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TAKEAWAYS

HOW “MUCH” INFLUENCE IS 

INFLUENCE? 

WHAT IS RESPONSIBLE INFLUENCE? HOW CAN WE LEVERAGE 

RESPONSIBLE INFLUENCE?

FACTS & FIGURES ON CONSUMER 

BEHAVIOR

[01] THE POSITIVE IMPACT, THE DECISION 

MAKER ROLE & CONTRIBUTION TO 

SOCIETY

[02] BEST PRACTISES TO KEEP ON 

GIVING

[03]
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GEN ZMILLENIALS ALPHA

50% TRUST INFLUENCERS MORE THAN 
ADS

81%  DISCOVER NEW PRODUCTS AND 
SERVICES THROUGH SOCIAL MEDIA & 

49% OF KIDS TRUST INFLUENCERS 
AS MUCH AS THEIR OWN FAMILY AND 
FRIENDS WHEN IT COMES TO 
PRODUCT RECOMMENDATIONS
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44% OF THEIR PURCHASES ARE BASED 
ON AN INFLUENCER’S 
RECOMMENDATION

SOURCES: GOLDMAN SACHS, STATISTICA,MCKINSEY,KADENCE,COMMON SENSE MEDIA, INFLUENCER MARKETING HUB

93% OF PARENTS TODAY SAY THEIR GZ 
CHILDREN INFLUENCE HOUSEHOLD 
PURCHASES.

INFLUENCER MARKETING MARKET SIZE WORLDWIDE FROM $250B IN 2023 TO $480B BY2027

MORE LIKELY TO FOLLOW 
CELEBRITIES OR “MEGA INFLUENCERS”

56% HAVE MADE PURCHASES AFTER 
SEEING A POST ABOUT THE PRODUCTS 
FROM SOMEONE THEY FOLLOW.

55% OF KIDS WANT TO BUY 
SOMETHING IF THEIR FAVORITE 
YOUTUBE OR INSTAGRAM STAR IS 
USING, WEARING OR CONSUMING IT



ANIMAL 

INFLUENCERS
AI INFLUENCERS
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INFLUENCERS
AI INFLUENCERS
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PEOPLE FEEL A 

SENSE OF 

COMMUNITY AND 

SELF-ASSURANCE 

AS THEY WATCH, 

ENGAGE, AND 

CELEBRATE WITH 

INFLUENCERS. 



FOLLOWING AN 

INFLUENCER IS 

ABOUT MORE THAN 

ENJOYING THEIR 

CONTENT; 

IT’S ABOUT 

EXPERIENCING 

BELONGING AND 

GUIDANCE.



IMPACT
1 MENTAL HEALTH

• DEVELOP EMOTIONAL AND COGNITIVE 

DIFFICULTIES AS FOLLOWERS COMPARE THEIR 

LIVES TO THOSE OF THE INFLUENCER

• REGULAR SOCIAL MEDIA USE CAN CONTRIBUTE 

TO FEELINGS OF ANXIETY, DEPRESSION AND 

LOWER SELF-ESTEEM IN VULNERABLE YOUTH

2 UNREALISTIC STANDARDS

• PROMOTE UNREALISTIC BODY STANDARDS, 

WHICH CAN CONTRIBUTE TO BODY 

DISSATISFACTION AND EATING DISORDERS 

AMONG THEIR FOLLOWERS

• PROMOTE MATERIALISM AND CONSUMERISM
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• 97% PUBLISHED POSTS WITH COMMERCIAL CONTENT

   ONLY 20% SYSTEMATICALLY DISCLOSED THIS AS ADVERTISING

• 78% OF THE VERIFIED INFLUENCERS WERE EXERCISING 

COMMERCIAL ACTIVITY; ONLY 36% WERE REGISTERED 

• 30% DID NOT PROVIDE ANY COMPANY DETAILS ON THEIR POSTS

• 40% OF THEM MADE THE DISCLOSURE VISIBLE DURING THE ENTIRE 

COMMERCIAL COMMUNICATION 

ARE WE TRANSPARENT ENOUGH?

Source: https://ec.europa.eu/commission/presscorner/detail/en/ip_24_708 



BUT WHO IS 

RESPONSIBLE?
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CHOOSING THE 

RIGHT INFLUENCER

NO OVER RELIANCE 

ON SOCIAL MEDIA *

PROMOTING DIVERSITY 

AND INCLUSION

STAYS TRUE TO 

HER/HIS PURPOSE

BALANCING 

OTHER BRANDS 

COLLABORATIΟNS

AVOIDS MISLEADING 

CONTENT*

* * *

*
ADS VALUE TO 

YOUR AUDIENCE

IS TRANSPARENT

KEEP LEARNING & 

EVOLVING

ELEVATE OTHER 

VOICES

HAS EMPATHY

* * *
*
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BE THE RIGHT 

INFLUENCER

• ARE YOU SHARING THIS BECΑUSE 

IT ALIGNS WITH YOUR PURPOSE 

OR BECAUSE YOU ARE CRAVING 

FOR ATTENTION?

REFLECT ON YOUR MOTIVES 

• VERIFY SHARED DATA BEFORE 

• CITE DIRECT SOURCES

• DEBATE RESPECTFULLY

• AVOID DANGEROUS GENERALIZATIONS

CLAIMS

ASK FOR ADVISE

• TEST YOUR THINKING 

CLARIFY WHAT YOU DON’T KNOW

• BE EXPLICIT ABOUT LIMITATIONS TO 

YOUR EXPERTISE

• INVITE LEARNING FROM OTHERS WITH 

SPECIALIZED KNOWLEDGE

MONITOR YOUR IMPACT
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BE OPEN

• INFORM ABOUT FILTERS
• INFORM IF AI IS USED
• INFORM WHEN IT IS AN AD
• USE DISCLAIMERS (ALCOHOL)



HOW WE CREATED A 

COMMUNITY OF 

RESPONSIBLE INFLUENCERS,

VIA THE BRAND 

REPOSITIONING?
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CREATE A BRAND 

COMMUNITY THAT 

SHARE COMMON 

VALUES
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AMBASSADORS THAT 

SHARE THE SAME VALUES



CREATE A BRAND 

COMMUNITY THAT 

SHARE COMMON 

VALUES
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GROW AUDIENCE WHILE 

GROWING OUR COMMUNITY 

OF INFLUENCER’S



VALUE THE 

RELATIONSHIPS -

PROVIDE CLEAR BRIEF 

& GUIDELINES
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BRING TOGETHER THE 

BRAND AMBASSADORS 
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EDUCATE THE BRAND 

COMMUNITY ON 

RESPONSIBLE 

INFLUENCING IN EVERY 

MOMENTUM



TRANSPARENCY

EQUALS 

BRAND VALUE
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BUILD A TEAM OF TRUSTWORTHY 

PROFESSIONALS INFLUENCERS

CREATE A CLEAR, MUTUAL SET OF 

EXPECTATIONS

SELECTIVELY COMMISSION WORK THAT 

ALIGNS WITH YOUR VALUES
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THANK YOU
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