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Executive Summary
SevenSix Agency conducted research on influencer fees in November and
December 2020, gathering quantitative and qualitative data from over 275
influencers, brands and agencies in the UK and beyond. It is worth noting early
on that we received over 3.9x more responses from influencers than brands and
agencies; we believe that the lack of transparency from the latter may be
attributed to a fear of being “exposed”, despite assurance of full anonymity.
This report will use both responses from the SevenSix Agency survey and key
insights from industry specialists to uncover and address the pay disparities that
exist between influencers, specifically those with 1,000 to 100,000 Instagram
followers. In particular, the report will look at the role race plays in those
disparities, ultimately using these insights to create a suggested pricing plan for
all parties to use when entering a brand partnership.
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Introduction
The Industry
The influencer space is a relatively new yet thriving industry. With brands set to
spend up to $15 billion on influencer marketing by 2022 (Business Insider), it is
clear that establishing partnerships with social media influencers is key for many
brands. However, a key challenge for these industry relationships is the absence
of standardised influencer fees.
The Movement
Social media played a pivotal role in the Black Lives Matter movement’s summer
2020 resurgence. Digital activism manifested in the form of organising global
peaceful protests, signing petitions, sharing donation links and spreading antiracist resources. It had a major impact on the marketing and advertising industry
too, with the movement leading to a sharp rise in:
1.

The visibility and following of black content creators

2.

consumers calling out brands for the lack of inclusive representation in
campaigns

3.

professionals holding their organisations accountable for racial inequality
in the workplace

4.

complaints of a racial pay gap and refusal to work for free

“When the BLM movement came out, we were impressed with the number of
influencers who wanted assurances that a diverse range of talent was being
used.”- industry professional, anonymous
In June 2020, the Influencer Pay Gap emerged, an Instagram account and safe
space for influencers to anonymously reveal how much they were (usually
under)paid for brand campaigns, taking into consideration following size,
engagement rate, race and location. At the time of writing this report (February
2021), the account has since amassed 49,800 followers in eight months. At SevenSix
Agency, we see this interest in pricing on a daily basis. Just last year, we held
multiple pricing-related talks, as well as over 50 one-to-one sessions with our
founder Charlotte Williams on the subject - it is clear that influencers are desperate
for pricing standardisation. The question is no longer whether brands pay
influencers diﬀerent rates, but how to minimise this, or at least justify it based on
relevant and consistent metrics.
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Brands and Agencies
Despite challenges caused by the Covid-19 pandemic, the UK advertising
industry is predicted to recover faster than other global industries. Within this,
influencer marketing budgets have continued to increase in 2021. This data
aligns with the responses from our survey, with 51% of the brands and agencies
from our survey having received an increase in their monthly influencer budget
over the last 12 months and only 16% suﬀering a budget loss. It was also
interesting to note that there was no correlation between the size of the
company and budget changes.
With these statistics, it was important for us to break down how much budget
had been allocated to influencers, based on their follower count. For the purpose
of this report, we have grouped influencers into the following categories:
1,000-5,000
5,000-10,000
10,000-20,000
20,000-30,000
30,000-50,000
50,000-100,000
100,000+
Based on our data, brands and agencies with larger budgets were more inclined
to pay higher prices for influencers with over 30,000 followers. This indicates
that someone with followers between 1,000 and 30,000 should not expect to
receive a higher fee from brands and agencies with larger budgets.
An industry professional revealed that they believe “nano-influencers” (with
1,000 to 10,000 followers) are not owed success in terms of paid opportunities.
This is due to the fact that a few years ago, influencers with under 5,000
followers were willing to accept unpaid opportunities in favour of exposure.
In regards to budgets specifically for influencers within the 1,000-5,000 bracket,
33% of respondents disclosed that they would be unwilling to pay such
influencers any money for a single feed post, with a handful of respondents
opting for gifting instead. Aside from a gifting partnership, 35% would pay any
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amount between £100-250, with the highest figure from our responses reaching
£500.
When it comes to someone with 5,000-10,000 followers, brands and agencies
would pay £300 on average, although 16% of them stated they would pay
influencers in gifting and 14% stated they would not pay at all. As you can see,
gifting is still a popular option for brands and agencies.
Following on, gifting still occurs where it concerns influencers that fall into the
category of 10,000-20,000 followers, albeit a considerably smaller number of
respondents partake in such. There is a jump in pricing, with brands and
agencies paying £974 on average for a feed post.
Individuals within the 20,000-30,000 and 30,000-50,000 categories can expect
to be paid an average of £1,244 and £1,550, respectively.
Data from the 50,000-100,000 bracket shows that brands and agencies pay the
appropriate influencers an average of £2,059. Some mentions of variables arose,
with one respondent diﬀerentiating between an influencer on the higher end of
the spectrum (i.e. 100,000 followers) and an influencer on the lower end.
The final category of 100,000 followers can define influencers with followings in
the millions, which made it diﬃcult for brands and agencies to provide an
accurate figure. However, the estimations resulted in an average of £3,152 for a
single feed post on Instagram. The figures involved ranged from as low as £250
to £30,000. One brand stated:
“we tend to work with top tier influencers who have 500k - 2.5m upwards
followers. For someone with 1m+ following, we’d pay in the region of £20k plus
expenses”- anonymous
Another agency noted that they would pay anything from £3,000 upwards, and
mentioned that with such a large following, diﬀerent variables are involved. The
question of how professionals identify and measure certain variables leads to the
next section of the report.

www.sevensixagency.com

4 of 16

March 2021

Engagement
Many respondents disclosed the diﬃculty in deciding a pricing benchmark solely
on following size, relying on engagement rates instead:
“I pay more attention to the level of engagement rather than follower count.”agency, anonymous
“It's not always about following. Engagement rate is very important. Someone
with 50K followers with 1% engagement is not beneficial but someone with 10k
followers with 15% engagement is getting put through.” - brand, anonymous
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The general consensus amongst brands and agencies is that micro-influencers
should not expect to be paid unless they have good engagement. Phlanx, a
social media marketing platform, defines engagement as a combination of
comments, likes and the positive response to call to actions. Their website shows
that the average engagement rate for influencers with 1,000 to 5,000 and 5,000
to 20,000 Instagram followers is 5.6% and 2.4%, respectively.
The definition of a high engagement rate varies throughout the industry,
however, the Head of Marketing at Q-83, an influencer marketing technology
platform, disclosed that it is not enough to compare the total number of
engagements on a post with a user’s total followers. Rather, it is important to
look at the total number of people who saw the post as well as the total number
of those people who actually interacted with the post.
This rate can be calculated as:

(

total engagement

)

x 100

total reach
Typically, the lower your reach, the higher your ER and for those that reach at
least over 20,000 people, a good engagement rate can be defined as anything
over 15%.
Furthermore, the value of engagement as a metric depends on the object of a
brand campaign. Where a campaign targets an audience at the consideration
stage of the buyer's journey, engagement would be a key metric. Otherwise,
when the goal is to drive brand awareness, for example, reach and impression
ratios may be more relevant.
“Although it's not always about numbers, it ultimately comes down to the quality
of the audience and each engagement that will determine its success.”- Head of
Marketing, Q-83.
Ultimately, brands and agencies must evaluate the many qualitative and
quantitative aspects of an influencer’s profile before establishing their fees.
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Influencers
Our survey results reflect this premise, as 47% of respondents answered that
they feel unconfident when it comes to pricing themselves for paid brand
partnerships. Another 31% reported to feel unconfident occasionally.

Moreover, when asked if they believe they price themselves accurately when
engaging in talks for brand partnerships, 68% of our total respondents said that
they undercharge themselves, with a significantly lower proportion (26%) stating
that they get their prices right. It is interesting to note that 73% of those that
believe they get it right identify as white.
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Here are the average fees for 1 Instagram feed post compared to the average
budgets of brands and agencies. It is clear that brands and agencies have the
budgets, but they don’t necessarily spend the appropriate amount on influencer
fees. This implies there is a level of exploitation, especially on the influencers
who have admitted to lacking confidence when it comes to pricing and
negotiation.
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A luxury and lifestyle brand oﬀered SevenSix Agency founder, Charlotte
Williams, a £200 fee for an Instagram feed post. At the time of being
approached Charlotte had 30,000 followers, therefore falling into the
30,000-50,000 bracket. Based on the responses from our brand and agency
report, she should have been oﬀered around £1,500, especially when another
influencer with 45,000 followers was paid £3,000 for a similar partnership with
the same brand. Despite both being in the same bracket, Charlotte, a mixed-race
woman, was oﬀered 15x less than her white counterpart, only to be oﬀered an
extra £200 upon negotiation.
To some extent, it can be argued that Charlotte received a smaller oﬀer due to
having less followers, however with a pay gap that large, it is impossible to
disregard the possibility of other variables playing a factor. We explored whether
our respondents believe their ethnicity plays a role in their prices. 57% answered
that their ethnicity is a contributing factor, with 37% of them revealing that the
amount they are oﬀered by brands can decrease as a result. The other 20%
stated that their ethnicity has the opposite eﬀect.
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We then analysed the cohort of respondents who believe that their prices
decrease due to their ethnicity, and found that 99% of these influencers
identified as people of colour, which has been broken down into their specific
ethnicities below:
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The chart below shows the breakdown of those who don’t believe their ethnicity
aﬀects their prices and this time, 45% identified as a person of colour, whilst the
55% majority identified as white.

From this, we can draw a conclusion that there is a correlation between a)
ethnicity and perceived value, and b) ethnicity and influencer pricing fees at all
levels of following size. It is the duty of brands and agencies to ensure that they
have a standardised pricing plan, to help eliminate or prevent any potential
unconscious biases, and ensure influencers within the same brackets are on a
level playing field with each other.
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Industry Feedback
Following on from the survey, we spoke to a group of influencer experts about
the industry and gave them the opportunity to give any anonymous feedback or
tell any stories they couldn’t normally share.

“I don’t think it’s right to pay an influencer under £500 anymore, for me that’s
the entry level. But it takes time for an influencer to warrant that fee; it’s not a
case of them deciding they’re a professional and demanding it.”
“In my mind, a few brands spoilt it for everyone - never developing those gifting
based influencers through to paid campaigns and basing entire strategies on the
return they’d get through the unpaid “work” from influencers”
“I also have never once been asked how we calculate fees and if the structure is
proportional (so that it’s fair to all involved). Not once!”
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Many brands “haven’t spent enough time bothering to speak to a diverse
audience. So in return, why would a diverse audience buy from them?”
[Brands] “can’t just switch it [diversity] on and magically expect profits to come
from BAME audiences. It takes time, trust, authenticity.” This will “take a dent on
their ROI for some time. So it should, the work should have already been done”
Founder of influencer agency, anonymous

“I’ve found that a lot of the fast fashion brands will only consider paying
influencers with a certain aesthetic. It is very rare that they have agreed to pay a
darker skinned content creator and will often say they ‘don’t have budget’ but
send another inbound email with a budget for a lighter skinned person. Fee-wise,
these same brands will have very high deliverables and require usage for ecommerce, social etc and not be willing to pay adequately for the content and
usage.”
Talent manager, anonymous

“There seems to be a generational issue when it comes to the influencer industry.
A lot of traditional casting and modelling agencies are now getting into the
influencer space without understanding of pricing, terminologies and the new
form of communication that doesn’t compare influencers to each other and try
to make them feel grateful for the work they are being given, even if it’s not paid
well or they have been treated poorly and disrespectfully.”
“We take care of influencers who are in the same space but have different skin
tones and hair textures. We’ve found that the brands offer completely different
fees for each talent even though they have a similar following and engagement.”
“We’ve noticed that brands and agencies don’t pay fairly in the sense that they
can see when influencers are heavily undercharging but instead of bumping the
fee to the budget they actually have, they simply pay the small amount and
continue the cycle."
Talent manager, anonymous
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“I was introduced to a contact at a very well known, fast fashion brand last year
to take over the partnership for one of my talent who had a following on
Instagram of over 250k at the time. The brand mentioned that they’d been
impacted by Covid so would be having to half the usual amount of content for
this partnership - I found this strange considering the celebrity talent they were
still managing to work with at the time. Unbeknownst to me, they were grossly
underpaying my talent at £3k for 10 Iinstagram posts and 10 Instagram story
frames a month, as this was being halved, they would be paying £1.5k for 5 of
each.
I advised them against moving forward with the partnership as it was way below
their fee and the level of content they’d be putting out would also hinder the
amount of other campaigns they could take on. They agreed and when I spoke
with the brand to let them know, I was met with hostility and the brand contact
was clearly shocked that anyone would turn down an opportunity to work with
them. What we later found out by speaking to other creators who are currently
working with the brand is that they are seriously underpaying black talent and
are consistently trying to avoid management in order to stay with these low
rates.”
“After the BLM resurgence last year, a lot of fast fashion brands who were being
called out for not including black talent in campaigns/on their feeds reached out
to one of my talent. I knew the reason they were contacting was likely to save
face rather than because they’d finally realised the issue. After speaking to my
talent we agreed that we wouldn’t take on any one off posts from these brands
and would push for bigger campaigns to see if they were actually serious about
working on this issue long term. One brand seemed interested in discussing...
their final deliverables were extensive and included things like usage on the ecommerce website, tons of self shot images for them to use etc. I quoted the
appropriate price to which they responded with an amount the same as what I
would charge for a single post! I obviously turned it down.”
Talent manager, anonymous
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Tackling the Pay Gap
“Our brand strives to pay influencers a fair wage, so they create better
relationships and better content in the long term”- brand, anonymous
Standardisation is vital for the influencers who are unsure of how much to
charge and the industry professionals who want to establish healthy and longlasting brand relationships. It is also required to help the industry evolve into a
sustainable sector:
“I feel like the lack of consistency in payment may come from influencers not
knowing their worth due to inexperience as well as industry folk not correcting
them when they’ve given low fee expectations. There is also the issue with
smaller brands whose budget differs from larger brands and also agencies
wanting to save as much budget as possible for the client, which leads to unfair
payment.” - Charlotte Williams
After speaking with other industry experts, we can define a good engagement
rate as 2% and above, for all influencers. However, individuals with a smaller
following (e.g. 1,000 to 20,000), would be expected to have a higher rate (4-7%)
due to their smaller reach.

Pricing brackets based on a good engagement rate:
1k-5k - £100-£250*
5k-10k - £250-£450*
10k-20k - £500-£1000
20k-30k - £800-£1800
30-50k - £1500-£2500
50k-100k - £2000-£4000
100k+ - £3000+
*depending on campaign ROI expectations, gifting may be appropriate
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Final Thoughts

“The influencer industry is in dire need of pricing standardisation. Without it, brands
are free to underpay influencers for their work, which, in any other industry, would
be considered highly unethical and brought to attention. That’s why SevenSix
Agency created this report. “Influencer” is a multilayered role, encompassing content
creator, photographer, editor, and so much more. With this in mind, and considering
how much ROI influencer marketing can generate for a brand, I believe influencers
deserve to be paid fairly and are owed an industry-wide standardised pricing plan.”

- Amaa Enwo, Digital Marketing Assistant
“We are on a mission to support all parts of the influencer marketing ecosystem as
we work towards a fair, diverse and inclusive industry. There is clearly a need and
appetite for more structure around pricing, with a call for open and honest
conversations between influencers, brands and agencies. These figures shine a light
on the relationship between race and influencer pay, with a committed focus needed
from all parties to tackle this. I hope this report stimulates debate and action,
resulting in action and change to move the industry forward."

- Charlotte Williams, Founder
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