IS THE ‘GRAM DOING IT FOR YOU?

Christopher S. Penn, Chief Data Scientist, Trustlnsights.ai
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QUICK TERMINOLOGY & NOTES

BRAND: An Instagram account for a non-person.

DECILE: Imagine breaking a data set into 10% partitions, like a 10-layer cake. 1layer of cake is a
decile.

INFLUENCER: An Instagram account for a human individual person.

SPONSORED: An Instagram post that uses one or more of the following hashtags: #sponsored,
#ad, #partner, #paid, #sponsorship, #sponsor, #spon, #advertisement, #gifted

Due to API restrictions, Stories and Reels are NOT included. IGTV, videos, photos, and
albums/carousels are included.
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WHAT'S IN THE BOX

Total brand posts:
- 1,289,690 posts
- 4,008 unique handles

Total influencer posts:

- 1,282,389 posts
- 9,735 unique handles
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AUDIENCE STRATA



Brand Median Follower Counts by Audience Decile

audience_decile

audiencedecile-10

audiencedecile-9 3,039,345
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Audience Decile

Influencer Median Follower Counts by Audience Decile Influencer Median Follower Counts by Top 10% Engagement Decile B audiencedecile-1
B audiencedecile-2
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audiencedecile-1 | 7,902 audiencedecile-1 | 6,806
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CONTENT PERFORMANCE



THE BIG PICTURE



Average Engagement Rate

Average Instagram Engagement Rates for Brands :: Analysis by Trustinsights.ai
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Brand engagement has declined by 33% since
the pandemic began in aggregate.
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Time frame is 2020-01-01 to 2021-02-07. Data source is Facebook's Crowdtangle. Contact sales@trustinsights.ai for more detail or a custom report.



Brand Median Engagement Rates by Decile

Decile Decile
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> The most engaging brands have 61x the
engagement of the least engaging brands.
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Median Brand Engagement Rates by Decile
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Instagram
continues its march
towards pay-to-play
for brands.



Average Instagram Engagement Rates for Influencers :: Analysis by TrustInsights.ai
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Average Engagement Rate
2

Influencer engagement has remained largely
static with a slight increase since the
pandemic began, in aggregate.
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Time frame is 2020-01-01 to 2021-02-07. Data source is Facebook's Crowdtangle. Contact sales@trustinsights.ai for more detail or a custom report.



Influencer Median Engagement Rates by Decile

Decile
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The most engaging influencers are 62x more
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Median Influencer Engagement Rates by Decile

Median Median Engagement Rate
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In general,
influencers have 4x
the engagement of
brands.




FREQUENCIES OF BRAND POSTS



POSTING/ENGAGEMENT OF ALL BRAND ACCOUNTS

Most brands stick to 3 or fewer posts
per day. A few go all the way to 20+
(mostly news organizations).
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POSTING/ENGAGEMENT OF TOP 109% ENGAGEMENT BRANDs

Top brands perform similarly - 1-3 posts
per day is about the limit for most while
still seeing engagement.
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FREQUENCIES OF INFLUENCER POSTS



POSTING FREQUENCY/ENGAGEMENT OF ALL INFLUENCERS

verage_engagement

Influencers hit diminishing returns

around 3 posts per day as well in
general.
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POSTING/ENGAGEMENT OF TOP 10% ENGAGEMENT INFLUENCERS

Top influencers also hit diminishing
returns around 3 posts per day as well
in general.
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1-3 posts per day is
about the maximum
you can post
without losing
engagement.




CONTENT CHARACTERISTICS



EMOJI FOR BRANDS



HOW MANY EMOJI PER POST FOR ALL BRANDS?
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Performance generally

drops off around 2 emoji
for brands.




HOW MANY EMOJI PER POST FOR TOP 107 ENGAGEMENT
BRANDS?

Top brands use O or 1
emoji for the most part.

emojis




. Brands starting out

@ should test emoji, 1-2

in their content.
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EMOJI FOR INFLUENCERS



HOW MANY EMOJI PER POST FOR ALL INFLUENCERS?
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Performance generally
drops off around 5 emoji
for influencers.
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- HOW MANY EMOJI PER POST FOR TOP 107 ENGAGEMENT
INFLUENCERS?

Top influencers confine
their usage to 3 or fewer.

emojis
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Influencers can add
3-5 emoji to make
more engaging
content.




HANDLES FOR BRANDS



HOW MANY HANDLES PER POST FOR ALL BRANDS?

Brands including 0-2
handles see some
engagement.




HOW MANY HANDLES PER POST FOR TOP 10% BRANDS?

Top brands rarely
mention others or they
do, just 1 other handle.
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HANDLES FOR INFLUENCERS



HOW MANY HANDLES PER POST FOR ALL INFLUENCERS?

Influencers bring their
friends, with up to 3 handles
tagged before performance
drops off.
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HOW MANY HANDLES PER POST FOR TOP 10% INFLUENCERS?

Top influencers still tag in up
to 3 other handles with no
serious performance
differences.
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». Brands: take alesson
@ from influencers

and work together.
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HASHTAGS FOR BRANDS



HOW MANY HASHTAGS FOR ALL BRANDS?

gagement

Performance generally
drops off around 3
hashtags for brands.
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HOW MANY HASHTAGS FOR BRANDS WITH TOP 109% ENGAGEMENT?

Top performing brands use many more;
we see some brands with good results
at 10 and 15 hashtags in a post.
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Hashtags UNIQUE To the Top 10% of Instagram Brand Posts

Hashtags Text =
#neandHon = |, 203
#tporsche356reqistry | NN 179
#tgarygrahama2_ | 132
#JapanAirlines |, 124
I e ———— e ——— A
soneharmony |, o
#PeugeotMotocycles | o0
#356porsche | EEEEG—— .,
#LawEnforcement |, =5
=pecsne o [ 0
#saabinthesky | IEEGEG_—_—— .
skfc_cz [, =
scapturemoments |, /0
#albertozambellicollection [, <S
#volvomoment |, ¢+
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#albertozambellidesigner |, 0
#traumauto [, <°
#lifeatroyota [, <2
acarjourney |G, s:
#arvonta [, S0
#ricciardo [N, <5
#Chargerpursuit |, </
L i
#3515 L5252 < . I /5
smed I <5
#rordranfoto |, <5
sizac s I,
=7 =y - I :
#limasso! | NG, /:
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Hashtags UNIQUE To the BOTTOM 10% of Instagram Brand Posts

Hashtags Text =
#sefamerve | NN, 2,438

el ——————————— e

#hijabfashion | 2.071

#¢nijant |, 1 536
st imwwear | 130
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stesetturgiyim | NN 1521
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sthijabers |, 1516
#abaya | 1516
#tesetturmodasi NN, 1515
- e R ) |G LS
#hijabilookbook: | 1013
#themodestymoverment | NN 1510
#searsMeentiende | S, 1134
#sanasafinaz | EEEEG—— ., 1127
#indirim | G, 726
#scottsmenswear |, </
#sanasSafinazUnstitched | NG -
#saboskirt | 5
#yenisezon [ NG o1
#aeroworld |, 1
aticyana [N 50
#benefitthailand | EGTNNEEEEEEEE 435
7
#lamodakz | <2/
#modayikesfet | N, /:
#sefamervefirsat || G £
#seenonscotts [ NG 0
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Hashtags in COMMON To All Instagram Brand Posts

Hashtags Text =
#fashion | NN, 18,690,750

#ootd |, 533,425
#tinkinbio. |, < 055,815
#carsofinstagram |, 4553 264

#svw [, <.402,762
#style |, <. 172,139

#instacars |GGG 2.137 814
tcars |G 1.745.266
#carswithoutlimits || N RN 1.433.127
#summer | 1.415.730
#instacar |G 1.337.214
#Design | NN 1,306,557
tcar | 1,253,826
#ttravel [ 1.158.602
#classiccar || G 1.153.472
#stayhome | 1.151.820
#love [N 1,112,280
#suv [ 1.037.672
#nature | 599.416
#inspiration | 988.475
#Repost | 958,930
#Carsofinstagram | ©55.196
#MercedesBenz [ 948.655
#luxury | 519.493
#nin I 895.878
#5520 | 881,160
ttnike | 752,724
#Ford | 790.903
#carstagram [ 777.240
#stayHome | 776.682
#CarsOfinstagram | 770.556
#Jaguar | 769,131
#repost [ 652.562
#auto [ 594,944
asupercar [l 590.720
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_ Brands starting out

_ @' should aim for 1-3
\ popular hashtags.
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Strong brands can
use more hashtags
and work on carving
out a niche.




HASHTAGS FOR INFLUENCERS
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HOW MANY HASHTAGS FOR ALL INFLUENCERS?

Influencers are an oddity, but we see
performance slowly decline around 6
hashtags and then pick up with 19+.




_engagement

HOW MANY HASHTAGS FOR TOP 109% ENGAGEMENT

INFLUENCERS?

Top performers are very polar - either
0-2 hashtags or more than 19 - not much
middle ground.




Hashtags UNIQUE To the Top 10% of Instagram Influencer Posts

Hashtags Text =

e —————————————————————1
#stampersOfinstagram | 121
#worldof i | 119
e ¢

#Cards0finstagram | 115

#CardMakersRock. IS, 114

#AddictedToStamping | 112

R S _____________ s
##LoveTostam | o
#roadsidestories | o
stwhywerid e | 75
#nevernotriding |
#aboutriding | 72
#winemoment | /-

#winewithhanna | o
Gy
e ——————— e
#fortheloveofcycling | 7
#stravaphotos | <
#roadistnewayofife | 6
#HandmadeCardsOfTheD .. | <5
#clouds_of _the_worid | 6
N e P, e B R
=theroac | 62
#explorenewroads | 2
#CardMaking!shySuperp ... | 61
#instaCards | <5
supoty | 5
#sbgmz2 1 | 50
#melbournekids | 50
#burgundylovers |, 50
#CardsCarasCards | <o
#thedadganginitiative |, <=
#HandmadeCardsAreThe.. [, <3
#badassbookworm |
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Hashtags UNIQUE To the BOTTOM 10% of Instagram Influencer Posts

Hashtags Text =

#GowBrighter |, =27

e —————————————
#WeAreDragonPharma | 646
#ConfidentinYourskin |, 23
#8EAUTIFYOU |, 623
#Perfect@eauty | 13
#DragonPnarma | 56
#indrabeict |, 5c1
#skincareaman |, 5o
#keziaskinexpertorigin | | <05
#gerencia360 | <0
#perawatanwajan | <55
ey ————————————
#annabelkarme! | <3
itkeziaskinexpert | <01
#stellamcCartney | 306
#rsis | 205
e ——
#creamaman | 352
#LancamentosDeSext |, 355
#RalphLauren | 35+
#eklinikkecantikan | 35
#Dzogchen | 4
#NaturalGreatPerfection |, :26
#fiashsale [, -2
B e ———————————— R
- e e
#Camillerose | 257
. EEEEe——————————————— Y
#skincarehalal | 27
#opp [N 270
sasaPNatinTo | 2¢ 6
#liquidlipstick | -c 5
#matteliquidlipstick | 264
smattelipstick |, 26+
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Hashtags in COMMON To All Instagram Influencer Posts

Hashtags Text =
T — 2.865.0.8
#+acl |, ©.721,710
#fitness |, . 761,192
#liketkit |G, :. 350,376
#bookstagram |, : 244752
#feedfeed NN 2,764,800
#cardmaking | NG 513 624
afamily | I 2.23:.600
#vegan [N 215,332
#motivation [ G 2,054,858
#instagood |GG 1.541.800
#tot | 1 559,849
zootd | 1.695.250
#crossfit | GG 1.673.504
#yoga | 1.520.076
#blacklivesmatter | NEGGGNGEGEGEGEGE 1509514
#ufc |GGG 1.504.382
#lgbtq |G 1.499.331
#fashion [ NG 1.440.089
#fszgrams [ GG 1.436.250
#Repost |GGG 1.426,700
#quilting | NG 1,344,420
#plantbased |G 1256832
gworkout | GGG 1.254.836
#bibliophile | NG 1.021.514
ttloveisiove | 1,000,350
#inspiration | I 953,020
#winelover | NG 990,472
#thebakefeed [ 952.659
#hookiover | G 931.775
#igbt | 909,468
thomedecor | 509,013
#pride | 903.371
#nails |G 898,814
#blackgirimagic [ 850,940
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» Influencers should
@ be tagging it up. Go

wild - it won't hurt.
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Working with an
influencer? Give
them your top 10
SEO keywords as
hashtags.




BRAND POST CONTENT TYPE PERFORMANCE



All Brand Median Engagement Rates by Content Type
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Top 10% Brand Median Engagement By Content Type
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_ Most brands should

@' focus on albums and

photos to start.
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Top brands should
focus on photos and
video.
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IGTV is the lowest
priority for all
brands.




INFLUENCER POST CONTENT TYPE PERFORMANCE



All Influencer Median Engagement Rates by Content Type
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Top 10% Influencer Median Engagement By Content Type
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Influencers should

_(eJp focus on albums and

photos.



- Top influencers
é should be doing
everything except
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SPONSORED BRAND CONTENT



Sponsored Brand Posts

Sponsored

Unsponsored
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SPONSORED INFLUENCER CONTENT



Sponsored Influencer Posts

Sponsored

Unsponsored
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Influencers tend to
use sponsored
hashtags twice as
often as brands.




SLICE OF DATA: FASHION INFLUENCERS
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HOW MANY POSTS PER DAY FOR FASHION INFLUENCERS?

Fashion influencers are on a strict regimen: 1
post per day is by far the norm.

total posts
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HOW MANY HASHTAGS FOR FASHION INFLUENCERS?

Fashion influencers love their hashtags. We

| see performance strong all the way up to and

including posts with more than 20 hashtags.

10
hashtags
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HOW MANY EMOJI FOR FASHION INFLUENCERS?

Fashion influencers see strong performance
for up to 12 emoji in posts!
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HOW MANY HANDLES FOR FASHION INFLUENCERS?

Fashion influencers are highly collaborative,

tagging in up to 10 others with no changes in
performance.
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Performance varies
significantly within
a vertical compared
to the whole.




KEY CONCLUSIONS



@ Brands should be examining influencers
more carefully to determine what works.
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The difference between top performers
and everyone is more pronounced with
influencers than brands.
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Performance WILL vary in niches and
verticals, so use these benchmarks as
guidelines, not ironclad rules - and
experiment to prove causation.
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Got questions? Want to commission custom
research for your industry or vertical?

cspenn@trustinsights.ai
www.trustinsights.ai

@trustinsights : @cspenn
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DISCLOSURES AND LIMITATIONS

The data in this study is from April 1, 2020 onwards. We chose April 1as the start of the pandemic dataset because substantial
portions of the world were in lockdown by April 1, and that more accurately reflects the world we live in now.

Total brand posts: 1,289,690,817 posts, 4,008 unique handles
Total influencer posts: 1,282,389 posts, 9,735 unique handles

Due to API limitations, Reels and Stories are not included in the dataset, nor are they generally available in any form. The data
included in this study are carousels/albums, photos, videos, and IGTV.

Brands and influencers were chosen by Facebook and augmented by Trust Insights.
Engagement is defined as (likes + comments)/size at posting.

An influencer is an individual person with at least 1,000 followers. Individual persons are identified by first name probability
estimation (i.e. Cardi, Barack, Vanessa are inferred as proper names, NBA, NFL, See’s Candies are not)

A brand is a non-person entity with at least 1,000 followers.

Trust Insights is the sole sponsor of this research and declares no competing interests. No compensation has been given or
received for this research.
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