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[ BACKGROUND ]

For the third consecutive year, we surveyed over 1,200
U.S.-based consumers to help understand who
considers themselves influencers, who aspires to
become Influencers, and what role influencer
Mmarketing plays in the daily lives of consumers.

[GOALS ]

« Provide insights for our partners who are responsible for marketing
oroducts and services on digital platforms.

« Educate and assist decision-makers who must stay informed on
social media and influencer marketing trends to operate their
OUSINEeSsSses.

« Help all parties understand how the growing creator ecosystem Is
introducing a wide range of voices who can positively impact
iNnfluencer marketing campaigns of all sizes.

All product names, logos, and brands are the intellectual property of their respective owners. All company, product, and service names used
In this report are for identification purposes only. Use of these names, logos, and brands does not imply endorsement or partnership.
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GEOGRAPHY DATA GATHERED

-

| 1,217 Respondents

All respondents were required to have an internet
connection and be a social media user in order to
participate in the survey.

|ZE! I .- Female 18-29 30-44 45-60
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Q: Do you consider yourself a social

o media Influencer?
o “Yes” by Age Group “Yes” by Sex

OF SOCIAL MEDIA USERS

consider themselves
J[Q be inﬂuencers_ 18-29 30-44 45-60 60+ Male Female




INFLUENCER FOLLOWINGS

B Influencers

Over 44% of influencers have more than 10,000 followers.

21%

2%

500 or less 501 to 1,000 1,001 to 10,000 10,001 to 50,000 50,001 to 100,000 100,001 to 500,000 500,0001 to 1 million More than 1T million



INFLUENCER ASPIRATIONS BY AGE

18-29 B 30-44 M 45-60 Bl >60

Those ages 18-29 are more likely than other age
groups to aspire to be social media influencers.

20.3%
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Q: IT you could guit your jobb and make a
[ving as a full-time social media
iNnfluencer, would you?

o “Yes” by Age Group “Yes” by Sex

OF RESPONDENTS AGES 18-60

would quit their job {0 make a
IVINg as a social media influencer.

18-29 30-44 45-60 60+ Male Female




Q,

Q: \Would you accept payment (or recelive

free items) from a brand to make a social

mMmedia post promoting their products?
o “Yes” by Age Group “Yes” by Sex

OF SOCIAL MEDIA USERS

would accept payment from
orands to promote their products
on their social media channels.

18-29 30-44 45-60 60+ Male Female




INFLUENCER COMPENSATION

53% of influencers have been compensated

INfl . . .
B Influencers with money to make social media posts for brands.

Yes, | only have Yes, | have only received items Yes, | have received both
been paid in money or products instead of money money and items/products
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PUT IN THE WORK.

GET PAID.

Those who spend more t
per day on social med

nan 5 hours

a are 4.4

times more likely to be compensatead
by brands to post online.

Q: Have you ever been pald (or received items as
oayment) by a brand to make social media posts?

Spends less than 5 hours
per day on social media

Spends more than 5 hours
per day on social media




Q: What best describes your employment status?

o Work Full-Time | | | | | %’9%
Work Part-Time
Parent/Caregiver

OF INFLUENCERS SURVEYED Retired

‘ Full-Time Student

Other

say they work full-time.




COMPANY SIZE COMPARISON

B Influencers [P General Social Media Users

Influencers are 1.5 times more likely to be self-employed

than general social media users and 2.5 times less likely
to work for a company with over 1,000 employees.

16.5%
S P ) /S —

Self-employed 2-10 employees 11-50 employees 51-250 employees 251-500 employees 501-1,000 employees 1,000+ employees




INFLUENCER INCOME

2021 B 2022 B 2023 Over 38% of influencers surveyed have
a household income of over 100k a vear,
a 2.5 times jump from the year prior.

36%

< $24,999 $25k to $49,999 $50k to $99,999 $100k to $199,999



THE RISE OF VIDEO CONTENT

B Influencers _ _
B General Social Media Users

Influencers are more likely to post video
content than general social media users.

Short videos Live videos Long videos
(e.g. Instagram Reels, TikTok Videos, YouTube Shorts) (e.g. Twitch, YouTube Live, Facebook Live) (e.g. Vlogs, Unboxing & How-To Videos on YouTube)



THE RISE OF VIDEO CONTENT

2021 W 2022 W 2023
Video content created by influencers
shows steady growth since 2021.
56.2%
52.1% 53.0%
l :

Short videos Live videos Long videos
(e.g. Instagram Reels, TikTok Videos, YouTube Shorts) (e.g. Twitch, YouTube Live, Facebook Live) (e.g. Vlogs, Unboxing & How-To Videos on YouTube)
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Q: Do you personally know someone who makes

4 1 O/ money as an influencer?

OF SOCIAL MEDIA USERS

oersonally know someone (e.q.
friend, family, coworker) who makes
Mmoney as a social media influencer.




For additional research visit:

izea.com/resources
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