INSTAGRAM INFLUENCER MARKETING

STATISTICS BENCHMARKS

Influencer marketing is the fastest growing marketing practice and media channel worldwide. The benefits of influencer
marketing over paid media are well documented. In the USA, businesses have been making on average $6.50 for each S1
spent on influencer marketing, with the top 13% earning S20 or more (source: Tomoson). The variance in results is however
huge, with nearly half of all businesses engaging in influencer marketing unable to see any ROl whatsoever. It's one of the
reasons that we've made it our mission at Humanz to make influencer marketing easier, safer and more predictable through
better technology, data and knowledge. We hope you enjoy this easy-to-use cheat sheet for your market.
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All data and statistics included in this report were collected from the Humanz platform between 1st of July and the 30th of September 2020.
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their primary KPI for influencer
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