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El porqué de este estudio

Necesidad de un Capacidad de mapear Objetividady
estudio conamplitudy latotalidad dela transparenciadelos
profundidad. actividad del mercado. datos.

Contribuirde manera neutral al desarrollo integral del ecosistema,

] u
O bJ et IVO promoviendo la excelencia profesional, el rigory la sofisticacion

dentro del sector.



P

Estudio Anual de Influencer Marketing 2025 iObé D) Primetag
#|ABInfluencerEconomy *

Metodologia

Contenido @Influencer @Menciones
Publicacion Creador Handle o Hashtag
Instagram o TikTok >10.000 seguidores deunamarca
Valor del contenido Clasificacion del contenido
EMV = Estimated Media Value Branded Content Sponsored Content
Férmula segun Impressions/Views Contenidos conalguna Contenidos con # o Keyword indicando
y CPM (plataformay formato) mencion de marca(s) una colaboracion
Ad, publi, publicidad, patrocinado, colab, collab, gifted
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;. Qué datos hemos analizado?

©

: MPrimetag

Contenidos @Influencers @Marcas
184M 207K 2.600
©o
Red Social Ano Ano Red Social

Instagram 2023 == 2024 TikTok
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¢ Como ha evolucionado el mercado?

&

Total 2023 2024 2023 2024
Content # contenidos 40,6M 68M 6.4M 1™
+67% +72%
| . 1.4M 1.9M 43K 77K
# contenidos

Branded +36% +79%

Content
' f#contenidos 70K 122K 14K 22K

Sponsored
Content EMV 93M€ 186M€ n9M€  234M€

+100% +97%
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;Podemos estimar lainversion?

&

Sponsored 2023 2024 2023 2024
Content Estimated
91IM€ 186M€ "Jﬁﬂfg NM9ME€ 234M€
+100% (EMV) +97%

Est. Inversion* 2024
165M

+40% vs AA )
*Conversion basada enratios

Y Lgl—\ EMV/ coste real de campanas
@ 80M€ i 85M€ @f medidas con Primetag.
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El “entretenimiento”
gana terreno

Sports & Fitness sigue liderando.

Entertainment supera a Fashiony se posiciona #2.

Top 5 categoriasrepresentan s del EMV.
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Instagram

Branded

Estimated Media Value (EMV) per Industry 2024

Events

= Sports & Fitness

Tourism
Automotive 4

Teéhnology & Software/

Health & Wellness

Entertainment

Retail

Food & Beverages

Luxury Goods &

Fashion

Béauty & Cosmetics

11
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Estimated Media Value (EMV) per Sector 2023 vs 2024
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W 2023 W 2024
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16% 13% 60% 44% 12% 10% 19% 68% 69% 80% 76% 50% 47% 20% 33%  -5% 89% 80% 76%
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Eldominiodela
Belleza

Beauty & Cosmetics: 43% del EMV.

Entertainment sigue en el puesto #2
enlInstagram.

Fashion muestra una presencia
timida en TikTok comparado con
Instagram.
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TikTok
Branded

Estimated Media Value (EMV) per Industry 2024

Tourism

Telecommunications

Events

Technology & Software

Luxury Goods & Jewelry

Beauty & Cosmetics

Retail

//

|

Food & Beverages

Fashion

Sports & Fitness

Entertainment

13
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Overview
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Number of Brands per Sector
() m nstagram I TikTok

300

Instagram: 1.600 marcas

Food & Beverages especialmente activo. 200

TikTok: 970 marcas

60% de marcas activas en comparacion con Instagram.

100

# Brands

3 =3 N @ Q& & & Q S P @ \2 & & & e @ @ N
o i R 4 > & ) 2 & § s b & N @ S ) @ )
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Finanzas, Energiay Tech & Software estan
ganando impulso en ambas redes

Instagram TikTok

Top 5 sectors with the highest EMV growth (%)

Top 5 sector with the highest EMV growth (%)

100,0%
800%

75,0%
600%

50,0%
400%

% var EMV 2024 - 2023

25,0%

% Var. EMV 2024-2023

200%

0,0% 0%
Finance Energy Technology & Software Tourism Pharmaceuticals Energy Events Real Estate Technology & Finance

Software

15
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Actividades
por sector

W
Sponsored N\ .
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En el ambito del
Sponsored, la Belleza
también domina
Instagram

Beauty & Cosmetics asciende al puesto #1,
frente al #3en 2023.

Food & Beverages sigue muy activo.

Las 5 principales categorias representan 3/4
delEMV.

iab: PPrimetag

®sp!

Instagram

Sponsored

Estimated Media Value per Sector 2024

Tourism

Beauty & Cosmetics

Finance

Luxury Goods &

Home & decor /
Health & Wellness /

Entertainment / Fashion

Retail

Technology & Software

Food & Beverages

17
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Instagram

Sponsored

Estimated Media Value (EMV) per Sector 2023 vs 2024

EMV (Million €)
)

W 2023 W 2024

39%  76%

200%

120% 233% 21%

52%

69% 140% 75% 100% 182% 93% 133% 193% 128% 194% 185% | 464% 381%

Variacion 2024 vs 2023 (%) 18
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Beauty & Cosmetics
refuerza sudominio
en contenido
sponsored en TikTok.

TikTok

Sponsored

Luxury Goods & Jewelry

Estimated Media Value per Sector

Energy

Technology & Software

Fashion

Entertainment

Retail

Food & Beverages

P
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Beauty & Cosmetics

19
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TikTok

Sponsored

El Grupo L'Oréal* dominael
sector Beauty en TikTok

% of EMV distribution between L'Oréal brands vs. other brands

Other Brands

L'Oréal Brands

EMV (Milliom €)

Comparison of EMV between L'Oréal Brands and Other Brands

40

30

20

10

L'Oréal Brands Other Brands

*Marcas del Grupo L'Oréal: L'Oréal Paris; Armani Beauty; Maybelline; Garnier; YSL
Beauty; La Roche-Posay; NYX Cosmetics; Vichy Laboratoires; Essie; Urban Decay;
L'Oréal Pro; Kiehl's; IT Cosmetics; Biotherm; Redken; Lancéme; Kérastase;
Maybelline; Valentino Beauty; SkinCeuticals; CeraVe.

20
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Instagram & TikTok
Sponsored

Average Engagement Rate per Sector 2024
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@ B Instagram Il TikTok

10.0%
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Las marcas

Sponsored
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Instagram

Sponsored
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S ponsored Top 12 Brands with the Highest EMV 2023 vs. 2024

2024 Estimated Media Value
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2023 Estimated Media Value

Mucho movimiento Shein :26835522 Shein €6063675
. Coca-Cola

e n el ra n kl n g d e PlayStation €1032845 Coca-Cola £1638652

marcas

El Corte Inglés €768802
Shein sigue dominando con amplia
ventaja.

PlayStation €1278558

Grupo L'Oréal brillacon 4 marcas en el
Top12. McDonald's £726278

E-retailers crecen: Amazon #4, Temu #8.

e BB SOTRICHER CNE PUESIDC: Amazon €522577 El Corte Inglés €1042M6

Kept position . Increased position Decreased position - Newcomer . Left the ranking 27
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Top 12 Fashion Brands by EMV vs No. Contents 2024

B EMV (Milion €) @ Contents

El dominio de Shein '
en Fashion 6

e Sheinrozalos10,000 contenidos

(™) 4 5000
sponsored en 2024. E
e Mangoencabezaelresto del sector S ) ) 500
. >
Fashion. =
e  Pretty Little Thing brillacomo marca
. - . 0 0
nativa digital en plena expansion global. S O O @ . P & o @ & &
9 P P g é(\e; V@@ Q/\‘\\o _(\0‘5’} . 0{\0 v\ e,éb\\e ’booc} @09 qf\e} ,Uz} & \‘\(\,{,\ & ,;(“0
NV V
F & Q\\)& S
& o ®
AN ¥

Number of Contents

P Primetag
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Distribution by EMV of Sponsored
Content by Shein vs. #SHEINPartner

4

#SHEINpartner: el poder
del Affiliate Program

Grandimpacto del programa de afiliacion
de SHEIN con: 1

Distribution of Sponsored Content of Shein

EMV (Million €)

e ¢|70% de sucontenido con menciones
al programa #SHEINpartner.

No mention #SHEINPartner #SHEINPartner

No mention

e estaspublicaciones generanel40% del
Estimated Media Value (EMV) de la
marca.

Mention #SheinPartner

29
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Sponsored
FOOd & Beverages Top 12 Food & Beverage Brands by EMV vs Number of Contents 2024
W EMV (Million€) @ Contents
Coca-Cola Company hace una fuerte 20 400
apuestacon 3 marcasenel Top 12:
Coca-Cola #1, FuzeTea #5,y Fanta #6. 15 500

El Grupo Ybarrairrumpe conmega
influencers destacados como

@poesiadefogon,

200

EMV (Million €)

100

Number of Contents

@annarecetasfaciles, @pausayplato.

Las cervezas experimentan una caida
generalen 2024, con Heinekencomola
unica presente en el #11.

30


https://www.instagram.com/poesiadefogon/
https://www.instagram.com/annarecetasfaciles/
https://www.instagram.com/pausayplato
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Intensa competencia
en el mundo del Retail

E-retailerscomo Amazony Temu
lideran, sequidos de cerca por El
Cortelnglés.

Todos los grandes Food retailers
estanenel Top 12, incluyendo a
Mercadona.

iIab: PPrimetag
Sponsored
Top 12 Retail Brands by EMV vs Number of Contents 2024
B EMV (Million €) @ Contents
1.5 800
600

1.0
w 400 E
2 8
g 5
S o5 o
o 200 E

0.0 -0

0& & oéé
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TikTok

Sponsored
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TikTok = Beauty

El Grupo L’Oréal hace una fuerte
apuestaenTikTok conlas 5 primeras
marcas del ranking.

Elranking esta dominado por
marcas de Belleza, pero también
destacan Coca-Cola, AliExpressy
Doritos.

iab

espain

TikTok

Sponsored

BRANDS RANKING - All Brands

BRAND EMV 2023 BRAND EMV 2024

L'Oréal Paris €7,833,222 L'Oreéal Paris €10,497,560.64

YSL Beauty €2,382,483 YSL Beauty €4,190,590.38

Pantene €1,567,754 Coca-Cola €2,355,925.25
Pantene €1,899,088.02

Kept position . Increased position Decreased position . Newcomer . Left the ranking

P Primetag
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El dominio de
L’Oreal

El Grupo L’Oréal lidera el ranking con
sus cinco principales marcas, todas
superando los 150 contenidosy
generando mas de 4 millones de EMV
en2024.

EMV (Million €)

iIab: PPrimetag

TikTok

Sponsored

Top 12 Beauty Brands by EMV vs Number of Contents 2024

B EMV (ME) @ Contents

12.0 400
10.0
300
8.0
6.0 200
40
100
20
0.0 0
. A »
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BRAND

Number of Contents
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El Entertainment en
TikTok esta
dominado porlas
plataformas de
streaming

EMV (Million €)

iab: PPrimetag

®sp!

TikTok

Sponsored

Top 12 Entertainment Brands by EMV vs Number of Contents 2024

B Media Value @ Contents

1.00

0.75

0.50

0.25

0.00

Number of Contents
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Luxury & Jewelry
conunTop3
destacado

CarolinaHerrera, Jo Malone y Dior
lideran conuna fuerte presencia en
TikTok.

EMV (Million €)

P

iIab: PPrimetag

TikTok
Paid

Top 12 Luxury & Jewelry Brands by EMV vs Number of Contents 2024
B Media Value @ Contents

0.40 30

N oy e 3
& & R & < &
& S © B N
@ 2 $ *
N < > <]
s PN Y
Nl &

Number of Contents
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Los influencers
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Sigue creciendola

comunidad

Mas 35.000 perfiles (>10K followers)
en2024.

207K Influencers activos.

Crecimiento en ambas plataformas,
conun Instagram revitalizado (+23%,).

iab
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Influencers

Number of Influencers

Overview

Influencer Evolution

250 000

+21%

Influencer Evolution per Platform
200 000

W 2023 W 2024
150000

+19%

150 000

100000

+23%

100 000

50000
50 000

2023 2024

Total +14K
+34K

Instagram TikTok

+20K
d)

4]
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Influencers

:.Cuantos hablan de marcas?

&

--- 80K 130K ~~;

Total

- 60% - 47k -, __ 10K <-
Branded

1 17% 19% -
Sponsored 6K > 2K

iIab: PPrimetag
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Diferencias entre
TikTok y Instagram:

TikTok (Sponsored):

e Mayorproporcionde Mega

e Mayoresalcancesentodotipode
influencers, perojojo! alas
audiencias fuera de Espana...

Instagram (Sponsored):

e Mayorproporcion de Micros

e Menoresalcances fuerade Mega &
Macro, pero mayor proporcion de
audiencia de Espana

P

iIab: PPrimetag
Influencers
Sponsored

N° of Influencers per Audience Size Influencers Distribution (%) per EMV

100% B Mega 100
- W Macro
Medio
B Micro
75% "
50
25

B Mega

%

B Macro

Medio

B Micro
%
%
%

0% 0% —-———

TikTok Instagram TikTok Instagram

50%

EMV (Estimated Media Value)

25%

Number of Influencers by Audience Size
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Instagram

Sponsored

N
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Sponsored
Top 15 Influencer by EMV 2024 (>30% Spanish Likers)

B Media Value 2024 @ % Spanish Likers

1.25

1.00

0.75

0.50

EMV (Million €)

0.25

100%

75%

50%

25%

0%

iab

% Spanish Likers

espain

P Primetag
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Sponsored

Top 15 Beauty & Cosmetics Influencers by EMV 2024

1 Ci nt i a M a ke u p . B Vedia Value 2024 @ Engagement Rate

5.00%

4.00%
0.3

5 3.00%
2.36%  2.30%

2 Violeta

@ 02
=
g 2.00%
=
2 o1
i 1.00%
n
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Top 15 Fashion Influencers by EMV 2024

B Media Value 2024 @ Calculated ER

6.0%

1 Maria Turiel

4.0%

2 Sofia Suescun

2.0%

EMV (Million €)

0.0%

Violeta
Mangrinan

g
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Sponsored
Top 15 Luxury Goods & Jewelry Influencers by EMV 2024
u B Media Value 2024 @ ER Calculated
1 Violeta
0.20 8.0%

7.0%

6.0%

2 Lola Lolita

& 0.10 4.0%
5
g
S 005 2.0%
=
Alexandra
Pereira r
&
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Diferencias relevantes
entre sectoresenla
estrategiade
colaboraciones

Instagram

Sponsored

Luxury

Finance
Entertainment
Automotive
Tech

Food

Beauty

Sports & Fitness

Retail

Health &
Wellness

Fashion

Medium

P

iab:

>20%

P Primetag

Mega & Macro

45% 35%
32% 42%
45% 35%
37% 42%
38% 43%
52% 33%
59% 30%
59% 30%
49% 38%
57% 32%
62% 29%

>90% Medium & Micro

¥

11%
9%
6%
6%
8%

7%

5%

8%
6%
5%
5%
5%

4%

4%
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N

TikTok

Sponsored
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Sponsored
Top 15 Influencer by EMV 2024 (>30% Spanish Audience)

B Vedia Value @ % Spanish Likers

2.50
86%

75%

2.00

1.50

1.00

EMV (Million €)

0.50

100%

5%

50%

25%

0%

iab

% Spanish Likers
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Top 15 Beauty Influencers by EMV 2024

B Media Value @ Calculated ER

1 Sylvia Ruiz

2 Sarah Catala

EMV (Million €)

3 Marta Pons

P Primetag

8.0%

6.0%

4.0%

2.0%

0.0%

Engagement Rate
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Sponsored

Top 15 Food & Beverages Influencers by EMV 2024

P Primetag

B Vedia Value @ Calculated ER

1.00 12.5%

10.7%

1 Ismael Cocinillas

10.0%
7.5%

5.0%

Engagement Rate

2 AlexChia

EMV (Millions €)

2.5%

0.0%

3 Peldanyos
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1 Nuria Adraos
2 Claudieta

3 Laura Yustres

EMV (Million €)

iIab: PPrimetag
]
TikTok
Sponsored
Top 15 Entertainment Influencers by EMV 2024
B Media Value @ Calculated ER
0.60 20.0%

15.0%
0.40

10.0%

0.20
5.0%

0.00 0.0%

Engagement Rate
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Seasonality
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Instagram

Sponsored
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Monthly Activity Seasonality 2023 vs 2024

@ 2023 @ 2024

30

20

w

c

S

=

=

= 10
0

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec
53% 172% 47% 113% 96% 118% 210%  138% 87% 146% 1% 83%

EMV (Million €)
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2023 vs 2024

200

150

100

50

2023 2024

60



Estudio Anual de Influencer Marketing 2025 iab

#|ABInfluencerEconom
y Instagram
Sponsored

espain

P Primetag

Monthly Activity Seasonality
Monthly Activity Seasonality SEETER - SeeEaiee) Camer

@ Story Post @ Story Video
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#|ABInfluencerEconomy -
Overview
Sponsored

P

Engagement Rate (ER) per platform 2023 vs. 2024

InStagram B 2023 W 2024
contraataca 4,0%

Evolucion muy relevante de los

niveles de ER% enInstagram. S

TikTok con tendencia opuesta. ;El
impacto de mayores coberturas?  20%

¢;Diferencias segun el formato de
contenido? 1,0%

0,0%

Instagram TikTok
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En formatos de
video (comparables)
también hay
diferencias
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Reels vs TikTok

Sponsored

Engagement Rate (ER) per format Reels vs. TikTok
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w

Reels TikTok

Eng. Rate
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Number of Contents per Format 2023 vs 2024
B 2023 W 2024

50 000
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30 000
20 000

10 000

Post Photo Story Post Caroussels Story Video Reels

24% 75% 27% 52% 120%
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Contents per Format 2024

@ Reels
Story Video

@ Caroussels

@ Story Post
Post Photo

Total Number of Contents 2023 vs 2024

2023

2024

25000 50 000 75 000 100 000

Number of Contents
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Eng.Rate (%) based on Reach per Format

Reach Rate (%) per Format 2023 vs. 2024
2023 vs. 2024

W 2023 [ 2024

80% B 2023 W 2024
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60% 10%
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20%
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12% 409 10%] g9,
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Carousel Photos Reels
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TikTok con Alcances
medios entre 40-60%,
excepto enMega (34%)

¢Verdadera estrategia de TikTok por
tamanos de audiencias o consecuencia de
otros criterios?

P
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TikTok

Sponsored

TikTok Reach Rate per Audience Size
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Los bots estan
por aqui...
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Instagram
Global Overview

Avg. Audience Credibility (AC) per Audience Size 2023 vs. 2024

W 2023 [ 2024
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Spanish Audience per Audience Size 2023 vs 2024 - Instagram
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Espana Overview

Spanish Audience per Audience Size 2023 vs 2024 - TikTok
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CPM per Audience Size

2022 [ 2023 [ 2024
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Conclusiones destacadas

2024, un ano de fuerte crecimiento: el valorde
Contenidos Sponsored se ha duplicado en
ambas plataformas, conunainversionreal
estimadaen+40%vs. AA(+30% en 2023).

Top 3 sectores enInstagram (Sponsored):
Beauty, Fashion (dominado por Shein)y F&B.
Todoslos sectores en crecimiento.

TikTok (Sponsored): Beauty dominaconun 63%
de EMV. De hecho, L'Oréalrepresenta el 61% de
Beautyy coloca 5 marcas enel Top 5 del sector.

Crecimiento de la comunidad de influencers:
207K (+219%) 57K mencionan marcas. 10K con
contenidos Sponsored.

El crecimiento del mercado enfocado enlos
formatos video: Reels, Stories Video y TikTok.

Instagram sigue aumentando el Alcance
de Reels (67%). TikTok con alcances
medios entre 40-60%.

1de cada 3 de contenidos de campanas
remuneradas con tags publicitarios (vs 1/4
en2023).

No se detectan diferencias de alcance
significativas entre Branded y Sponsored,
nicon “trucos” de deteccion de tags.

Estabilizacion de CPMs en Instagram,
pero con diferencias significativas segun
tamano de audiencia (11-54 Euros).

CPMs enTikTok entre 8-12 Euros y menor
diferencia entre tamano de influencers.
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