagram influencer accounts in each 
category on the Captiv8 platform. 

% of total

Fraudulent Activity Share Among Instagram
Influencer Accounts Worldwide, by Category, 
Aug-Nov 2018

Fashion 14%

Entertainment 12%

Travel 12%

Beauty 11%

Fitness 9%

Gaming 9%

Parenting 8%

Food 7%

Pets 6%

Traditional celebrity4%

Note: read as 14% of total activity (likes, comments, shares or impressions)
among fashion influencer accounts is fraudulent; represents activity on
Captiv8's platform, broader industry metrics may vary
Source: Captiv8, "#NoFilter: How to Uncover the Fakes," Dec 24, 2018
245135 www.eMarketer.com
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Captiv8 also looked at a variety of factors including 
engagement, audience reach and impressions vs. 
industry benchmarks, and potential bot activity (such as 
unusual patterns in an account’s follower count). 

Points North Group’s study on influencer fraud found that 
an estimated 14% of marketers’ spending on sponsored 
deals with Instagram influencers in the US and Canada in 
2018 was wasted on fake followers.  

To determine whether influencers have high levels 
of fraudulent activity on their accounts, Captiv8 
recommends that marketers pay attention to the 
following metrics:  

Engagement rate: An engagement rate that’s lower 
than the benchmark for an industry category could 
indicate that the influencer’s account is inflated with bots 
or fake followers. In the fashion category, for instance, 
Captiv8 benchmarked organic engagement at 4.91% and 
engagement with sponsored content at 3.45%. 

Audience reach: An influencer may be paying to inflate 
their reach if their audience is higher than benchmarks. 
For beauty influencers, Captiv8 found an average image 
reach of 33.51%, video reach of 28.72% and Story reach 
of 11.25%. 

Impressions per unique user: Some influencers buy 
impressions to artificially boost their engagement, so 
an impressions per unique user rate that is higher than 
average is a red flag. A standard Instagram post got 1.34 
impressions per unique user in Captiv8’s study, while an 
Instagram Story got an average of 1.14. Across all the 
industry categories studied, average image and video 
impressions were higher than average Story impressions. 

impressions per unique user

Average Impressions Among Instagram Influencer
Posts Worldwide, by Category and Post Type, 
Nov 2018

Parenting

Beauty

Entertainment

Fashion

Fitness

Gaming

Pets

Travel

Food

Traditional celebrity

Image
impressions

1.5

1.4

1.3

1.3

1.3

1.3

1.3

1.3

1.2

1.2

Video
impressions

1.3

1.4

1.3

1.3

1.3

1.2

1.2

1.3

1.2

1.3

Story
impressions

1.2

1.2

1.1

1.2

1.1

1.1

1.2

1.1

1.1

1.1

Note: represents activity on Captiv8's platform, broader industry metrics
may vary
Source: Captiv8, "#NoFilter: How to Uncover the Fakes," Dec 24, 2018
245136 www.eMarketer.com

Several other vendors are also developing technology 
to help clients better spot influencers that may not 
be what they seem. Buzzoole, for example, recently 
launched technology that helps evaluate what parts 
of the world an influencer’s followers come from, and 
whether an influencer is using bots to artificially increase 
their engagement. 

“We can easily understand if an influencer is from Italy, 
and writes posts in Italian, but 80% of their audience 
is from the Philippines,” Buzzoole’s Perrone said. 
The company can also determine disparity between 
impressions and interaction rate. “If a post has, for 
example, 100 impressions but 1,000 interactions, of 
course this is not possible,” he said. “This is a clear signal 
you are using bots to push your engagement.” 

The platforms have also vowed to crack down on this 
behavior. Instagram, for example, said in November 2018 
that it was going to start removing “inauthentic likes, 
follows and comments from accounts that use third-party 
apps to boost their popularity.”  
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However, an investigation by TechCrunch in January  
of this year found numerous examples of companies 
using—ironically—Instagram ads to market their  
follower-buying services. 

The state of New York in January settled a case against a 
vendor of fake engagement, Devumi, but with many other 
firms still apparently operating, a great deal of work is left 
to be done. 

NONDISCLOSURE 
Some think that debacles such as the Fyre Festival will 
finally bring change. Many of the models and celebrities 
hired to promote the event never disclosed they were 
paid. But, despite crackdowns by governmental agencies 
and industry groups, nondisclosure of sponsored 
influencer content remains a significant problem. 

Many influencers and marketers continue to resist 
using disclosure. In a 2017-2018 study of UK influencers 
(about half of whom were bloggers) by CollectivEdge, 
an influencer marketing agency, only 43% said they 
disclosed unpaid brand collaborations (in which they 
received a free product), while 38% disclosed paid 
collaborations. And, according to the influencers 
surveyed, 31% of brands “often” ask them not to disclose 
that they’re being compensated. 

Those responses make another finding in the 
CollectivEdge study even more startling: More than 
60% of influencers said they considered the rules and 
laws surrounding disclosure of sponsored content “easy 
to understand”—implying that many are purposely not 
following them. 

And then there are the findings from the Influencer 
Intelligence and Econsultancy study. They seem positive 
on the surface: 77% of the marketers said they were 
“fully aware and up to date” with their country’s 
advertising codes, and 69% wouldn’t work with an 
influencer that was not compliant with UK and US rules. 
However, one-third admitted that they “avoid disclosures 
where we can,” and 14% were aware they regularly broke 
the rules. 

% of respondents

UK and US Digital Marketers' Attitudes Toward
Transparency in Paid Influencer Endorsements, 
Aug 2018

Are fully aware and up to date with the advertising codes
relevant to our country

77%

Would refuse to work with an influencer who was not clearly
complying with ASA/FTC guidance

69%

Only work with influencers who are careful to disclose their
relationship with brands

67%

Insist our influencers use the hashtag relevant to the location for
sponsored content (e.g., #ad or #spon)

65%

There is a blurry line between advertisement and genuine,
organic recommendations

65%

Avoid disclosures where we can, as they diminish consumers'
trust, and we instead find creative alternatives

33%

Are aware that we regularly circumvent the rules
14%

Note: respondents who selected "agree" and "strongly agree"
Source: Influencer Intelligence in association with Econsultancy, "Influencer
Marketing 2020"; eMarketer calculations, Nov 14, 2018
244448 www.eMarketer.com

A big issue is that nearly all of the recent enforcement 
actions in those two countries have come in the form of 
warnings and educational outreach—not fines, bans or 
other punishments. Without more stringent penalties, 
those who flout the rules don’t have much incentive 
to change. 

In January 2019, the UK’s Advertising Standards Authority 
said it had sent warnings to 200 to 300 social media 
influencers in the past few years for not fully disclosing 
their ties to sponsors in their posts. The UK government’s 
Competition and Markets Authority has also started 
its own investigation into influencers, and in January, it 
published a list of 16 influencers who had agreed to use 
better disclosure, including well-known singers, models 
and reality TV stars. 

The US Federal Trade Commission (FTC) was less 
public in its pursuit of influencers in H1 2018 than 
it was in 2017, when it made several statements 
regarding its enforcement actions. It sent 22 letters to 
21 influencers between November 29, 2017 and July 3, 
2018, but it disclosed those actions only as a result of 
a Freedom of Information Act request by research firm 
Morning Consult. 
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Consumers are often left in the dark about influencers’ 
relationships with brands, despite attempts to standardize 
the use of various hashtags, such as #ad or #sponsored. 
A November 2018 study of UK beauty product buyers 
conducted by Savvy on behalf of the BBC found that 82% 
weren’t always clear on when an influencer was being 
paid to promote a product. 

% of respondents in each group

Attitudes Toward Social Media Influencers Among UK
Beauty Product Buyers, by Age, Nov 2018

It isn't always clear when social media
influencer is being paid to promote products

I would stop following an influencer if they
seemed to be promoting products too much

I don't typically trust any product
recommendations made by social
media influencers

Most social media influencers only promote 
products they genuinely like

18-34

79%

70%

64%

50%

35-54

80%

72%

67%

45%

55-74

86%

84%

84%

51%

Total

82%

75%

71%

48%

Note: n=1,025; responses of 4-5 on a 5-point scale where 1="strongly
disagree" and 5="strongly agree"
Source: Savvy as cited in company blog, commissioned by the BBC, 
Jan 2, 2019
245077 www.eMarketer.com

This confusion comes even as the number of worldwide 
Instagram posts containing #ad increased more than 39% 
in 2018 over 2017, to more than 2.1 million, according to 
an analysis by influencer marketing company Klear. 

BEST PRACTICES 
Weed out influencers who have fake followers 
before a campaign starts. “That’s something we’ve 
incorporated into our influencer outreach process, as part 
of the negotiations,” MVMT’s Frame said. “We’re able 
to see whether they have any unusual trends in follower 
increase, as well as things like where their audience 
is living.” 

Use software to look for signs of fake activity. “We 
have begun to work with some third parties who are able 
to assess influencer metrics and tell you, ‘Yes, this is real. 
Yes, this content actually went to this many people,’” 
Mallin of Wavemaker said. The influencers must agree 
to release these metrics, but “if you don’t have anything 
to hide, you ought to be willing to allow a third party to 
assess that,” he said. 

Look for quality over quantity. “The platforms, 
marketplaces and agents are complicit in this as well,” 
Perlman of The Gramlist said. “The way around it is to be 
really careful and focus on quality.” 

Proper disclosure won’t harm results if it’s done right. 
“As long as the influencers disclose upfront that they are 
working with us as a partner, and the content that follows 
is true to their voice, authentic, and feels natural to their 
cadence and style, then their audience still receives it 
positively,” Qualcomm’s Jensen said. 

MARKETERS THINK SMALL IN A 
QUEST FOR AUTHENTICITY 

Concerns about fake activity are leading some 

marketers to pull back on their use of celebrity 

influencers. Instead, they are taking a back-to-basics 

approach: They are focusing on influencers who 

actually know and use their product. These people 

may not have a huge following, but they can sway 

consumer opinion more effectively. 

 ■ Major marketers are pledging to shift their focus away 
from celebrities. 

 ■ The impact of celebrities on consumer purchase 
decisions may not be as high as marketers think. 

 ■ Microinfluencers are a growing tactic, but they aren’t a 
perfect solution. 

The cosmetics brand Rimmel, owned by Coty, is putting 
less stock in celebrities and influencers with large 
numbers of followers. “We have seen a massive shift in 
terms of trust,” said Henry Giddins Jr., head of insights for 
global color cosmetics at Coty, in a November 2018 article 
in Glossy. “Peer-to-peer recommendations bring a level 
of objectivity to consumers, and we cannot replicate that 
with celebrities and paid influencers completely. We view 
this strategy as having more value now.”  

WFA’s study of major multinational marketers revealed a 
high level of concern about the risks of using influencers. 
Some 64% found consumer trust and blurred lines, as 
well as the reputational risks of influencer marketing, 
“very concerning” or “concerning.” Nearly that many 
were worried about legal and financial risks (60%) or 
brand safety risks (59%). And yet, all of the respondents 
still used influencers in their marketing. 

The cost of working with megainfluencers can quickly 
add up. 
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“Big celebrity names are very expensive,” Socialyse’s 
McCormack said. “That’s great if you have huge budgets 
and you want to generate a lot of conversation and get 
people talking for a period of time. But it’s not sustainable 
for a long-term partnership. Brands that are thinking about 
their long-term strategy have realized that they can’t just 
go for big names all the time.” 

“Why would you work with one person with a large 
audience, a low engagement rate and a low propensity 
to actually sell products who is going to cost you a lot of 
money and create a limited amount of assets?” Perlman 
of The Gramlist said. 

USING CELEBRITIES IS NOT THE ONLY WAY 
TO DO INFLUENCER MARKETING 
With continued fallout from the Fyre Festival, the use 
of celebrities and influencers with large followings will 
be scrutinized more now than ever. “We’ve seen a clear 
move away from celebrities, as marketers look to foster 
a more holistic and inclusive approach to influencer 
channels,” INCA’s Vincalek said. 

In a September 2018 Deloitte survey of US internet users, 
just 16% said they trusted celebrities most when it came 
to product or service recommendations in social media. 
Who earns the most trust? Friends and family. 

% of respondents, Sep 2018

Whose Product/Services Recommendations Do US
Internet Users Trust Most on Social Media Sites?

Friends 75%

Family 74%

Brands 56%

Retailers 48%

Celebrities 16%

Other 31%

Note: n=4,036 ages 18+; respondents asked to rank top 3
Source: Deloitte, "2018 Holiday Survey of Consumers," Oct 23, 2018
242948 www.eMarketer.com

Likewise, celebrity endorsement was a far less likely 
way to influence US internet users to do business with 
a company than basics like customer service, prices and 
quality products, according to findings from a July 2018 
study by Five9. 

% of respondents, July 2018

What Factors Influence Whether US Internet Users
Will Do Business with a Company?

Great customer service 90%

Pricing 90%

Product quality is better than others 88%

Fastest customer service 81%

Corporate culture and reputation 80%

Socially responsible 78%

High brand loyalty with friends or peers 77%

Celebrity endorsement30%

Note: ages 18+
Source: Five9, "Customer Service Index," Nov 29, 2018
243668 www.eMarketer.com

In CPC Strategy’s April 2018 study of US internet 
users’ attitudes on influencer marketing, the number of 
followers an influencer had was a far less important factor 
in making a recommendation seem trustworthy than 
whether the influencer actually used the product or was 
an expert in the area. 

A February 2018 study of internet users in Canada by 
Proof had a similar finding; only 9% said the number of 
followers would increase trust, while 4% said celebrity 
status would. Factors like expertise, knowing the 
influencer personally and perceiving that their content is 
authentic or genuine were the most important factors. 

% of respondents in each group

Factors that Would Increase Trust in Influencer
Content According to Internet Users in Canada, by
Age, Feb 2018

Influencer is considered an expert

Knowing the influencer personally

The influencer's content is perceived
as authentic/genuine

The influencer discloses payments/
paid endorsements

Sharing common interests

My friends or family like and/or share
the influencer's blog or content

The number of followers an
influencer has, the more the better

The influencer has celebrity status

None of these

18-24
(n=89)

62%

52%

45%

42%

46%

41%

17%

6%

9%

25-49
(n=840)

63%

51%

51%

41%

36%

29%

12%

5%

10%

50+
(n=631)

68%

55%

54%

45%

33%

27%

4%

2%

8%

Total
(n=1,560)

65%

52%

52%

43%

36%

29%

9%

4%

9%

Source: Proof, "CanTrust Index 2018," April 10, 2018
237535 www.eMarketer.com
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This has led some influencer marketing firms to make a 
distinction between those who are influential and have 
many followers merely due to their celebrity status, and 
those who have gained their following through actual 
expertise and authority. This is something that marketers 
in China are increasingly doing: differentiating between 
KOLs who are experts in their field and wanghongs (those 
who became famous because of their internet presence). 

For more on influencer marketing in China, see the report 
“Influencer Marketing in China: What You Need to Know 
About KOLs, Wanghongs and the Platforms They Use.” 

“We’ve built a distinction between influencers and 
creators, and we don’t work with influencers anymore. 
We work only with creators,” #paid’s Gold said. “Creators 
have built trust with their audience. When creators do a 
brand collaboration, the partnership is authentic because 
they care about the brand they’re promoting. They 
want to do it for their audience. Influencers don’t value 
authenticity, and they’re willing to post whatever. Creators 
view their work as a craft, where influencers view their 
work as a way to make money.” 

These creators also often have the strongest appeal with 
teens and young adults, who tune in for their favorite 
influencer’s content on a regular basis. 

“Instead of watching TV, they’re tuning in to YouTube 
channels and blogs that are being released on a daily 
schedule from their favorite influencers,” said Krishna 
Subramanian, co-founder of influencer marketing firm 
Captiv8. “They have this emotional connection to 
those influencers, which is what really drives a lot of 
that adoption.” 

THE PROS AND CONS 
OF MICROINFLUENCERS 
As they start to rethink the value of celebrities and 
megainfluencers, some marketers are now looking 
toward microinfluencers, as well as a newer classification, 
nanoinfluencers. 

The exact definitions for each term vary depending 
on who you’re talking to, but most seem to agree 
that microinfluencers have under 100,000 followers. 
Nanoinfluencer is a squishier term. Some use it to 
describe people with as few as 1,000 followers who have 
especially strong engagement or a proven track record of 
conversions. Others put the lower-end figure at 10,000. 

In the Influencer Intelligence/Econsultancy study, 56% 
of respondents said they worked with microinfluencers 
(those with 100,000 or less followers), while 50% chose 
authoritative influencers (those who were experts in a 
particular field or area), and 43% used niche influencers 
(such as those focused on “organic beauty”). Top-tier 
influencers with a million or more followers were used by 
just 29% of respondents. 

% of respondents, Aug 2018

Which Types of Influencers Do UK and US Digital
Marketers Work with?

Niche influencers (e.g., organic beauty)
43%

Microinfluencers (under 100,000 followers)
56%

Mid-tier influencers (100,000-1 million followers)
45%

Top-tier influencers (1 million followers with a global presence)
29%

Authoritative (expert representation of an industry body)
50%

Source: Influencer Intelligence in association with Econsultancy, "Influencer
Marketing 2020"; eMarketer calculations, Nov 14, 2018
244445 www.eMarketer.com

Launchmetrics found in its January 2018 study of 
cosmetics, fashion and luxury marketers in Europe and 
the US that 45.8% considered microinfluencers the most 
effective tier. Just 11.3% thought celebrity influencers 
(defined as those with 1.5 million or more followers) were 
most effective. 

Why work with influencers with a smaller following? 
The two Cs: cost and connection with consumers, 
according to the findings of the Influencer Intelligence/
Econsultancy study. 

https://prolink.emarketer.com/content/influencer-marketing-in-china
https://prolink.emarketer.com/content/influencer-marketing-in-china
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% of respondents

Value of Micro/Niche/Mid-Tier Influencers According
to UK and US Digital Marketers, Aug 2018

They are more cost-effective than working with top-tier talent
56%

They have a better connection with our target consumers
55%

Content produced by micro/niche/mid-tier influencers is more
authentic

39%

They help deliver a more targeted message
38%

They have higher engagement than top-tier talent
37%

Increased long-term loyalty
9%

They are yet to deliver more value than top-tier influencers
5%

Other
2%

Note: vs. top-tier talent
Source: Influencer Intelligence in association with Econsultancy, "Influencer
Marketing 2020," Nov 14, 2018
244446 www.eMarketer.com

These sorts of influencers also offer two other valuable 
characteristics: relatability and engagement with their 
audience, according to Influencer Intelligence and 
Econsultancy. A third factor is that the content is often 
produced directly by the influencer themselves. 

“Microinfluencers are usually the most important partners 
for marketers because of their niche and authentic 
content, which attracts highly engaged audiences and 
ensures effective targeting efforts,” INCA’s Vincalek said. 

In Japan, for example, following microinfluencers is a 
popular activity; one-quarter of social network users in 
a study conducted by JustSystems in December 2018 
said they followed microinfluencers, while 50.6% of 
respondents ages 17-19 did. Microinfluencers were 
defined as having more than 1,000 but less than 10,000 
followers. To some, that would make them more 
like nanoinfluencers. 

% of respondents, by age, Dec 2018

Do Social Network Users in Japan Follow
Microinfluencer* Accounts on Social Networks?

17-19 50.6%

20-29 35.3%

30-39 25.0%

40-49 18.0%

50-59 12.9%

60-69 5.7%

Note: n=734; *someone who has over 1,000 and less than 10,000 followers
on a social network
Source: JustSystems, "Mobile and Social Media Monthly Survey: December
2018 Edition," Jan 24, 2019
245040 www.eMarketer.com

Finding microinfluencers before they break big can be a 
win-win for both sides. 

For Moët & Chandon, developing relationships with  
up-and-coming influencers is a key goal. 

“When it comes to microinfluencers, we like to cultivate 
relationships early on with those who create exceptional 
creative and are also a fan of our brand. If we believe in 
their content, then consumers will as well, and scale will 
follow,” Ngo Isaac said. 

However, it’s not easy to simply make a wholesale shift 
away from big names and use only microinfluencers. 
One major challenge is that there is an enormous number 
of them. InfluencerDB’s study found that just 4% of 
influencers on Instagram had followings of 500,000 or 
more, while 81% had a following of between 15,000  
and 100,000. 

% of total

Instagram Influencer Share Worldwide, by Number of
Followers, July 2018

15-100K 81%

100-500K 15%

500K-1 million2%

1-5 million1%

5+ million1%

Note: influencers who published at least one post within the past 90 days,
have published less than 10 posts per day on average in the past 4 weeks
and have a like/follower ratio of 0.3% or higher
Source: InfluencerDB, "State of the Industry - Influencer Marketing in 2019,"
Nov 21, 2018
245096 www.eMarketer.com
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For marketers whose main reason for using influencer 
marketing is to achieve branding and reach goals, 
microinfluencers won’t fit the bill. 

“The sheer numbers that you have to string together 
to move the needle probably doesn’t make it worth it,” 
Mallin of Wavemaker said. “We look to microinfluencers 
as a great way to distribute content where we want 
somebody to take a very specific action—a quick link or 
something like that. You can do that in conjunction with 
larger influencers, and that works really well.”  

Brand safety is also a concern, simply because with so 
many microinfluencers it’s much harder to keep track of 
all their content. 

“We have an automated tool that will scan anything 
they’ve done online before and will score them on a few 
metrics, such as pornography, violence, whether their 
content tends to be political or controversial. But that’s 
only a predictor; you never know what could happen with 
people,” HYPR’s Eyal said. 

Marketers in different parts of the world don’t share the 
same viewpoint on the power of microinfluencers. In the 
Cision and PRWeek survey, marketing professionals in 
Canada, Germany, the UK and the US were fairly similar 
in believing that celebrities and microinfluencers could 
impact consumer behavior. But those in China, France 
and Sweden were much more likely to favor celebrities 
over microinfluencers. 

% of respondents

Types of Influencers Who Marketing Professionals in
Select Countries Feel Can Affect Consumer Behavior,
Aug 2018

Everyday
consumers

Mainstream
journalists

Celebrities

Microinfluencers

Bloggers

Employees

Corporate
executives

Canada

50%

47%

50%

47%

40%

40%

27%

China

53%

58%

68%

19%

32%

26%

43%

France

39%

58%

61%

19%

53%

42%

28%

Germany

50%

42%

58%

39%

29%

31%

45%

Sweden

63%

43%

50%

27%

30%

53%

33%

UK

61%

40%

45%

48%

45%

37%

24%

US

61%

61%

46%

54%

35%

31%

12%

Note: top 3 responses
Source: Cision and PRWeek, "2018 Global Comms Report: Challenges and
Trends," Nov 6, 2018
243033 www.eMarketer.com

“We use celebrities much more in our Asia markets than 
we do in our Western markets,” Benefit’s Haba said. 
“Celebrities still have a lot of sway over there in terms of 
product recommendations.”  

How Marketers Work with Influencers of 
All Sizes 

Benefit Cosmetics: “We have a multitiered strategy at 
Benefit. We start at the top at the celebrity level, and then 
we have industry-specific beauty influencers that are 
native to YouTube and Instagram,” Haba said. “And then 
we have what we call the middle tier, which is anyone 
between about 100,000 followers to a million followers, 
and a lower tier from 100,000 to 10,000, and then 10,000 
and below.”  

Benefit uses microinfluencers “mostly to renew the ranks 
of creators who start to get bigger, because the middle tier 
and the big tier still drive the most business value for us,” 
Haba said. 

MVMT: The watch and accessories brand has used 
microinfluencers since 2016. According to Frame, a 
drawback to working with accounts with large follower 
counts is that “more often than not, we find that those 
people get followers because others see that the account 
has tons of people following it, and they think, ‘Well, 
maybe I should follow this too.’ It might not be someone 
you’re invested in or passionate about. It’s not a really 
high-value follow. ... 

“I’m big into health and fitness, so a lot of the accounts 
that I follow are people the average Joe might not care 
about, but because they’re in my field of interest, whatever 
that person’s talking about or doing is something that I 
gravitate toward. Chances are, if they promote a product, 
it’s probably within that same space as well, and I’ll 
probably get use out of it.” 

Stella Artois: “Microinfluencers tend to reach a highly 
engaged audience on social media that is often more likely 
to take action based on the influencer’s recommendation,” 
said Lara Krug, US vice president of marketing at Stella 
Artois. “They also tend to have a local or regional 
audience, which is incredibly helpful when we’re looking to 
connect with consumers in a particular market.”  

While microinfluencers help the brand on a local level, 
Stella still recognizes the benefits of working with famous 
celebrities. Its recent “Pour It Forward” campaign “is all 
about the ease of giving water and changing lives, simply 
by choosing Stella instead of your go-to drink,” Krug said. 

In a commercial that aired during the 2019 Super Bowl, 
film and TV actors Jeff Bridges (“The Dude” in the movie 
“The Big Lebowski”) and Sarah Jessica Parker (Carrie 
Bradshaw in “Sex and the City”), reprised their signature 
roles as consumers of “two of pop culture’s most iconic 
signature drinks,” Krug said. “Our goal is to inspire 
consumers to elevate their drinking occasions with the 
help of Stella Artois.”  

Moët & Chandon: The brand still tends to focus on 
influencers with larger followings but looks for more than 
just influence for influence’s sake. 
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“One thing that we ask ourselves is ‘Are they press-
worthy?’” Ngo Isaac said. “There are influencers who are 
just influencing. They take pretty photos. But we look for 
people with innate talent.” 

The brand signed fashion designer Virgil Abloh (who has 
over 3 million followers on Instagram) to help design a 
limited-edition bottle that launched last year. “For our 
collaboration with Virgil Abloh, we weren’t looking just at 
his reach. He is one of the greatest creative visionaries of 
our time, and he’s someone who is always press-worthy, 
is highly influential among a cross section of consumers, 
and is always focused on innovation, similar to our brand,” 
she said. 

BEST PRACTICES 
Vendors are a necessity to manage microinfluencer 
campaigns. Outreach and deployment using hundreds 
of influencers takes time and effort. This isn’t something 
stretched marketing departments and agency social 
media groups typically have. “If we’re going to work with 
microinfluencers, we typically partner with a platform 
to get it done, just because of the amount of people it 
would take to reach out and contract them. It would be 
a lot of man hours,” Halvachs of Digitas said. Influencer 
marketing platforms “either already have people in their 
system or they have a direct mode of communicating a 
brief, so it’s a lot more streamlined.” 

There’s still a place for celebrity. Marketers like the ones 
highlighted in the previous section are finding that a mix 
of influencer sizes is often the best fit. “Microinfluencers 
do not take the place of larger influencers,” said Evan 
Asano, CEO and founder of influencer marketing 
company Mediakix. “For a given initiative or a given brand, 
they might be a better fit, but there’s no ‘one size fits all’ 
for every brand.” 

KEY TAKEAWAYS 
 ■ Instagram is a very important platform for 
influencer marketing, but there are others. Thanks to 
Stories and the swipe-up feature, Instagram is where 
most influencer marketers are gravitating. But rising 
platforms like TikTok and Twitch deserve a look, and in 
China, marketers can consider Douyin or another local 
social platform. 

 ■ Use Stories for a more authentic experience. Stories 
allow influencers to discuss brands more casually and 
openly, potentially leading to better engagement. 

 ■ Take steps to combat fraud. Marketers should 
use software and good old-fashioned investigative 
work to weed out influencers with fake followers or 
engagement. And disclosure of marketing ties between 
an influencer and a company is a must. 

 ■ Put more emphasis on finding authenticity. Focus 
on influencers who are more likely to actually like and 
use your brand; their recommendations can carry more 
weight. Choose celebrity partners wisely, and don’t 
automatically assume the influencer with the largest 
following is the best one to work with. 
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