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"As the influencer market matures, brands have taken
them more seriously as a tool for promotion and
collaboration. Trust and authenticity go a long way in
establishing relationships between influencers and
followers, and brands need to take their time to find the
right influencer to disseminate their messages."
- John Poelking, Senior Analyst

This report looks at the following areas:
•
•
•

Authenticity remains key
Give influencers the tools to create
Online actions have real-world consequences

The term “influencer” can encompass many different personalities and accounts on social media. For
the purposes of this Report, an influencer is defined as a person or social media account that has a
following beyond their personal network. An influencer can also be referred to as an “internet
celebrity.” A “follower” is a social media user who follows influencer accounts.
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Cross-platform interactions with influencers can be important
Figure 29: Cross-platform influencer interactions, December 2019
Experts and internet personalities constantly create content
Figure 30: Cross-platform influencer interactions, by type of personality followed, December 2019
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Figure 47: Influencer and social media purchase behaviors, by type of personality followed, December 2019

Trust and Connection to Influencers
More followers trust influencers
Figure 48: Trust and connection to influencers, 2019 vs 2020
Content creator platforms impact trust and connection
Figure 49: Trust and connection to influencers, by daily users of social media platforms, December 2019
One third of followers consider themselves to be influencers
Large share of self-described influencers encourages content creation
Young men drive self-identification as influencers
Figure 50: Self-identifying as influencers, by gender and age, December 2019
Reality TV star followers more likely to trust
Figure 51: Trust and connection to influencers, all vs reality TV personality followers, December 2019

Attitudes toward Influencers
Followers want influencers to branch out
Figure 52: Influencers and extending influence across platforms, December 2019
Influencers should take a stand
Figure 53: Taking a stand and oversharing information, December 2019

Influencer Follower Segmentation
Factors
Figure 54: Influencer follower segmentation, December 2019
Comfortable Connectors (39%)
Demographics
Characteristics
Opportunities
Figure 55: Consumer segmentation – Comfortable Connectors, by demographics, December 2019
Social Skeptics (32%)
Demographics
Characteristics
Opportunities
Figure 56: Consumer segmentation – Social Skeptics, by demographics, December 2019
Faithful Followers (29%)
Demographics
Characteristics
Opportunities
Figure 57: Consumer segmentation – Faithful Followers, by demographics, December 2019
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Data sources
Sales data
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Consumer survey data
Abbreviations and terms
Abbreviations
Terms

Appendix – TURF Analysis
Methodology
Figure 58: TURF analysis – influencer attributes, December 2019
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