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Marketers who use influencer 
marketing strategies and 
believing it to be e!ective 
(Adweek, 2020) 

01. Introduction
The State of the Industry

The influencer 
marketing industry has 
been growing for years, 
and for good reasons.

Influencer marketing just works, when 
done right
Influencer marketing has been the fastest gro-

wing online marketing channel for years now. 

Why resort to a!iliate marketing, display or 

paid search when working with influencers yi-

eld better results for a lower price ?  All studies 

point to better ROIs for intfluencer marketing. 

According to the latest Mediakix projections,  

businesses will invest up to $26.4 billion in 

2024, a x4 increase from 2020. 

Alternative marketing channels are losing 

their appeal, with the growing number of 

ad-blockers and consumer‘s mistrust for 

traditional brand-created content further 

fueling the desire for influencer marke-

ting.

Challenges to overcome
The industry is still young, however, and 

major issues are still hindering the rise of 

influencer marketing as a de-facto chan-

nel for any company in their marketing 

strategy. 

This inspired us to write this whitebook, 

to help newcomers into this industry bet-

ter identfy all the hurdles that still exist 

when working with influencers. 

+94%



2.2 The engagement rate

e SMBs emerging
An industry at the brink of 

An insider‘s market ?

Influencer marketing has for years been 

used by large companies and agencies, 

with SMBS still lagging behind.

When mentioning influencers, most 

people think of megastars like Jenner or 

Ronalado. But the reality is that there 
are millions of influencers out there, 

including very local ones that can fit the 

needs of the most local store. For every 

need there is an influencer out there. 

With a long-term crisis looming, budgets 

are tigther than ever for small businesses. 

But they still need to shout about their 

brands and their products, in short resort 

to marketing. 

Working with influencers is the perfect 

alternative to traditional channels. It is a 

smarter and most cost e!ective-solution.

The 4 benefits for SMBs

 » Reduce costs. Media and production 

are costly while done internally.

 » Save time. Influencer partnerships 

can be very fast to implement.

 » Increase the reputation. The aura of 

the influencer reflects on the brand‘s. 

 » Optimize marketing. The ROI of 

influencer marketing is vastly superior 

to other channels.

For every $1 that brands spend on 
influencers, they are getting a ROI of 
$5.78

x5.78

exponentional growth

A massive takeover of the industry by SMBs is to be expected.

Opening up a barber shop in a new small 

town ? Contact the most relevant local in-

fluencer, and bam, the job is done. Want 

to export your product abroad ? Find an 

influencer in your niche and have him 

promote your product.

It is so blatantly easy and e!icient, and 

the massification and democratizati-
on of influencers has made it possible 
for SMBs to finally work with influen-
cers.



2.2 The engagement rate

e

Instagram

Facebook

Youtube

Twitter

Pinterest

97%

79%

41%

38%

33 %

Which social networks use for influencer marketing ?

Instagram is still by far the favorite social networks in the industry with a whopping 97% of marketers planning on using it in 2020* 

* Source: Linqia, 2019

Instagram
An all-time favorite

of marketers plan on using 
Instagram in 2020*

      97%

Social networks come and go, but nothing compares to the power of 
Instagram. For SMBs willing to work with influencers, it‘s just perfect. 



Why is Instagram so popular ?
Easy DIY campaigns

One-shot partnerships
Brands ask the influencer to promote their product through social 

media content. It can take various forms (videos, stories) and the 

flexibility of this format makes it extremely popular.

The big advantage for Instagram lies in its simplicity for SMBs. Any 
brand can do these partnerships with influencers without resorting to 
costly platforms or agencies.

Giveaways
Giveaways are temporary promotions in which brands o!er free 

products. Doing giveaway with influencers is extremely e!icient 

because brands can easily tap into a new audience and grow 

their own account very fast. . 

Coupons / A!iliations
By giving an additional financial incentive to influencers, brands 

can multiply their motivation and boost sales. Trusted recom-

mandations by influencers are much more likey to translate into 

sales than regular ads. 

Ambassadors
Ambassadors are influencers with a long-term relationship with 

the brand. This type of partnership is getting more popular as it is 

perceived as more authentic by the audience.



What is holding down the industry ?
Three rampant issues
As Adage puts it rightfully so, the influencer marketing industry is still 
„on the brink of explosive growth“, as tnree rampant issues are still 
holding down the industry.

1.How to find 
influencers ?

In a 2019 Mediakix study, 61% of mar-

keters agreed tnat it was still challenging 

to find the best influencers for a cam-

paign, a staggering figure proving how 

this problem is far from solved.

It was obviously much easier when 
brands used to work with the same 
old mega influencers. In an estimated 

pool of 5 Million influencers worldwide, 

good luck finding the right one for your 

brand, especially as new talents emerge 

everyday.

2. How to measure the 
quality of an influencer 
?

Although Instagram has been cracking 

down on fake followers services, it is virtu-

ally impossible to evaluate the real quali-

ty of a profile among an ocean of nano, 

micro, macro and mega influencersis an 

influencer out there.

The quality of an account goes way be-

yond the percentage of real followers, 

and there is a glaring lack of quality 
standards for influencers to be compa-

red to one ahother.

3.How to cope with 
the lack of influencer 
accountability ?

This industry remains an insiders market. 

Take this telling example: influencer mar-

keting agencies and brands that are used 

to work with influencers have internal lists 

on which they keep track of the „bad influ-

encers“. In 2020, there is still no go-to tool 

to review influencers. Where is the Google 

Reviews for influencers ?

In a share economy, and as working with 

influencers becomes standard for any B2C 

company, this situation is clearly absurd, 

and everyone would benefit from sha-
ring to one another this intel, as this is 

the case for other industries already. It‘s 

time to open up the industry once and for 

 85%
of brands feel like there is a 
lack of professionalism and 
regulation in the influencer 
marketing industry.



1. They are designed for 
large companies and 
agencies
 
And therefore extremely expensive with starter 

o!ers o"en starting $500/month ! Because most 

brands and agencies just need to find and audit 

influencers, and not manage large scale cam-

paigns, this is just overkill and does not fit their 

needs;

2. They are not scalable

O"entimes you need to get in touch with a com-

mercial. Or you need to pay 29$/audit (??). Or you 

need a 1-year-commitment. Well, with Favikon, 

you can subscribe in two clicks and stop whene-

ver you want, the way it should be in this industry;

3. They are built for experts 
in the influencer marketing 
industry
 

Raw data means nothing to newcomers without 

quality analysis attached to them. Most so"wares are 

complex by design and require much-valuable time 

to master. 

4. They are campaign oriented

There is a real need today for large companies and 

agencies to be able to manage campaigns. But as 

Instagram is rolling out its own platform, in the near 

future the real need will even more be on the analy-

sis, something that Instagram will never be able to do 

- that is, rating its own users.

02. Quality and Influence
Why Quality matters so much

A major switch from quantity to quality is occuring in the influencer marketing industry. 

As audiences get saturated by sponsored content, only quality collaborations will yield good 

results.

For brands, this means they have to be incredibly careful about choosing influencers 
who generate authentic posts, followings, and audience interactions. The right part-

nership can open up new opportunities for your brand, while the wrong one can cause back-

lash and put your reputation at risk.

There is no shortage of influencer marketing tools out there. And yet 
few seem to cater to the needs of SMBs while leaving the notion of 
quality behind.



Flawed KPIs
How newcomers deal with their influencer 
strategy

• Relying on vanity metrics
For far too long have companies been content with exposure metrics. Until now, brands 

and agencies have assessed an influencer’s potential value by the number of followers they 

have. Obviously, this is a very flawed concept. ‘What matters in the end depends vastly on 

the objectives of a campaign and cannot be anticipated through the sheer number of 
followers an influencer has.

• Relying on reputation
While meeting a lot of actors in the industry, we‘ve been statter by the number of brands and 

agencies relying on outdated Excel lists of influencers they have been working with. 

Not only is the market evolving very fast and so can the influencer, but they are missing out 

on new gems.

of marketers planned on 
spending over 50% of their 
entire marketing budget on 
influencer marketing in 2020 
(Mediakix, 2019)

17%

To work with influencers, for lack of alternatives, newcomers in the 
industry still largely rely on those methods. This needs to change.

• Searching for influencers manually
A very tedious method for most brands is to look for influencers manually. Although feasi-

ble on paper, this method is both a huge waste of time and with very underwhelming 
results.

• Relying on intermediaries
Let‘s be clear: agencies can be useful for complex and long campaigns. But most of the time, 

brands and SMBs can easily do the job alone, especially since content creators‘s e!iciency 

skyrockets when given creative freedom.



Setting up standards
The Favikon Score

There is no reason for this industry to have no standard when it 
comes to rating.  Most agencies rely solely on the engagement rate 
while ignoring other important ratios. Favikon takes into account a 
dozen of criteria, including innovative KPIs such as the saturation rate, 
which estimates whether the influencer has been doing too many 
partnerships, or the hashtag quality. 

The quality of an influencer‘s profile can be measured through various 
indicators. All of them combined can give a good answer to the critical 
quality question when it comes to picking an influencer to work with. 

Engagement Rate
Does the audience actively engage with 

the influencer content ?

Network Diversity
Does the influencer use other accounts 

than Instagram ?

Saturation Rate
Is the audience saturated with the 

influencer sponsored content ?

Audience Quality
Is the influencer audience natural or the 

result of fraudulent practices ?

Account Growth
Is the account on an upward trend or 

on the decline ?

Account Activity
Has the influencer been active on social 

media ?

Comment/Like Ratio
s the audience saturated with the 

influencer sponsored content ?

Content Diversity
Does the influencer make an e!ort in 

publishing diverse content ?

Following Ratio
Has the influencer been artificially 

following accounts to boost growth ?

User Feedback
What do brands think about their 
partnerships with the influencer ?

Ad Performance
How does the sponsored content 

compare to the usual posts ?

Hashtag Quality
Has the influencer indulged in low 
quality hashtags to boost growth ?

The 12 Favikon factors



The 3 golden rules

When observing leading Instagram accounts, patterns exist to 
identify the ways high-quality influencers have been able to create a 
community that likes to interact, that’s engaged and keeps on coming 

1. Passion

O"en when we’re talking about a great 

influencer, we’re faced to someone with a 

real passion for their job. Influencers be-

long to di!erent theme groups : fashion 

/ health or cuisine / travel / comedians / 

editorial content / personal blogs / me-

mes 

Each of these categories has di!erent 

ways of engaging their audience, and 

partnerships with them o"en wary in the 

content they’re willing to post. 

Finding a niche will o"en help you stand-

out in the sea of influencers on the plat-

form. 

2 Good aesthetically 
pleasing content

Choosing a coherent aesthetic, posting 

photos taken with a good quality came-

ra, planning out your posts on your feed 

- these are only some of the tips we can 

find to become a good influencer.

It’s also important to diversify your con-

tent among di!erent platforms - your 

followers might be following you on dif-

ferent platforms, so try to give them the 

most diverse content possible, they will 

not be seeing the same picture for the 3rd 

time, which could lead to them unfollo-

wing the creator. 

3. Consistency

Posting on a daily basis, or at least eve-

ry other day, boosts your account on the 

feed, and it helps you to conquer the In-

stagram algorithm. It’s also advisable to 

post at the time when your community’s 

engagement is at the highest level. You 

can find this information in your personal 

statistics if you have a business account. 

Stories are a great way to engage with 

your followers, create a more intimate re-

lationship with them, without feeling like 

you’re spamming their feed. 

of a quality influencer



Quality influencers
Best practices to identify them 
The notion of quality should be at the core of any influencer marketing 
strategy. Always have a look at the overall profile to determine how 
valuable an influencer really is.



Estimated Instagram Influencer Accounts (Source: Favikon, August 2020)

Continent Nano Micro Mid-Range Macro

North America 532 530 66 20

Europe 508 528 59 15

Africa 96 85 10 3

Central and South 

America
358 373 41 11

Asia 251 298 47 21

Oceania 47 49 5 1

The standards of quality vary depending on the influencer 
type. The expected performance ratios will not be the same
for an influencer with 2K followers (nano) and a megastar.



Quality Influencers
Requirements

„A quality influencer should be both 

creative and passionnate. When 

things are done with the heart, the 

tone of the influencer will sound more 

authentic to their community, and 

engagement will rise*
Deborah Bete
Influencer Marketing Consultant



Best Practices
Nano Influencers (2-10K)

Have a close look at the influencer‘s 
audience and make sure your target 
matches.

Nano-influencers have between 2K and 10K followers on social media.

They are becoming more prominent in the influencer marketing industry, because they have a 
very niche audience that brands can easily target. Literally any brand or shop could work with 

them.

On top of that, many nano influencers will accept free products in exchange for partnerships. In 

short, a hassle-free, low-risk and win-win situation for all parties involved.

Free-$100
The estimated price of a 

sponsored post with a nano-influencer



Quality Influencers
Micro Influencers (10-50K)

Things are getting a bit more serious with micro influencers. They are social users between 10K and 

50K followers.

Micro influencers have the same characteristics as nanos, as they generate strong engagement and 

tons of niche opportunities. But they are usually more professional, as they are getting used 
to working with brands. On the downside, they will cost more money. 

$100-1K
The estimated price of a 

sponsored post with a micro

influencer.

Check the saturation rate, as 
many micro influencers do a lot of 
partnerships



Quality Influencers
Mid-Range Influencers (50-250K)

Have a close look at the growth rate. 
Mid-range influencers can grow very 
fast, and you wlil make the more out 
of the partnership !

Mid-range influencers are very interesting to work with because they benefit from the advan-

tages of nano and micro influencers, with high engagement rate and easily targetable auden-

ce, all the while being used to doing partnerships and therefore easier to work with.

It can be very tricky to estimate budgets for this category, because it will vary on the area. 

Typically, a travel influencer will cost more than a fitness content creator.  

$1K-5K
The estimated price of a 

sponsored post with a mid-range influencer



Quality Influencers
Macro Influencers (250K-1M)

Macro influencers have between 250K and 1M followers.

Historically, they have been the most popular influencers as they have accumulated a large base of 

followers. Most of them are social media personnalites or celebrities.

They are perfect for companies seeking brand awareness and visibility, while still being within rea-

sonable pricing range as opposed to mega influencers.

$5K-15K
The estimated price of a 

sponsored post with a nano

influencer.

Giveaways are a great way to 
benefit from the large audience of 
a macro influencer, and it‘s easy to 
set up.



Quality Influencers
Mega Influencers (over 1M)

Do not waste your time unless 
you have a lot of money or a 
very targeted approach. 

Mega influencers are pretty much celebritie with millions of followers on social media, bar 

a few social users who have been accumulating followers for the wrong reasons.

Unlike other influencer categories, many of them have not become famous thanks to social net-

works. They can be actors, singers, athletes, TV stars, etc.

Most of these influencers work on long-term partnerships because they do not need extra money. 

15K-1M
The estimated price of a 

sponsored post with a 

mega influencer.



1.8/5
The average influencer

 rating on Favikon for 4 Million 

influencer accounts

3. Bad quality influencers
There are so many fake influencers out there and they are ruining the 
experience of influencers for many brands. 

Fake influencers are social media users who have a massive fanbase that has been acquired in a fraudulent way. In 

short, they look like real influencers, but they don‘t influence anything.

Working with these influencers is problematic in many ways. 

1. You will waste your 
time
 

Influencer campaign processes can take 

a long time and you  

2. You will waste 
money

If an influencer has over 50% bots in their 

audience, it basically means half of your 

budget is spent on bots.

3 Your reputation will 
take a hit
 

Perbscribe in two clicks and stop whene-

ver you want, the way it should be in this 

industry;

4. Your outlook on 
infuencer marketing 
will be bleak
 

Many brands give up on influencer mar-

keting because of bad experiences.



What are your chief influencer marketing challenges ? 

* Mediakix, 2019

Bad quality influencers
A real issue in the industry
Because they are so hard to detect manually, fake influencers are 
ruining the influencer marketing experience for many companies. Even 
large brands fall to their traps.

Spotting fake followers and inauthentic 

engagement

Social algorithm changes making content 

less visible

Building an always-on strategy, rather than 

one-o! campaigns

Rising influencer costs

Keeping up with social media trends to 

stay relevant

Building a strong creative strategy

Reducing time spent managing campaigns

50%

49%

41%

38%

33 %

30%

28%

54%
of the accounts reached by P&G‘s Febreze 

through their partnerships with influencers 

were fake, according to a 2019 Instascree-

ner study. 



Worst practices

A low saturation rate is the key to 
authenticity and can help you anticipate the 
success of a future partnership.

If an influencer racks up partnerships, the audience will perceive 
them as not authentic. Basically, they will feel like partnerships to 

be done purely for money by the influencer, not because they are 

in love with the product. The audience will be said to be saturated, 

much like TV viewers can be saturated by ads. 

A saturated audience will not be easily reachable and explains 
why so many brands are having low ROIs while working with in-
fluencers. Take the example on the right for example. This UK-based 

influencer is accumulating partnerships le" and right with 39 sponso-

red posts out of the last 50! If your brand is next in line, do you think 

the audience will perceive the partnership as authentic ?

High Saturation Rate

The saturation rate should be a decisive factor in choosing influencers 
to work with. Authenticity is the key to success while working with 
influencers 

As defined by Forbes, the saturation rate is the ratio between the influencer‘s total 
content and the number of sponsored posts they‘ve done.

An influencer with 8 sponsored posts out of the last 10 will have a 80% saturation rate.



Worst Practices
Fake Audience

This is the most obvious indicator for many fake influencers. As buying 
fake followers or likes is the easiest method, it shows in the audience.

Fake likes and followers can be 

identified through AI and machi-

ne learning. O"entimes, they will 

originate from countries such as 

Russia, India, Brazil or Iran. The 

example below of a French „influ-

encer“ is a great one. There is not 
nothing authentic about this 
account. On the right, you can 

see what a normal clean French 

account should look like. 

As bots are getting harder to iden-

tify, it is virtually impossible for 
brands to spot them without 
third-party services. Many of 

them look clean on first sight with 

human eyes. 

$40
The price to buy 5000 followers on an 

„influence“ booster business.



Worst Practices
Engagement Pods

Engagement pods are tricky because they are not easily detectable . 

Fighting the algorithm 
When posting a new post - the first minutes and hours are crucial. If you 

get a lot of engagement via likes and comments, the Instagram algo-
rithm will push it to more people. Resulting in the influencer gaining 

more followers. Hence the appeal for many influencers to use engage-

ment pods . 

An engagement pod is a group of social media users who decide to help one another to help
increase engagement on their accounts. 

There are three types of pods: niche pods, in which all members are part of the same industry or niche, like 

pods, in which all members interact by liking posts, and comment pods, in which all members interact by 

commenting  posts.

Check the Favikon score 
This is why relying on the engagement rate only is not good enough. The-

re is no garantuee the engagement comes from a natural way. Again, you 
need to have a look at the overall profile. On Favikon, many brands 

have commented on profiles saying that the influencer is part of engage-

ment pods. 

A profusion of emojis might betraybots or engagement podsNoticeable patterns
If the influencer gets a lot of comments from other influencers in the 

same area, and the same people for each post, chances are that the in-

fluencer is part of an engagement pod. 



Worst Practices
Strange Followers Trend

A quick glance at a graph is o"en enough to tell if the influencer has 
been cheating or not. As Instagram purges bots on a regular basis, 
you can easily spot those who bought them.

A sudden spike in the follower count is a surefire way to detect bots 

purchases by the influencer. 

As Instagram has been taking down many bots, an account that‘s lo-

sing a lot of followers overtime is also something that should be loo-

ked at.

A good example below shows how a bot purge has made this influ-

encese lose over 5K followers within a single day. Obviously, these 

were not real followers. On the right, this is what a natural growth 
should look like. 

Mostt of the, but as a general rule of thumb, you should shy away from 

any infuencer who has indulged in fraudulent practices.

2.5 
Millions

The number of followers that disappeared 

overnight on Kylie Jenner‘s Instagral account, 

a"er the Facebook-owned social network  



Additional Tips
Check the brand fit

Brand fit is a crucial notion to keep in mind while working with 
influencers. Much like products, brand fit is the extent to which the 
influencer is consistent with the brand image.

From a marketer point of view, influencers are very trusted by 

their communities. The followers are loyal and will most likely 

get inspired by the recommendations made by their favorite in-

fluencers. It’s a key aspect for brands looking for an ambassador 

that would fit with the brand.

The brand fit is the coherence between the influencer you 
want to choose for a collaboration and your brand - it helps 

you project if the association won’t be too weird for his audience, 

as well as if the budget you decided to assign to this collabora-

tion or campaign is feasible.  

To check the brand fit between an influencer and a brand can 

be done manually, but it is a very tedious process. Again, using a 

tool that does the job for you will be of tremendous help.



Additional Tips
Check their past works 

Algorithms can only go a long way. A human touch can be crucial 
when it comes to details that can be undetectable by machines.

The urgent need for reviews
Nowadays, many jobs in the service industry function on a basis 

of comments and ratings. We have the example with TripAdvisor, 

Booking.com or Uber. 

We believe that rating influencers would give them pressure 
to do a better job and really be accountable for the sponso-
red content they put out for the brand. We can observe that 

sometimes a content creator can look perfect on paper, the sta-

tistics are great, yet some of them don‘t provide correct work, and 

brands are disappointed by their work. 

Whether these opinions are positive or negative, they give a pre-

view of how the collaboration with the influencer went, the per-

formance of their posts and eventual issues that occurred. 

A win-win solution for the whole industry
All influencers should be held accountable for the work 

they got paid for. Period. If an influencer performed very 

badly when collaborating with a brand or an agency, others 

should know about it.

This reviews system will go a long way into making 
the industry more transparent. A lot of „bad“ influen-

cers get away with it because there are so many brands out 

there willing to work with influencers, they just don‘t care if 

they get blacklisted by one.

Making reviews standard will urge influencers to raise 
the overall quality of their work, and help the good 

influencers emerge from the mass while punishing heavily 

those who juste don‘t care. This is just a win-win situation 

for the industry as a whole.



4. Conclusion
The Future of the Industry
While 2020 was a di!icult year for 
almost every industry, because of 
the global pandemic, the outbreak 
of Covid-19 has been a prime 
example of how powerful and 
resilient influencer marketing really 
is.

The rise of User Generated Content 
The global lockdown was a period of time when people 
spent much more time with their phones, browsing 

social media. Instagram tra!ic doubled. The engagement 

on social media platforms was exploding, and everyo-

ne was leaning towards online shopping since physical 

stores were closed. 

This crisis highlighted just how powerful and resi-
lient influencer marketing really is. Governments and 

institutions worldwide collaborated with influencers to 

get their messages across. Instead of resorting to costly 

production agencies, many brands have come to realize 

that content creators can do the work themselves, for a 

much lower price and better results. For only £250, Asma

Even though there‘s been an overall decline in the number 

of influencer marketing campaigns, it is lartely due to the 

economic crisis. If anything, brands have opened up to the 

idea of working with influencers.

The rise of live and video content 
Live content is gaining traction, in line with the 
massive need for authenticity. Live content 

cannot be edited or staged, which explains the 

appeal for this kind of content. 

The same goes for the need for creativity. TikTok 

has been hugely popular in part because it o!ers 
so many opportunities to creators to make 
original content. Instagram‘s prompt response 

with its copycat feature Reels is a clear indication 

that the market is shi"ing this way. 

82%
Since the Covid-19 outbreak, 82% of UK 

consumers have increased social media 

consumption, according to a Bazaar Voice 

research. 



New trends in 2020

CGI Influencers are still a growing trend. They’re expected 

to gain even more popularity, due to their flexibility and the 

constant evolution of 3D technology. The concern with these 

influencers, will come when the technology will get advanced 

enough, that we won’t be capable to identify if the influencer is 

real or fake. On the other hand, this new field will enable peo-

ple to express themselves creatively, push boundaries of the 

artform. 

SMBs will adopt influencer marketing en masse. The mas-

sification of nano and micro influencers has made it easy for 

anyone to work with influencers. Expect local shops to follow 

suit.

Stricter guidelines that will be applied to social media 
advertising. Since working as an influencer is a very lucrative 

business, also for tax paying purposes, the trade commissions 

all around the world are looking to tighten the law for content 

creators. 

Finally, the rise of Tiktok and Twitch as networks suited 
to influencer marketing is undeniable. They should not 

be seen as threats to Instagram per se, even though the Face-

book-owned social network is quick to react to competitors 

with the implementaton of Reels and additional live features. 

But they are clearly appealing to a younger audience and  fue-

ling the need for more authenticity and more spontaneity in 

the social media universe.

The future looks bright 

The influencer marketing is really e!icient and dynamic. But 

working with many brands and agencies in the past, we have 

quickly come to realize that a lot of issues are still plaguing the 

industry, and keeping it from appealing to everybody. Once all 
actors realize that quality should be at the core of their 
influencer marketing strategy, and that standards of qua-
lity are set, this fascinating industry will thrive even more 
and be an essential part of any marketing strategy for all 
brands.  



Keeping up with the trends
Interesting accounts to follow in 2020

Joe Biden 
@joebiden
United States
It will be very interesting to see what the 

candidate for the Democrats has in store in 

terms of social media to appeal to younger 

voters. 

Ronaldo 
@cristiano
Portugal
Cristiano Ronaldo heads the ranking of 

the most popular Instagram accounts 

and epitomizes the perfect influencer by 

sharing photos of himself and his family on 

Lil Miquela
@lilmiquela
United States
Miquela Sousa is the biggest CGI character 

on Instagram, and collaborates with many 

brands. 

Baddie Winkle 
@baddiewinkle
United States
At the ripe age of 85 years old, Baddie 

Winkle has turned into a social media 

celebrity. She‘s the perfect example of how 

social media can be used by anyone.

Ji!pom 

@ji!pom

Ji!pom is the most famous animal on social 

media with over 30M followers. Dogs and 

cats accounts can easily rack up thousands 

of fans. 

The Fisher twins
@taytumandoakley
United States
The twins are the largest „kidfluencers“ 

worldwide. Run by their parents, this kind 

of account is also thriving, despite ethical 

concerns.

Nike 
@nike

Nike boasts the largest account for a brand 

on Instagram, with over 120M followers, 

not taking into account Instagram‘s own 

account (330M).

Celeste Barber 
@celestebarber
Australia

The Australian social media star has made 

herself famous by parodying influencers on 

social media, and  by shedding light on how 

influencer marketing can be over-the-top 
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