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Influencer Marketing Aaguiuun1snanegmilanondeuananilfAnnuvIedyeidss (Influencer)
Wugeandlunisiiauedu, wusualmdunddn iunsiesumuimewnsludessulatvasdiies
weltuialangudmunglinanadugnAivesssia wieasns Brand Awareness Tifugsfasiaies
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yhunaenszuaraUABuulasauaTygRavesinad19asse (creator economy) Tinduatnaaniian
Fafinsaianisalinnseatanuudugieuwesluduiiesrveneiisesas 25 Tlud 2567 Anduyad
280.89 aULMSEYANST YIaUTEINM 23,440 a1UFUBUAY warAziluam1a90a 404.44 GUTEANTT
wsaUssInne 33,750 anugUduae anglud 2569 Andusasimsvenesandssesay 18 sl uandlidiu
fdlonanazdnenmitfiinnusvesdude lnemafvlnveaarugiaaineassdi wwasiouliifiuds
uinnssu mnuAnaieassd wazusaduindeuvesuszneunisludsema (Man: EY India annnadisa
nausiteg N Rduladnudediuau 2,053 18 wiadu Wivetusud 86 57 UWNAsEsIA 556 518
LazfifenTgyangaamnIsudug 1,411 510)

India's influencer market size is expected to reach
INR3,375 crore by 2026, growing at 18% CAGR

Indian influencer marketingsize — @
3,375

As 50% of the
time spent on
mobile phones is
Influencer marketing is expected to on social media
grow by 25% in 2024, reaching platforms,
INR2,344 crore and to INR3,375 marketers need
crore by 2026 to consider

influencer
2022 marketing as
EV estimates part of their
overall
communication
strategy

56% of the brands P T0% of brands plan to keep

invested more than their influencer marketing

(56% 2% on influencer 70% budget the same or increase

marketing it in 2024, with half planning
to increase it by up to 10%

EY survey of marketers EY survey of marketers

uananil EY India S51891uiniagty aanduiiedinadianeumusi (content creators) Uszaay
930,000 518 TneUszunns 112,000 510 vieandudesas 12 vosnanun field/Afeulssann 1,198
- 11,983 wiSugyansy n3eUseuias 100,000 - 1,000,000 3U8uAE lngTaas 86 aA1ndtasiisula
Wingulsvanadesas 10 melutraesdinamh

nsnanakuUBungeuasiunumagials:
e dumsuiuusudlfeienilumenntu seeatuanansndfe uevassenuidefiolundud
o fudnsditiamsiidinsuvenususiungutving viedfiannludomndudsadiie
(Engagement)
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o USuugeduiulusunsuAum (search engine) Tingsauy

e il conversion rate

o shlidomuiunnagninenisnainvesuITnindsniy

o Flvidrdnguanéniifdnenmuasiiddsde

o LHNBEAIIBUATNANDULNLYBINITAMU (Retumn of Investment: ROI)
o WNNEAUTININAUTELAY

o nazfulFiTurAnnafaAulatedud

o yhlifvunaneuludaivayuuusud

dmiudeyaneatadAyiinerdasiunisnaiauuudungouwasiuduie lawn
wusunsesas 75 ldnseanauuudungeuses Wudwnisdunsinagnsmiiniseain

Jear 56 VDUUTUARMUINNNIITEaY 2 dmSuinnisaanaiuuBuvigiouees

Sowae 70 vowusunilwarldumdims el udmsuinseaauuudungeuees Tud 2567

lneforar 50 unuazdnassauliinduiedesay 10 dmiurimnainiuudungieues

Jouae 47 vaawusuntlenlidungouweiseiu Micro ({Rnm1a 10,000 - 100,000 AL) WagTeau

Nano ({#nm1y 1,000 - 10,000 Aw) iesanasnsadfalalusiunungingd

India’s influencer marketing industry is
estimated to reach INR3,375 crore by
2026, at a CAGR of 18%

As 50% of the time spent on
maobile phones is on social media
platforms, marketers need
consider influencer marketing as
part of their averall
communication strategy.

CAGR of

18%

Influencer marketing was part of three in
four brand strategies

EngE‘IgEment rateand | |tisimperative that the
quality of target criteria used to select
audience were thetop | influencers are aligned

criteria for brands to | to campaign objectives.
select influencers.

Marketers are using both large/ macro
and micro/ nano influencers equally

Instagram and YouTube were the
most preferred platforms to
consume content from influencers,
although many other platforms
were used for specific purposes
Upcoming platforms are gaining momentum

and offering innovative ways to engage with
new cohorts of consumers.

Lifestyle, fashion and beauty will drive
growth of influencer marketing
Categories with a deep personal connection
benefit the most from influencer marketing.

A ERSa—— ]
Agencies currently play a critical
role in implementing influencer
marketing strategies

77% brands believe that their agencies are

Brand It is critical for marketers to fairly equipped to drive influencer marketing
ambassadors strike a strategic balance campaigns.
and influencers between mega/macro . ] p h
play an influencers to drive awarenoss ME}rketers need to partner v_ﬂth agencies which
extremely and brand loyalty, while also drive authen‘rlc da_ta dl’l\fel'll |n(luencer_st|:ategy
important role tapping into the power of ancl! provn:lel real time monitoring and insights,
in purchase micro/nano influencers to drive while ensuring brand safety.
decisions. engagement.  o—
It is a good time to be
an influencer in India ‘
Certain challenges need to be addressed 86% of influencers expected 86%

Marketers and influencers need to forge long-term
relationships with common goals to improve ROI.

over 10% increase in their
income over the next two years.

hegalslinsnarauuudungauwasinaussinsain

. Fenduviglouweiivanzay: UitmdesnaungouwesiigulAnnuiinssiunguidmane
yosuUiTn udseadudfiiindnnsuazuunanuAnaonadosiunwdnualvosuusus

o anuddiouazdonnas: udnlFBurigiouweeTivmnyantuaudesmaud wnawaby
FealAsiafiaalunninauedufiunsinadaddedoa inmeuns vievinsaieassd
AOULYIaUe 1d
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o naadassdilion: Surgouwesamsandadomilaeaunsndudvidouins ouansli
dsusnmiuldegnahaulavazilusssuyi

. MamBuNIuaznIIAaIA: Sungeueasinadidenasuutewndudeaiifevesiiies
defAnnuleiiiu wanwnagiinuaulalududidesandunsuusnianyaeainnidesiu
waglindda

o nsfanunazyssiiiuna: UTEVAAILAITRAAINATIVIUY WU LT duTIuA B ABUNUN
(Engagement) $as1msidnen wardnannisdedudieUsuifiuanudnialumsynisnain
FuflowFeudisutuisnmslavanwuuiy Bdazduisnadueuniniedeuanieudaiy
ngugnénfifidnenwlalaensaandudnianndeiy

How influencer marketing works

1 2 3
Finding the Collaboration Content
Right and Creation
Influencer Agreement
4 5
Distribution
and Tracking
Marketing Results

Uszinnvasdunglauyas
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« Nano Influencers: §3113uARAAY 1,000 - 10,000 518 wilzduseianusiasng engagement
futfailéunn TnedRnmuazaoribugewseiussnnifauidofouazfuiues

e Micro-influencers: #81uugfAnm13 10,000 - 100,000 518 fin15a519auAaRATENINg
n1sidnfevesgruiuaudiusinadatuginniu wangiumsenguidmvingianie

e Macro Influencers: Sd1uaugAnsa 100,000 - 1,000,000 518 wiiirazidungsidienslamsiu
e liAsuunauluajusisyiu engagement sndnBurlgleuweiseeo
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+ Mega Influencers: lneviluud 1uypaa

HFeldes ALY 1150A151 FIWIULRAAILLINAT
1 a1uau ag1elsinu nsunaueveinguile

e lidusssuriimnifisuiunsiiaueves

e )

dungLleuweITYdey

il dnnsmanasfesrenagnifiairsaugaseninlunsld Mega uaz Macro Influencer duinfiou
N155U3UTUA (Brand Awareness) kagAIaR3sNANAFBLUTUA (Brand Loyalty) vauzdigadld Micro
waz Nano Influencer lun15tuiAdau encagement deanuuiaulafie Nano Influencer 9388937
engagement gefigaiilaifiuiudumgieusesuszianduy dwaliuusudsosas 47 1denld Micro
waz Nano Influencer lunisviuauey Weswndalddnesinii usld engagement GR

navan1slddungaugaslunainduife

) v sda & a
o lANAANSNANIINITIAWUILUUALAY
Tusharr Kumar Usgsnudmntifdeufjuinis (Chief Operating Officer: COO) US¥% OML Entertainment
AUsyneavgsiadeavenavnssuduislududs na1vinnislddungieuesniianulaawmulimilou
lasazanuisadndiaudeanisvesdvuldedauiasadaiisuiu nmslavaniaglduusudidudai
= & a1 W 1 d’lj a Ao a a dg” = 1 Y v '3
Fadunhdunerinfiunvesypraniivededumslavanveieveuniiuiy aseungulufnguinassassa
wazBurgiouees tnsdagdunusudlalinnssindedudungieugesuasinasieassAnouuuiuniu
TunsWaKan e 1ngasinnsInasINLIURNE BazduUTEUNUENSUNISAMRUIIUAINETD
t:l' ;74 d'dn a a
o mswasululdynnanidnsnalugiinia
Rushabh Shah sntiwgA1u3sdeves OPPORTUNE waundiatunisiuriudugieugesiuduiie
1ﬁaqmmﬁum§uﬂqLaumaﬂﬁdwuazimL%% a8 kU UNTUA B ULUAI9INANSEY Macro
= B Ada a g A 2 & Acad o & A Y )
Influencer 1Jun15l4d Influencer M88vSnaanziui Faduyaranidedusasiluniseusudmiu
AAune1delulundug 11Ty vaef Rahul Khanna iessuiyv Bar Code faniugsiaiginu
Brain-Computer Interface (BCl) t@3u31n1393uiloiudungiauiwesininuduauazaiuisadiia
nqudmunefimunsauld eg1alsinig ussndugewgesidieyseninauiuduazadneassa
Sossnilaulaguunasnanedunszudlifa

o AMUFIAYVINLATHFNAETNEATIARDUTENT IR
Vijay Subramaniam ;:Jjﬁa(f?dLLazﬂﬁzﬁ’]uﬂﬁumﬁU%mi Collective Artists Network donansiisausy
ToyaTuusssn Useindlilen wagdanson mmuanufnaseassa Ianumiuinusendiufnsemin
5@mmﬁﬁ@gﬁumLﬂiﬂgﬁﬁ]a%ﬁaaiiﬁmmﬁu damalianudananiinnudfydvsuesdnsfidawieive
Tnsaan1salinvgiiinadsassdifinanduuenimionniifegludedlng 10 Susuusn uenaini
Mayank Vora Qiamdaéﬁy’a Logicloop &anflugsiaunisaiumalulagduazddng Fauednussa
Surgrongnivzumaiiessnvsndulng iteliaenndasiunruaulavesuisnnaridng wu
M3i5sTineeadaiu mshwinagianngunindn viensquaguamlugadava i

o uwanwasuiawz (Niche platforms) lasuaruisasgrsuinlungudungiauivasvas

duLfy

UaNMilDa1n Instagram Wag YouTube UWwanwWosuan1g 9819 Snapchat kag Moj maslasuniuilew
othannlunandurigiousesvesdude Taswmelundudwuorgiion Tay Pranav Agarwal furiad
SW Network Usmefifiugsaalawan nandn unanwesueens Reddit uag Discord Adafuiiden
asmi’mﬁﬂuﬂeju Gaming Influencer ke Community Influencer
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Influencer marketing was part of three
out of four brand strategies

" - H i i . - .
Influencer selection criteria ———® Campaign objectives 37:. It is imperative
57y, 2%

26% 29% that the criteria
used to select
influencers are
aligned to
campaign
objectives

Industry Target Engagement gagement B
specialization audience rate w

ighted average of ranks

Engagement rate and the quality of 61% of the brands focus on driving
target audience were the top criteria for awareness and engagement through
brands to select influencers influencers

75% brands consider influencer marketing as part
of their marketing strategy

n139a1ALUUBUNLEUTa SULLNARND 199
Uszmnsfliladeaiifieluduidunquidengtesuaziinnudeiviglunisidnalulad wavasd

nsAnnudurigioumeiedudesvine Tnsfldvumariazianuadotendadeasssunly
nsAnwteyawusuinteeulal UseneudunansenuanNmsunsseualasalalsuvihiiusgnene
Feadsunnvhnaamsesulatifuguuuy andadednadudamaliiniinszinisnisnainannisal
MmsnanguiuuBugeuseazusnedafintuaiefesas 25 set luaufled 2569

Tulanfijunevewaindurgiougesiudude iliunsfiulefidindu lnelivssrnsnguiiaadea

Ya a

ﬁﬁmmLﬁ?faa%wmiuﬂﬂiiﬁi’fl,miuiaﬁ 758 Gen Y ( ﬁﬁLﬁ@iuﬂ 1981-1996) Gen Z ( N‘I/lLﬂGﬂ,‘Ll“LJ 1997 - 2012)

Ya a

waz Gen Alpha ( wmvﬂ,uﬂ 2013-Y290) Lﬂuwmmiums%maaummm

WiunatensiaIvewnanesule@eaiiiie ina1dungieuwesmasdunselananiauinnssy
Jfiowin engagement TﬁasﬂuszﬁuﬁﬂLLazﬁﬁfﬂuauLﬁmmﬂﬁﬁu laeds1e91uinseay 50 lgnaiuu
Insdwiisledelunisdrdsunaniosuludoaiife visdl unanvleduldoaiifefinfigadmiunmanain
wuuBugouwe Suegiunguduniiiundutimusvesuusud waragUszasdnansnain

ImaﬁalﬂLLW@@W@%@JﬁLﬂuﬁﬁaﬂuﬂﬁﬁﬁmsmm@LLU“U@uWQLauwaﬂummmﬁmﬁa 1Aun Instagram,
YouTube, Snapchat kg Facebook tudu lngainnsdrsanisnainuuudungiouesiull 2566
instagram (Huunannesuiidonsniigaluduiiie sesasnfie YouTube iffosniisansunanvlosa
dhiadfailsegnaduaniannniuaslidasnisifa engagement figandn WeiSeuiieuiu Twitter
ua Linkedin imsufduiusandendiniuasiidnnugdnadosnin egislsfinu uwsazunanviosy
AddeRuanAeiuly fsegaaiu
YouTube:
o msadengldanaauialedu: minnsiasiiions YouTube Shorts ludwite Tidnadsassd
wanienimleduiifidemauen 1560 3unit iiteadeseld
e N1589 Super Chats waz Super Stickers: Lﬂu?\lLﬁ]ai‘ﬁiﬁLLWuﬂé’UﬁaQ’@mmmmﬂ’ﬂa%daﬁﬁ
¢¥anlnddnfuinndussinanisaniuan uandalomaliussniuniug annsoatuayunis
nsdulvisuTnaseassfinuiureuld
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o Livestream Shopping: 1Jun15ysan1s5zninsiiiaes YouTube Shopping fiu live streams
dlishedu Weasssraunsaideutidliiugdm

« Community Tab: #3euauyuwu 1u Social Media Feeds 94 YouTube fifinsifiailsridu
MUY WU Msd1Teiy MsUsENTE WagtaneumMaLLUUAR Lelfiu sy
nsUfduiussenhatinassassduasdunlianded i

Instagram:

« Reels Remixes: M31Uafa Reels Remixes Viliinainsassdannsnasne Reels fislogluneddu
Yol aLinsziU engagement wagn1sAUMABUIUY

o Guides & Collections: \JuflivasuuzihdmsuinasaassAlun1ssiusiuuazdnnIsaua
dmsutiens ufenslideyauugiiangg elunmssiusanuazmnlidusgeuses
lunsvimanndneudse

o Live Rooms with Shopping: @nsautinduduazfidonnisdeluszuinediiinslaian
diewdsusengidrumdusenugliiedu

o n13USuuss Profile Grid: Wumadenlitnadvassdanunsausuuwasguuuuiilasadusing
putadlusULUUM (Grid) iWsuszansamlunisdoasainnisianizesiiunm

Snapchat:

e Spotlight Challenges: n151UnA2 Spotlight Challenges Lﬁaﬂizé}:ﬂﬁcﬂsﬁqmuwamxla%m%ﬁa
ABLLNUN wazAUMNas1assAseing

« n15UFUUg4 Lens Studio: 1 11N13%191UT8S Lens Studio Aellaasuazinuimanlyai
dioliinadassdldadsufduiusiulssaunisnl AR
e Augmented Reality 138 AR Ao aluladiinausaussnirdanadouuas lanuvisnduniiuais
1riaery Ingldweniiuasuazgunsalifonsosne 9 wu Insawidede wiudn viousuniaiouass fveli
glsmnnsaneiuigiaiiousouiuiulanuvienutheidldivudealn Tnghgiadoumariorndunm
34lo domamu (Gee nSadoyadu 9 Aly

e N139818 Snapchat Originals: ¥818Ad 98 a8 original shows findalaednadneasse
SuLﬁaﬁﬂWLauaLﬁamﬂaumuﬁﬁwmﬂwmﬂé’m%’ug’{m
na¢4u8): Snap Originals A® original show Adareuy Snapchat m’m% @m@'uﬁanﬁw"ﬂﬁ’nnﬂumﬁg
“show portal” #3ensitsauaInaIfyvesusays1ens lnsainivardezuansuumeluladiaiioussmse AR
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Instagram and YouTube
were the most preferred platforms to consume content from influencers,
although many other platforms were used for specific purposes

Instagram | Upcoming
platforms are
Youtube | gaining
momentum and
offering
innovative ways
to engage with
Average new cohorts of
consumers

Facebook ]

Snapchat

Sharechat

MOJ

Chingari
MX TakaTak |

Others ]

EY survey of users | Indexed preferences

Uszinngsnanduindeumsaaiauuudungiausas

a ¢ o I | v A oY a Y = v Y & o
nsnamkuuBugleuesiluasaslennsamdwviilgsianneg ansaddsisuladudiuauin
lesuanulinsanazasisujduiusiuduinseninauseniugnanliidueg e vsemanunsaiiy
mM3fladniuuazasnanuduiusIwisiunguanenidnenmlasandenisinusiuiudungieniwes
VULDINIAIE AUz a

Tnangududvszianladaled widu wasguaineiuny fadunguitfvunliuweiediainnisnain

wuuduYlgLouweslaa

Lifestyle, fashion and beauty will drive the
growth of influencer marketing

20% Categories with
a deep personal
connection
15% ‘ b benefit the most
from influencer
marketing
26%

m| ifestyle Fashion W Beauty Others

EY survey of creators | % of respondents who chose the above options

36%

Automobile FMCG BF5I Ecommerce Media & Others
Entertainment

mincrease by up to 10%  m Keep the budgets same as 2022-23 Not planning to use  m Reduce the budgets Will try for the first time
EY survey of marketers

Automobile, E-commerce and FMCG are expected to increase spending on
influencer marketing the most
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Uszleuluaansnanaluudungiaues: N1AgsnIvieuTevine Aldmeeuditngugnasiel
wprinsraaLuuduigeuwesidunsindulaiivyaaia Weswn

o weregudun/ gndn : mafiledudurigeuwesasiliuusudduniinlunguifnauves
wanun shliuilneansndrfauassuiaudvidouinsuesuidnlfesemndunnty

o ahsanuindeisuarlianeds : fuilaadnidouazuilinnmiiuanyanaiimaniiansm
yiadetumnmimafiunnlavanuuuiain UssaunisalBsuanvesuusudandungeuses
wnseAulAnmNTesIdANfenIsaaedlddufmluMe

o fidl Engagement: N13nalad AoLLLLS 15w LLaxm'iUﬁé’uﬁuﬁ‘gULwUSm dnnuiula
yhllumsnanneumuvivesdurigouwed mahisuevieyniauusudvesuidvulndoadife
9z9hliAn Engagement tiusnna

. mstuirdeunisiasunlas: duslgieuwesamsnairaussiunalalundudfnaiuldain
msadassdomuasinadifessmiiunauls SunseduliRamudnluBeumuiuleduesuin
wiadigedud Fumnlsuiisuiumaianisnaiamadensug 350U AlEHan1mss
waznmsAsuLasiigniisaus

Influencer Marketing Agencies Raazls waziiuseleviagnals

Influencer marketing agencies #3083ANTNYINNITAAALULBUNGLOUDTlURARBRY Tunumly
NsWWesalUTUAUBUNg RS TWITaY TINIANTSALTILUAREATIINTE LIS Ineaeyinay
Jusnaradeusessnindurgieumesiuuusus aasnausrunagnsiieliussqulmunenisgsia

dnsuuselevunlasuannnisdng Influencer Marketing Agencies Tudulfy 819

o aunsnnduaIeYIevesBuriguesle

o Burlgeuweinevaussldfninilevhausiuiusadng

o fUsraunsaiazanudeiaduedie

o aunsaasmeuMUYITTiTLARa sEsIALAzTinaIn Mg
o danudululdgefiuaugasystaunimdisa

FnBE19518%UB4 Influencer Marketing Agencies Tunannduife laun

Influencer Marketing Agency CEO Website
BuzzFame Sorav Jain www.buzzfame.In
Vavo Digital Neha Purl www.vavodigital.com
The Media Ant Samir Chaudhary www.themedlaant.com
Confluencr Sahiba Dhandhanla | www.confluencr.com
Chtrbox Pranay Swarup www.chtrbox.com
Grynow Washib Khan WWW.grynow.In
What's The Word Anil Kumar www.whatstheword.co
Influglue Sandip Kar www.Influglue.com
Whiz Co Prerna Goel www.whizco.in
Influencer.In Vikas Chawala www.Influencer.In
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Agencies currently play a critical role in
implementing influencer marketing strategies

Marketers need
Brands are evolving to partner with
drive authentic,

marketing, while :
simultaneously data-driven

engaging with the influencer
agencies strategy and
provide real-
list influencer Medi_a agency with ou n/ Subsc ase time monitoring
N L e and insights,
¢ of marketers | Respondents chose all options that applied While ensu I'I ng
brand safety

77% brands believe that their
gencies are fairly equipped to drive
influencer marketing campaigns

EY survey of marketers

avswavasdunglaurasiangAnssuvasiusinaluduifs
Jagtuduvlgieuweinaredudliunuivnlunistuindounazfvuangfnssuvesiuslana soufsds
avgnasian1sindulalunisifendeveuuslag

a 1

o BurlglouwasUBNTNARINAUNANNIUYDININYT LHOMIABUNUNVDUVIT I NALALATIE
nsinauladendeduamiouinisvesuilam

o NMIETIAVOS iCubesWire unanesimnaluladlawan wuitsevas 35 YaImoULUUAB UL
gousuIINIsdeaIsandurlgieues wennlasuiiunisinaddeniny reel nsonduinle
a ! v a = & oA A % = AN o v v
fnasionsdnduladendevesinan anuuwdeiie aulingda wasnisdeasiviiliidnla
Pevespsumuindugieugesai W lunssuendeiisninaseduilaafisgilataiied
nsfiarsandadulaiionde

5 = a Qo a s 3 =~ A a Ac da

o Nslnadvany reel visondUinle vesBurgouwesuuwnannesulueaiifeiiluiidey
9819 Instagram, YouTube, Facebook, way Twitter wuiidiunuindifglunistuiafou
nsanaulavesguslan

o amerunwinawgaiarlduingla lidugieuweiasisanuieulemionsuaiiue vy
wagyi AU WAL A FUTBDIIN NN ANA B YULALERAR Y

o nsliladeailifeluniufivuunifulaiistusgaitedidy Inoemglunguuadiu uasiin
Fawldudenanyhlifiamsiisuwlasweamginssuguslan

Idl v

o BurgieuweinateiludemsdiAglunisasiinissuiuusud nsindiwaaivndndaliee

Whduneu lnensliludeaiineNiiuduvesssynsluguunitliaunsadnfatey

£%

)}

KA arUsvaunisalveawusun lugnissuiuavanuaulalunusudsineg fliiiasndy
o ANUANTUSINaInTERIBUgleuweiiaruIinalimsimuegiesieiies vinlinisnaia
wuudwigienweilunagvsinealilddmiuuundndens@enseiungud wneuaztuedou
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nsenauladonds 9l nsldmalulad 8819 Al azdwasunisndanazyinlinisnana

a

LU uNgLouwesiUsEaNTAmUINTY

sn¢ldvasdungiaugasiuduife:

© Yovay 77 vesdungemeed Meruhilglffiutulurag 2 Wik

© Sewvay 12 maa@u%lqLauLszj'eJ%ﬂ’jwm"Luémﬁa fiselasening 100,000 - 1,000,000 5UBLAE

© Yovay 86 vesBuNgEUTEIMATIIraINIaYN e A RsTusnn i fesay 10 Tutisaeslidamih
@ ¥owar 73 vesBurgleuweivhauosnin 10 taluwiodUam WeleuiusmsUssmanlding
viauda 39 dalus

( 747: EY survey of marketers Wag EY survey of creator, 2022 State of the creator economy report)

Vel Bg\fa%’lxiﬂauLV]uVI%Saﬂ’limaﬂﬂLLUU@HWQL@UL%aﬂuﬂWi%’ULﬂaaquaﬂiiuﬂuﬁﬂﬂLLazﬁﬁUﬂmu

Y
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Skillfloor.com - Exploring the Scope of Influencer Marketing
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