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METHODOLOGY

Criteria for Evaluating the Top 20 Influencers by Vertical

Influential created a composite score that combined: (1) influencer mention volume within a particular vertical, (2) channel
engagement rate, (3) new follower growth rate, (4) OMD I-Score, and (5) sentiment values around the influencer, as expressed by their
followers. The composite score for each influencer is then compared to the competitor average across each vertical. The influencers
with higher multipliers above the verticalized benchmarks made the list.
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Top 20 Influencers - OMD Influencer Audit

Key Insights for the Top 20 Influencers in the Fitness Vertical:

e Instagram emerged as the top platform for fitness in comparison to Facebook, Twitter, and YouTube based on the visual nature of the platform and bite-sized content.
Additionally, users are spending more time on Instagram and thus engaging more with fitness content over other platforms.

e The majority of the top 20 influencers who made the list have dedicated fitness programs that live on their owned websites, outside social. They have built a reputation that exists
outside of social and have driven fitness results for their respective audiences.

e In addition to fitness, these influencers have authentically shared their struggles around fitness and lifestyle. The honesty and truth behind their stories has inspired communities
to engage with their content.
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How Influencers in this Vertical are Effective at Driving Success for Brands

Giveaways are a big driver for engagement, product and/or service usage intent, and positive sentiment in this category. Content that incorporates a giveaway from brands demonstrates a +97%
increase in comments where followers organically advocate for the brand teaming up with the influencer versus just participating in the giveaway and/or commenting on the influencer'’s post.
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Top 20 Influencers - OMD Influencer Audit

Key Insights for the Top 20 Influencers in the Beauty Vertical:
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e Although YouTube has historically been known as the “go-to” platform for Beauty influencers, users in terms of views, engagement volume, and engagement rate are interacting
with influencers +24% more on Instagram. Note that the majority of the top 20 influencers also have their YouTube channel. Influencers are using their Instagram to reference
“longer-form” content on YouTube.

e There are two primary categories of beauty influencers - one where content is more aesthetic and aspirational, and the other type of influencer where content is more practical (i.e.
DIY, product reviews, tutorials, etc.). Influencers with a more aspirational appeal typically partner with more “premium” and “luxury” beauty brands such as Chanel and Givenchy

and have a +46% more likelihood to drive engagement over “practical” beauty influencers who incorporates a “luxury” product into their content.

Jeffree Star

38.6x

MORE EFFECTIVE
VS. VERTICAL AVG

Whitney White

26.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Jackie Aina

37.2x

MORE EFFECTIVE
VS. VERTICAL AVG

Ellarie Noel

24.2x

MORE EFFECTIVE
VS. VERTICAL AVG

Nikki de Jager

37.2x

MORE EFFECTIVE
VS. VERTICAL AVG

Karen Sarahi
Gonzalez

24.1x

MORE EFFECTIVE
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Jaclyn Hill

36.8x

MORE EFFECTIVE
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Kandee Johnson
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Patrick Starr

36.4x
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Dulce Candy

21.8x

MORE EFFECTIVE
VS. VERTICAL AVG

James Charles

35.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Camila Coelho

19.1x

MORE EFFECTIVE
VS. VERTICALAVG

Desi Perkins
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MORE EFFECTIVE
VS. VERTICAL AVG

Shayla Mitchell

18.4x

MORE EFFECTIVE
VS. VERTICAL AVG

How Influencers in this Vertical are Effective at Driving Success for Brands

Christen
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31.9x

MORE EFFECTIVE
VS. VERTICAL AVG

Amra Olevic

17.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Teni
Panosian

30.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Michelle Phan

15.2x

MORE EFFECTIVE
VS. VERTICAL AVG

Katy DeGroot

29.6x

MORE EFFECTIVE
VS. VERTICAL AVG

Angel Merino

14.1x

MORE EFFECTIVE
VS. VERTICAL AVG

In addition to content that demonstrates an “aesthetic and aspirational” or “achievable and DIY tutorial” nature, brands should be aware that discovery of content has transitioned from YouTube to
Instagram. Search volume for beauty content used to be +34% higher versus last year on YouTube. Consumers are now organically discovering content to consume on Instagram, and “swiping up” for
long-form content consumption on YouTube. This is key for brands who want to create both a discovery and consumption content strategy.
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Key Insights for the Top 20 Influencers in the Entertainment Vertical:

e Within the entertainment vertical, the top 20 influencers each have their own niche - comedy, music, modeling, etc. It's no surprise that regardless of their niche, they've gained massive
followers by capturing their audience’s attention via their content and staying relevant. The common thread across the top 20 is their audience’s psychographics. Using IBM Watson technology,
the top 3 psychographics that emerge for all 3 influencers are: cheerfulness, self-expression, and curiosity.

°

Those who follow entertainment influencers are +52% more likely to be following brand versus influencer pages, compared to the average audience on social. Which means if brands activate

influencers in the entertainment space, then brands are more likely to build equity with the influencer’s audience since they have a high-propensity for following and engaging with branded
content in the first place.

e Additionally, based on the nature of the content, this vertical of influencers has the highest “tag a friend” action across all the verticals. Therefore, these influencers have high reach with their
content.
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How Influencers in this Vertical are Effective at Driving Success for Brands

Brands can see success with influencers in this vertical who can help humanize their brand. The influencers in this vertical have demonstrated their ability to organically incorporate preferred brand
messaging and products, with above-average Oracle Moat attention and viewability metrics.




Vertical: Fashion
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Key Insights for the Top 20 Influencers in the Fashion Vertical:
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e Similar to the Fitness vertical, Instagram emerged as the top platform for fashion in comparison to Facebook, Twitter, and YouTube based on the visual nature of the platform, as

well the platform’s ability to tag products within the actual imagery.

e The majority of the top 20 influencers who made the list have dedicated blogs where they serve their subscribers with long-form content. They have built a reputation that exists
outside of social. Their personal blogs are when these influencers get into detailed reviews around brands and products.

e These top 20 influencers also incorporate a “lifestyle” component into fashion-related content. Approximately 48% of all the comments on the top 20 influencers posts asked for
more details around their day-to-day and/or described their love for the influencer’s lifestyle and content. Out of all the verticals, influencers in the fashion vertical received the

highest positive sentiment from their followers.

Alex Costa

36.4x

MORE EFFECTIVE
VS. VERTICAL AVG

Ryan Clark

24.4x

MORE EFFECTIVE
VS. VERTICAL AVG

Jose Zuniga

34.9x

MORE EFFECTIVE
VS. VERTICAL AVG

Rach Parcell

24.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Zoella Sugg

34.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Christine Andrew

23.8x

MORE EFFECTIVE
VS. VERTICAL AVG

Karen Yeung

34.2x

MORE EFFECTIVE
VS. VERTICAL AVG

Arielle Charnas

23.5x

MORE EFFECTIVE
VS. VERTICAL AVG

Jenn Im

33.6x

MORE EFFECTIVE
VS. VERTICAL AVG
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22.8x

MORE EFFECTIVE
VS. VERTICAL AVG
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33.5x

MORE EFFECTIVE
VS. VERTICAL AVG
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22.7x

MORE EFFECTIVE
VS. VERTICALAVG

Leandra Cohen

33.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Gabi Gregg

18.4x

MORE EFFECTIVE
VS. VERTICAL AVG

How Influencers in this Vertical are Effective at Driving Success for Brands
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30.4x
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VS. VERTICAL AVG
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15.6x
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VS. VERTICAL AVG
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30.4x
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VS. VERTICAL AVG
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15.3x

MORE EFFECTIVE
VS. VERTICALAVG

Eva Chen

28.6x
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Blake Scott

15.2x

MORE EFFECTIVE
VS. VERTICAL AVG

The top 20 influencers in the fashion space receive the highest level of advocacy from their followers compared to other verticals. This is an indicator of their likeability and their ability to generate trust
with their audience. Brands can take advantage of this opportunity and use these influencers as a proxy to communicate the brand’s messaging and product humanized via a lifestyle.
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Top 20 Influencers - OMD Influencer Audit

Key Insights for the Top 20 Influencers in the Gaming Vertical:

e Although gaming influencers have multiple social channels (i.e. Twitter, Instagram, Twitch, YouTube, etc.). In the last year, Instagram emerged as a key engine for driving traffic
across multiple of their owned social accounts. The top gaming influencers are using Instagram as a way to “tease” their followers when they drop content on Twitch, YouTube,
Twitter, and/or sometimes Facebook.

e Influencers are using Instagram as their “personalized” and “lifestyle” page. This content strategy on Instagram is an opportunity for both gaming and non-gaming brands.

e The top influencers with referenced YouTube channels, have grown their followers astronomically in the last year by incorporating comedy and skit-based content among
traditional “let’s play” and “walkthrough” content, in addition to specializing in a niche game genre.
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How Influencers in this Vertical are Effective at Driving Success for Brands

Given gaming influencers are using Instagram as their “personalized” and “lifestyle” page, this content strategy is an opportunity for non-gaming brands looking to organically incorporate their brand.
Gaming brands can also stand out from the classic “let's play” and “walkthrough” content on YouTube and Twitch. An audience analysis of the top 20 influencers in this vertical indicates that
technology and snacks are the two primary dffinities and interests outside of gaming.

NOTE: Twitch was not included in this analysis due to limited publically available data points for the purpose of this analysis.
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Key Insights for the Top 20 Influencers in the Home Vertical:
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e Similar to the Fashion and Fitness vertical, Instagram emerged as the top platform for fashion in comparison to Facebook, Twitter, and YouTube based on the visual nature of the
platform, as well the platform’s ability to tag products within the actual imagery.

e Similar to the Fashion industry, the top 20 influencers incorporate a “lifestyle” component into home and decor-related content. Approximately 36% of all the comments on the
top 20 influencers posts asked for more details around the influencer’s day-to-ay and/or described their love for the influencer’s lifestyle and content. The home vertical is the 2nd
highest in terms of positive sentiment and advocacy received from followers.

e Based on textual analysis, the highest volume of comments thanked these influencers for providing ideas and making affordable decor look far more premium and expensive
based on the ideas they offered.

Kate Albrecht

19.4x

MORE EFFECTIVE
VS. VERTICAL AVG

Ashley Stark
Kenner

16.9x

MORE EFFECTIVE
VS. VERTICAL AVG

Joanna Gaines

19.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Sharrah Stevens

16.4x

MORE EFFECTIVE
VS. VERTICAL AVG

Jonathan Knight-
Rodriguez

19.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Paulina
Jamborowicz

16.4x

MORE EFFECTIVE
VS. VERTICAL AVG
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Snearly

18.7x

MORE EFFECTIVE
VS. VERTICAL AVG

Theodore Leaf

16.2x

MORE EFFECTIVE
VS. VERTICAL AVG

How Influencers in this Vertical are Effective at Driving Success for Brands

Brian Patrick
Flynn

18.5x

MORE EFFECTIVE
VS. VERTICAL AVG

Studio McGee

15.9x

MORE EFFECTIVE
VS. VERTICAL AVG

Kristy Wicks

18.5x

MORE EFFECTIVE
VS. VERTICAL AVG

Kara Whitten

15.7x

MORE EFFECTIVE
VS. VERTICALAVG

Will Taylor

18.5x

MORE EFFECTIVE
VS. VERTICAL AVG
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15.5x

MORE EFFECTIVE
VS. VERTICAL AVG

Megan Pflug Athena
Calderone
17.6x 17.2x

MORE EFFECTIVE
VS. VERTICAL AVG

MORE EFFECTIVE
VS. VERTICAL AVG

Alicia Armstrong

15.1x

MORE EFFECTIVE
VS. VERTICAL AVG

14.8x

MORE EFFECTIVE
VS. VERTICALAVG

Nate Berkus

17.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Lena Terlutter

14.7x

MORE EFFECTIVE
VS. VERTICAL AVG

The top 20 influencers in this vertical have demonstrated their ability to organically incorporate a combination of affordable brand products into a singular environment. The success is demonstrated
based on the overall advocacy demonstrated by their followers. This is an opportunity for brands to collaborate with these influencers to find creative ways to incorporate their products as a means to

inspire home decor and overall lifestyle.




Vertical: Food
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Key Insights for the Top 20 Influencers in the Food Vertical:

e Although the majority of the top influencers have their own blogs, they utilize Instagram as their “go-to” account, given the visual nature of the platform and food.
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e The influencers who made the list demonstrated their ability to create relevant content based on changing food trends (i.e. paleo, gluten-free, plant-based, Whole 30, etc.).
Content that specifically highlighted a common food trend during the year, based on social listening data, performed +26% higher in terms of engagement.

e Based on textual analysis of follower comments on the posts across all the top influencers, positive sentiment was primarily seen around food posts that had unique combinations
and inspired users to recreate the recipe. Additionally, for influencers whose niche is more restaurant-based food, followers enjoyed the “discoverability” and finding new places

they can go to that they didn’t know existed.

Kayla Howey

21.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Devour Power

18.4x

MORE EFFECTIVE
VS. VERTICAL AVG

MacKenzie Smith

21.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Kate Taylor

18.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Kristie Pryor

21.0x

MORE EFFECTIVE
VS. VERTICAL AVG

Ella Mills

17.8x

MORE EFFECTIVE
VS. VERTICAL AVG

Chungah Rhee

20.8x

MORE EFFECTIVE
VS. VERTICAL AVG

One Hungry Jew

16.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Melissa Hie

20.7x

MORE EFFECTIVE
VS. VERTICAL AVG

Joy The Baker

16.2x

MORE EFFECTIVE
VS. VERTICAL AVG

CyEats

20.4x

MORE EFFECTIVE
VS. VERTICAL AVG

Kevin Curry

15.4x

MORE EFFECTIVE
VS. VERTICALAVG

Jaclyn Bell

19.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Kevin Lynch

15.2x

MORE EFFECTIVE
VS. VERTICAL AVG

How Influencers in this Vertical are Effective at Driving Success for Brands

Samira Kazan

19.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Ali Martin

15.2x

MORE EFFECTIVE
VS. VERTICAL AVG

Andrea Bemis

19.1x

MORE EFFECTIVE
VS. VERTICAL AVG
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Binging With
Babish

14.8x

MORE EFFECTIVE
VS. VERTICALAVG

Samantha Lee

19.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Brunch Boys

14.6x

MORE EFFECTIVE
VS. VERTICAL AVG

The learning from analyzing this vertical indicates the importance of influencers staying up-to-date with food trends and relevant topics. As such, brands should leverage these trends to make sure
they're surfacing the most relevant to consumers through the influencers. Additionally, CPG brands especially can work with influencers to incorporate their products into unique recipes. Sponsored
content that does this generates +41% more engagements than standard product shots.
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Top 20 Influencers - OMD Influencer Audit

Key Insights for the Top 20 Influencers in the Auto Vertical:

e The top 20 influencers specialized in the auto vertical have built trust with their followers, as evidenced by the above-average positive sentiment index for these influencers.
Psychographically this is impressive as, followers of auto influencers are typically highly-skeptical and under-index on the agreeableness trait per IBM Watson.

e Similar to the gaming vertical, auto influencers have multiple social channels (i.e. Twitter, Instagram, YouTube, etc.). In the last year, Instagram emerged as a key engine for driving
traffic across multiple of their owned social accounts. The top auto influencers take advantage of the platform’s visual nature. Content that features the car in front of landscape
scenery has a 61% higher likelihood to generate above-average engagement versus other types of static or video content. Note that influencers primarily use Instagram as a way
of “teasing” longer-form content.

Alejandro Adam LZ
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How Influencers in this Vertical are Effective at Driving Success for Brands

Brands who partner with auto influencers are able to build long-term brand equity and positive brand perception with the influencer’s audiences, as evidenced via social listening. Additionally, these top
20 influencers have above-average positive sentiment index among a highly-skeptical audience that indexes low on agreeableness, per IBM Watson.
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Key Insights for the Top 20 Influencers in the Travel Vertical:
e Similar to many of the other verticals, Instagram emerged as the top platform for travel, given the visual nature of the contents and platform.

e Many of the travel influencers who made the top 20 list also specialize in photography. As such they are able to capture the visually stunning moments in time that their audience
naturally engages with. Based on the textual analysis performed on the comments users left influencers, approximately 57% called out the visually stunning nature of the content
that was posted.

e The content strategy used by the top 20 influencers entails informational and discovery content around travel destinations, travel tips, unusual spaces, documentation around
their personal travel journey that their followers can relate with, and highlights around their travel lifestyles and situations which appeal to their audiences.

i . Earthy And . Chris (Stoked For .
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How Influencers in this Vertical are Effective at Driving Success for Brands

The audience demographics the top travel influencers have attracted consists of wide reach over diverse audiences in terms of age, income, ethnicity, and geographical location versus the average social
audience. Additionally, on average, 42% of the followers across the top 20 influencers are 17.8x more likely to spend on travel versus the average social audience. By brands engaging travel influencers,
they also have an opportunity to convert followers down the line given the natural follower propensity to spend on travel.




Vertical: Pets
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Key Insights for the Top 20 Influencers in the Pets Vertical:

e In comparison to the other verticals examined, the pets vertical generated the highest volume of engagements and overall share of engagements.

Influential
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e Based on textual analysis of the follower comments on the top 20 influencers, it appears that the “cuteness” of the animals, combined with the underlying comedic tone and visual
photography is responsible for driving engagement volumes.

e Similar to the travel industry (however, more so), pet influencers display the highest diversity in audiences in terms of age, income, interests, and geography, versus the average
social audience.

Bruno Bartlett

46.1x

MORE EFFECTIVE
VS. VERTICAL AVG

Harlow and Sage

43.7x

MORE EFFECTIVE
VS. VERTICALAVG

Pumpkin the
Raccoon

46.0x

MORE EFFECTIVE
VS. VERTICAL AVG

Coby the Cat

43.2x

MORE EFFECTIVE
VS. VERTICALAVG

Juniper the Fox

46.0x

MORE EFFECTIVE
VS. VERTICAL AVG

EllaBean

42.6x

MORE EFFECTIVE
VS. VERTICALAVG

Wally and Molly

45.8x

MORE EFFECTIVE
VS. VERTICAL AVG

Tuna

42.2x

MORE EFFECTIVE
VS. VERTICAL AVG

Loki

45.7x

MORE EFFECTIVE
VS. VERTICALAVG

Menswear Dog

42.0x

MORE EFFECTIVE
VS. VERTICAL AVG

Popeye the
Foodie

45.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Venus

41.5x

MORE EFFECTIVE
VS. VERTICAL AVG

Marnie the Dog

45.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Esther the
Wonder Pig

40.3x

MORE EFFECTIVE
VS. VERTICALAVG

How Influencers in this Vertical are Effective at Driving Success for Brands

Doug the Pug

451x

MORE EFFECTIVE
VS. VERTICAL AVG

Grumpy Cat

39.7x

MORE EFFECTIVE
VS. VERTICAL AVG

Crusoe

44.9x

MORE EFFECTIVE
VS. VERTICAL AVG

Waffles

38.4x

MORE EFFECTIVE
VS. VERTICALAVG

Lil Bub

44.8x

MORE EFFECTIVE
VS. VERTICAL AVG

Nala

36.3x

MORE EFFECTIVE
VS. VERTICAL AVG

Given the high engagement that exists with pet influencers, non-pet brands are such as REI, Vogue, Mercedes-Benz, etc. are leveraging influencers to organically generate high brand engagement and
association. Branded content that leverages these pet influencers generates engagement +94% above the average engagement rate compared to the brand'’s owned and operated channel.




Vertical: Technology/Business nfluental ~ oMp

Top 20 Influencers - OMD Influencer Audit

Key Insights for the Top 20 Influencers in the Technology/Business Vertical:

e The top 20 influencers in the Technology/Business vertical are known for sharing their knowledge online, and frequently work in collaboration with companies as part of
promotional brand deals.

e The content strategy influencers in this space utilize is focused on advice, information, reviews, etc. The tone across the content is motivational in nature and these influencers
have grown their audience by focusing on the topics relevant to entrepreneurship, growth, and keeping up with technology.

e Additionally, these influencers have multi-channel platforms where they primarily use Instagram to tease longer-form content on their blog, YouTube, iTunes
podcasts, etc.

Marques . Sara Dietschy . Lewis Gary f ;
i Peter McKinnon Rachel Hollis Jenna Kutcher ; Linus Sebastian
Brandon Woelfel Chris Hau Brownlee Hilsenteger Vaynerchuck
14.5x 14.3x 14.3x 14.1x 13.9x 13.8x 13.8x 13.6x 13.5x 13.1x
MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE
VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG

Jonathan

Judner Aura Peter Voogd Everette Taylor Morrison Marie Forleo Esteffanie Justine Ezarik Chris Stoikos Alyssa Nobriga Brit Morin
12.8x 12.7x 12.6x 12.5x 12.5x 12.4x 12.1x 11.8x 11.6x 11.1x
MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE
VS.VERTICAL AVG Ve VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG Ve VERTIEAL AVG VS. VERTICAL AVG Ve VERTICAL AVG

How Influencers in this Vertical are Effective at Driving Success for Brands

Influencers in this vertical frequently collaborate with companies as part of promotional brand deals. The top-performing content for influencers in this vertical primarily consists of motivational
content, where followers can tag their friends (performs +58% above average in terms of the engagement rate). Note that brands can capitalize on this effective content strategy by structuring
promotional branded content that drives a wider reach through a hybrid motivational and standard strategy.




Vertical: Kids and Family nfluental ~ oMp

Top 20 Influencers - OMD Influencer Audit

Key Insights for the Top 20 Influencers in the Kids Vertical:

e Based on textual analysis of the follower comments across the top 20 influencers, it is evident that these influencers are “go to" figures for kids in the space. This observation is
evidenced by the high volume of positive sentiment and excitement that exists for product reviews, specifically.

e The content strategy from the top 20 influencers is mainly vlog and product review focused. Digital content creation in this space has allowed kids to emulate their favorite “go to”
figures with how they talk, what they play with, etc.

) ) The Holderness i SkylanderBoy
The Life of Aivax Hayley Leblanc KC Stauffer The Ace Family 8 Passengers McClure Twins Family Funnel Vision Bratayley andGirl
18.4x 18.3x 18.3x 18.1x 17.8x 17.6x 17.5x 17.5x 17.4x 17.3x
MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE
VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG

= = ] f

FAMILY
FUN PACK
:‘.‘ @ i

ForeverandForAva FGTeeV JillianTube EvanTube Kitties Mama HobbyKids FamilyFunPack RyanToysReview SevenSuperGirls GabeandGarrett
17.3x 17.1x 16.8x 16.4x 16.3x 15.8x 14.6x 14.3x 14.1x 13.7x
MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE MORE EFFECTIVE
VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG VS. VERTICAL AVG

How Influencers in this Vertical are Effective at Driving Success for Brands

Product reviews in this space for toy manufacturers and brands have been highly effective at driving sales. The ability for viewers to see how their favorite influencers interact with products is key for
driving approximately 44% of the conversation which displays “purchase intent” (i.e. | want to buy, | can't wait to get it, etc.).
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