
Why Influencer 
Marketing Matters Now 

More Than Ever
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• Current State of Influencer Marketing
• How Top Brands are Maximizing Influencer 

During COVID-19
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• Take-Aways For Marketers
• What’s Next 



Challenges    Opportunities
• Dramatic shift in 

buying habits
• Spending 

freezes, lay-
offs, and 
furloughs 

• Existing 
campaigns 
halted to avoid 
insensitivity/ 
being tone-deaf

• Creativity
• New 

offerings/ 
innovations 
to respond to 
new needs

• Deep desire 
for trust and 
integrity in 
uncertain 
times



What’s Influential Has Changed



And Influencers Are Under Heightened Scrutiny



How Brands Are Pivoting: L'Oréal



• Address the challenge almost every woman is facing
• Provide a solution to the pain point
• Inject humor, authenticity, and vulnerability

Lessons From L'Oréal



How Brands Are Pivoting: Doritos



• Graduating seniors could submit a 2-minute speech for the 
chance to be heard by listeners nationwide on iHeartMedia's 
Commencement: Speeches for the Class of 2020, available 
on iHeartRadio, alongside some of the boldest thought-
leaders and cultural icons like Katie Couric and John Legend

• Five valedictorians were selected, who each 
received $50,000 in tuition assistance.

• Doritos redefined who a valedictorian can be: someone who 
carries an incredibly strong message, and who represents the 
resilient spirit of their graduating class. Yes, GPA is important, 
but equally important is inspiring a generation of seniors to 
rise

• On May 15, ahead of National Graduation Day on May 17, 
Doritos published a compilation of the five speeches as part of 
iHeartMedia's commencement podcast series featuring 
cosmetics entrepreneur Bobbi Brown, comedian Chelsea 
Handler, restaurateur David Chang, and numerous artists 
including Halsey, Kesha, DJ Khaled, Pitbull and more.

"The class of 2020 is missing out 
on so many memories, the most 

notable of which is the entire 
graduation experience. But even 
tucked within the graduation, we 
saw that the speech element was 

such a cultural moment for 
seniors, and now they're losing 

that voice. Doritos is a brand that's 
long been about giving a platform 

and a voice to that next 
generation. We wanted to help 
take that platform to the next 

level.”
Marissa Solis, SVP of 

Marketing, Frito-Lay North 
America.

Doritos Campaign Elements



• Focus on milestone moments 
• Save the day by providing an elevated solution 

to a shared pain point
• Give consumers a platform and a voice

Lessons From Doritos



How Brands Are Pivoting: American Eagle



• Focus on milestone moments 
• Save the day by providing an elevated solution to a 

shared pain point
• Knows your consumers and what excites them  

Lessons From American Eagle



How Brands Are Pivoting: Sephora



• Social media usage is skyrocketing (up 51% 
per SheSpeaks and 66% per IZEA)- meet 
consumers where they’re at 

• There’s a lot of confusion right now- provide 
helpful information and answers 

• Leverage IG Lives for interactivity and direct 
connection with consumers

• Typical envy-inducing beauty posts are out-
community, conversation, and how-to’s are in

Lessons From Sephora



Twitch Demographics & Usage

https://influencermarketinghub.com/twitch-stats/



TikTok Demographics & Usage

U.S. AUDIENCE
80 million monthly 

active users

FEMALE 60%

MALE 40%

USER DATA

• Average user 
spends 52 minutes 
per day on TikTok, and 
up to 80 minutes for 
users ages 4-15

• 60% of TikTok users 
are Gen Z. Next year, 
74 million people in the 
U.S. will be part of Gen 
Z, making it the largest 
generation ever

• Average app opens per 
day: 8

PLATFORM GROWTH 
& REVENUE

• TikTok generated "the most 
downloads of any app ever in a 
quarter" in Q1 2020 (Ad Week)

• Over 2B downloads total
• Over 800M monthly active 

users
• $500 Million: estimated TikTok

revenue from the U.S. alone in 
2020  

• TikTok influencers with 2.5 
million followers or more 
charge around $600-1000 per 
post, compared to $100-$200 
for every 10,000-20,000 
followers on Instagram

https://wallaroomedia.com/blog/social-media/tiktok-statistics/

• 60% ages 16-24 (Gen Z)
• 26% ages 24-44
• 80% ages 16-34



Burger King’s TikTok
#WhopperDance Challenge



• From June 18-28, Burger King teamed up with TikTok on the 
first ever “dance ordering” campaign 

• Customers got a $1 Whopper for following Burger King on 
TikTok and posting a #WhopperDance video on TikTok that 
included moves representing Whopper sandwich combinations

• The dance tutorial was shared on the personal pages of TikTok
influencers Loren Gray (44.5M followers), Avani (21.1M 
followers) and Nathan Davis Jr. (8.5M followers)

• Burger King sent participants a DM with an offer code for 
redemption on the Burger King app

#WhopperDance Campaign Elements



• Meet your audience where they 
are (TikTok)

• Tap the cultural zeitgeist (Tiktok
dance challenges) to grow social 
following, generate buzz, and 
deliver value

• Leverage relevant influencers to 
inspire engagement and 
creativity 

Lessons From #WhopperDance



Virtual Influencers



Virtuals: The Facts

• Initially dismissed as a gimmick and a fad by marketers, now virtual 
influencers are being leveraged by leading brands across sectors 

• Some brands like Samsung, Diesel, Frito-Lay, Prada, Dior, Adidas, and 
Calvin Klein are choosing to partner with existing influencers like Lil 
Miquela (2.4M followers), Noonouri (360K followers), & Shudu (203K 
followers), while others like PUMA and KFC are creating their own

• Since 2015, the total number of virtual influencers has doubled every year
• There are 80+ documented virtual influencers with notable followings 

online
• Almost 32 million people follow at least one virtual influencer online



The Virtuals



Virtual Influencer
Pros: Creative/trendy, story line, PR fuel, 

greater control, strong 
engagement/action taken rate estimated 
at 3x that of humans (generally 5-10% for 

virtuals on IG compared with .5-3% for 
humans on IG)

Cons: Costly, harder to break into 
because newer tactic, limited audience 

(resonates mainly with Gen Z & 
millennials), ethical concerns

Human Influencer
Pros: Authenticity, trust 

Cons: Costly, less 
creative/message control

Human vs. Virtual Influencers: Pros/Cons 



Creating Your Own
Pros: Ownership, Control, Storytelling, Max PR 

Fuel, Repeat Engagement
Cons: Costly, Labor-Intensive, Requires Total 

Commitment

Signing An Existing
Pros: Story, PR Fuel, Less Labor-Intensive, 

Less Commitment 
Cons: Costly, Less Control, Less Ownership

Creating vs. Signing A Virtual Influencer



KFC 





PUMA



Samsung





Tommy Hilfiger & Dior



Take-Aways Pt. I
• What worked before (picture-perfect photos) is no longer 

relevant or resonant   
• Address the challenges every day people are facing 

(L’Oreal, Doritos, American Eagle)  
• Provide a solution to a pain point (L’Oreal, Doritos, 

American Eagle) 
• Inject humor, authenticity & vulnerability (L’Oreal, Doritos)
• Tap the cultural zeitgeist (Burger King, American Eagle)
• Provide meaningful information and answers (L’Oreal, 

Sephora)



Take-Aways Pt. II
• Connection, conversation, and how-to’s are in (Sephora)
• Social media usage is skyrocketing (up 51%-66%)- meet 

consumers where they’re at (Burger King)
• Focus on community & connection (Doritos, Sephora)  
• Focus on milestone moments (Doritos, American Eagle)
• Save the day by providing an elevated solution to a shared 

pain point (L’Oreal, American Eagle, Doritos)
• Know your consumers and what excites them (Burger King)
• Give consumers a platform & a voice (Doritos, Burger King)
• Leverage high-growth platforms like Twitch & TikTok and 

emerging technologies like virtual influencers 



What’s Next 

• 2020 Survey of ANA marketers on influencer 
marketing
o Covered topics ranging from influencer selection, measurement, 

ROI, top challenges, influencer fraud, budget, platforms used, paid 
media, and COVID’s impact 

o Results and findings will be released by early Q4

• ANA Influencer Marketing Advisory Council 
• 2020 Influencer Marketing Conference



Questions?


