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-~ Abstract

This study aims to identify and analyze the
effectiveness of influencer marketing on the
Instagram platform, and it also seeks to
identify the advantages of influencers on
social networking sites. An analytical study
was used to collect data on the size of the
influencer market, the distribution of
influencers, and the most famous brands
spread on this platform.

The study concluded that many people
discover new brands or products through
influencers, as nearly half of millennials have
been "inspired" by an influencer to make a
purchase, the Instagram platform is the most
prominent social networking site for
influencer marketing, and the size of the
global market for influencer marketing is the
largest in recent years.
Keywords :Marketing,
Influencers, Social Media
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2.07 53 129M 375M Cristiano
2.23 69 117M 288M Leo Messi
2.78 41 84M 288M Kylie jenner
0.39 37 76M 282M the rock
0.65 33 70M 280M Ariana Grande
1.31 41 81M 278M Selena Gomez

0.7 62 7IM 201M Khloe kardashian
1.87 105 88M 172M virat.kohli
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2074M 99 839 301 010 Zara

2 030M 70 090 150 423 Nike

1372M 63 723 161 223 M&H

2 341M 56 768 219 714 Instagram

1818M 56 267 213675 Shein Official

2 026M 43 496 82611 Gucci

2 250M 38 504 80 751 Dior

2 256M 35335 76 554 Spotify

2 049M 34 946 68 506 Louis Vuitton

2 303M 33931 91 663 Youtube

1243M 32 063 81 298 Target

1570M 32030 72 140 Chanel Official

2 088M 31711 107 941 Pretty littlething

8 011M 30 953 137 139 Fashionnova

1007M 29 254 63 466 Amazon
969M 27 748 50 532 Adidas
595M 27 202 69 246 Asos

4 013M 26 818 47902 Netflix

1162M 25898 47 967 Prada
862M 23289 47 046 TikTok

(hypeauditor, 2022) : .2l
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