
Influencer marketing
spain - 2021



33.6M€ INVESTMENT
SPAIN

2020

SOURCE: IAB SPAIN 2021 - PWC



7500 Content creators in spain making
a Living as “influencers”.
4th european market (rU, IT, UK)

SOURCE: influencer marketing hub



45.4M€ forecast
Investment spain

2021

SOURCE: IAB SPAIN 2021 - PWC



X2 H2H TURNOVER
IN 2021
IN COMPARISON TO 2020



X3 H2H EBITDA
IN 2021
IN COMPARISON TO 2020



>20% h2h
MARKET SHARE
IN 2021



8.03 GROWTH POINTS
IN MARKET SHARE
IN 2021



488 CAMPAIGNS
LAUNCHED
IN 2021 (VS 278 IN 2020)



59 CLIENTS
WORKING WITH H2H
(+12 NEW)



62% Of marketers
Intend to increase
Their spend on influencers

SOURCE: influencer marketing hub



40% Of marketers INTEND TO 
SPEND MORE THAN 20%
OF THEIR BUDGET ON INFLUENCERS

SOURCE: influencer marketing hub



What’s the
reason successTo explain this



SOURCE: OGILVY PR

+30%
HIGHER ROI IF ADDING

INFLUENCERS
TO YOUR MEDIA PLAN



SOURCE: kantar

X2.48
PEER-TO-PEER messages

Are more effective
Than Brand-to-consumer ONES.



HOWEVER,
THERE is
A dark side to
Influencer marketing



SOURCE: influencer marketing hub

90%
Of marketers believe

INFLUENCER marketing
TO be an effective form of marketing



67%
Negative roi
Of campaigns achieve a



To be effective and efficient, marketers must apply an

Analytics vision



75% Profile selection.
Marketing Relies on the
Of the success in influencer



Difficulty78% Of finding the right influencers.

Of marketers claim

SOURCE: influencer marketing hub



INFLUENCER MARKETING

1.0





@ALEXINAGRAHAM

62%h
38%M



demographics
Audience Location, gender & age analysis



quality
Fraud and massfollowers



@ALMU_RIPAMONTI



SOURCE: H2H

27.5%
Of followers were

bots

20.2%
Of likes were

fraud



And,

today



Source: influencer Marketing Hub

67%
Of firms still have worries

About fraud

SOURCE: influencer marketing hub



Source: influencer Marketing Hub

38%
Of marketers claim to

Have suffered fraud

SOURCE: influencer marketing hub



Ad saturation
30%



INFLUENCER MARKETING

2.0



Demographics, quality and ad saturation aren’t enough.

There are other metrics
To look at in order to be successful.



coverage
Higher reach possible



CPM, CPV, CPC, CPI…
The new influencer marketing kpis



INFLUENCER MARKETING

3.0



analitycs
Approach

Until 2020, the influencer marketing recipe for success was:

individual
Audience analysis

+



To maximize the efficiency
During the scouting and campaign monitoring phases.

But in 2020, technology evolved and brought new functionalities



You must also apply a global vision to it.
For the scouting, you can’t only look individually to each profile.



1 + 1 + 1 = 2.3



Audience overlap
Shared followers



affinity
To our Brand



competition
Affinity to our competitor brands



You should optimize it
while the campaign is live.

And evaluating the performance can’t
only be done once the campaign is over.



Real-time
Campaign monitoring to optimize the performance





The future of 
influencer marketing



FROM AMPLIFY TO PIVOT THE MARKETING & COMMS STRATEGIES



SAMSUNG HOMIES

Influencers/celebrities open the doors of
their homes to let us discover their
favourite places.

Samsung TV product placement.

Atresplayer (full program) +
microprograms on antena 3 and neox +
influencers social networks.



ATRESMEDIA GIVES H2H A UNIQUE POSITION IN THE MARKET 
TO CONSOLIDATE OUR LEADERSHIP IN SPAIN.



conclusions



DATA DRIVEN
Influencer marketing should use data to be profitable (positive roi)



ROI focus



An effective influencer marketing strategy
isn't about who has the biggest budget.
It’s about being Smart about your spending.



Thank you


