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"Influencers can bring authenticity to brand
communications. While consumers who follow influencers
may know when they are being sold to, they still value the
entertaining and honest depictions of real life that are
projected online. Influencer marketing will continue to
evolve as user-generated content becomes more and more
important to the digital media landscape."

- John Poelking, Leisure & Media Analyst

This report looks at the following areas:
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Media consumption dominates daily activities

Heavy investments in digital advertising continue

Types of Accounts Followed

Half of social media users follow accounts they don‘t personally know
Figure 8: Profile of influencer followers, December 2018

Social amplifies celebrity status
Figure 9: Types of accounts followed, December 2018

Women follow accounts with online clout
Figure 10: Types of accounts followed - Select items, by gender, December 2018
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Figure 11: Types of accounts followed - Select items, by age, December 2018
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Figure 12: Types of accounts followed, by race and Hispanic origin, December 2018
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Products to make anyone an influencer
Finding the next platform
Multi-channel networks for more integrated exposure

Getting younger and more creative with creators
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Difficult to get a non-follower
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Account discovery tends to be organic

Learning from products via social media

High expectations for influencer content

Consumer segmentation highlights opportunities
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Figure 18: How To Cake It welcome video, January 2019

Life advice low in viewers, high in engagement
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Young adults want to be artistic
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Fun content beats practical...
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...except for brand posts
Figure 24: Reasons to follow brands on social media, December 2018

Younger users looking for a break from the norm
Figure 25: Qualities of a good influencer - Select items, by age, December 2018

Parents more likely to seek validation
Figure 26: Qualities of a good influencer - Select items, by parental status, December 2018
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Key opportunity
Many don't see the value in influencer accounts

Figure 27: Reasons to not follow influencers, December 2018

Older users need value demonstrated
Figure 28: Reasons to not follow influencers - Select items, by age, December 2018

Platforms to Use and Discover

Key opportunity
Overview
Facebook
Instagram
YouTube
Pinterest

Snapchat
Figure 29: Correspondence analysis - Symmetrical map - Reasons for visiting social media sites, December 2018
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Key opportunity
Sharing drives new account discovery

Figure 31: Tools to discover new accounts, December 2018

Younger users more actively seeking
Figure 32: Tools to discover new accounts - Select items, by age December 2018
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Key opportunity
Plenty of opportunities to learn and buy on social media

Figure 33: Purchasing on social media, December 2018
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The role of influencers in media
Figure 36: Influencer connection and celebrity status, December 2018
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Factors
Figure 39: Consumer segmentation, December 2018
Fame Followers (43%)
Demographics
Characteristics
Opportunities
Figure 40: Consumer segmentation — Fame Followers, by demographics, December 2018
Connected Confidantes (30%)
Demographics
Characteristics
Opportunities
Figure 41: Consumer segmentation — Connected Confidantes, by demographics, December 2018
Mellow Monitors (27%)
Demographics
Characteristics

Opportunities
Figure 42: Consumer segmentation — Mellow Monitors, by demographics, December 2018
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Abbreviations
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Appendix — Correspondence Analysis

Methodology
Figure 43: Correspondence analysis — Principal map — Reasons for visiting social media sites, December 2018
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