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We strongly believe that fee transparency is essential to
creating an inclusive environment and empowering creators.
The 2021 report highlighted the #InfluencerPayGap, which
showed that minority voices are often underpaid or excluded
from the industry. This gap is further perpetuated by the lack
of transparency in fee structures, which often leave so many
influencers without the information they need to make
informed pricing decisions. Our “Lifting the Lid” report found
that 68% of the influencers we surveyed felt they were
undercharging for brand deals and when comparing the
survey results to brand budgets, they were in fact correct.
On top of this, we asked in the survey if the influencers
believed their ethnicity played a role in their pricing - a
whopping 57% answered that their ethnicity was a
contributing factor to lower fees.

IntroductionIntroduction

In 2021, we released Lifting the Lid: The Influencer Pricing
Report, which highlighted the racial pay gap in the influencer
marketing industry and gave anonymous anecdotes on the
subject from industry professionals. The report also included
a pricing breakdown for Instagram-based brand partnerships,
which has been heavily praised across the industry by
brands, agencies and influencers alike. 
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In 2022 we teamed up with MSL Group and published a second
report on the Influencer Pay Gap, which highlighted that the
gap still existed a year on. According to this report, there is an
18.7% pay gap between white influencers and influencers who
are people of colour. This increases to 21.5% when comparing
white influences and black influencers. The report also
highlighted an age related pay gap as well as a disability pay
gap. We discovered a 153.6% pay gap between influencers
aged 18-30 and 30-45. Influencers who defined themselves as
having a long- term physical or mental health condition earned
23% less per post.

We hope that the report will provide industry professionals
with the information they need to set fair and transparent
fees. It will also provide influencers with the data they need to
negotiate fair and equitable deals. Our aim is to bridge the
gap between influencers and the industry, create a more level
playing field, and promote an inclusive environment where
everyone is fairly compensated for their work. 

We want to share the report far and wide, but
kindly ask we are contacted in advance for

permission and to be credited. This report is to be
used as a guide and should not be seen as legal or

financial advice. 

Over the years we have had an overwhelming amount
of requests for an updated pricing report and to
expand the fee offering. So in response to the request,
the updated report now includes pricing for Instagram,
TikTok and YouTube.
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Pricing uncertainty affects influencers of all follower size and
we find that many influencers don’t charge their worth until
they sign to an agency. The results of the pricing survey for
this report showed that there is still a long way to go when it
comes to influencer pricing education, especially for
campaigns on TikTok. After going through the data we also
analysed pricing on the TikTok Creator Marketplace. This
exercise once again showed that so many influencers don’t
know how to quantify their worth and highlighted a worrying
pattern of low fee expectation.  

The pricing we share in this report is based on our previous
pricing brackets, data taken from our 2023 survey and rate
cards from some of the UK's best talent management
agencies. The pricing brackets should be seen as a guide for
creator pricing and are for 1x post, excluding any extra usage
and exclusivity fees. We rarely see campaign fees that don’t
include extra deliverables, usage or exclusivity, so please be
sure to check out the Contractual Fee Calculations section of
the report to know what you could be adding on. 

Pricing BracketsPricing Brackets
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In our survey we asked for Instagram following and engagement
rate (we used Phlanx.com to measure engagement), as we have
always believed that the higher the engagement rate, the more an
influencer can charge. We then asked a panel of industry experts
their thoughts on engagement and how they usually calculate it.
There are an abundance of influencer platforms that measure
engagement and following, but it seems there isn’t an industry
standard. A large percentage of agencies are using their own
proprietary technology platforms to measure engagement, so
numbers may differ slightly from agency to agency.

InstagramInstagram
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Our experts agreed that when it comes to engagement rates, 2%
is a rational expectation, 3.5% should be the goal and 6% should
be seen as high-performing. 

We asked them what their thoughts were on working with an
influencer with less than 2% engagement rate on Instagram and
the general consensus was that, “it depends on the (campaign)
objective. If the goal is to just engage with the audience of that
creator, (they) would consider how active their following base was
and, therefore, the impact the campaign may have.”
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It was said that “engagement rate is a great metric, but it isn’t
everything. You need to look at it holistically.” and that “it
depends on who their audience is and whether that matches
a brand’s target customer.” Some stated that they’d be “less
likely to work with creators with a low engagement rate
though, or offer a reduced fee”.

Size and quality of content played a great importance, “if they had
a very high following and/or had celebrity-persona, with
recognisability both online and offline, then we’d absolutely look at
a partnership still; if the creator’s content was great quality, if they
had high brand affinity, and their values were a match for the
brand; then we’d of course still consider pursuing.” 
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Instagram Pricing TableInstagram Pricing Table  
Influencer

Size
Feed Post

Fee Reel Fee Story Fee

1,000-
5,000

followers
250-350 300-400 150-200

5,000-
10,000

followers
400-600 450-700 200-300

10,000-
20,000

followers
500-1000 550-1200 250-550

20,000-
30,000

followers
800-1800 950-2200 400-950

30,000-
50,000

followers
1500-2500 1800-3000 800-1200

50,000-
100,000
followers

2000-
4000

2500-
5000

1000-2000

100,000-
200,000
followers

3000-
5000

3500-
6000

1500-3000

200,000-
300,000
followers

4000-
10000

4500-
12000

2000-
6000
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TiktokTiktok

When we sent out our pricing survey in late 2020, TikTok
had only just started to boom in the UK and was nowhere
near as embedded into the influencer marketing world as it
is today. Almost two and a half years later, TikTok has been
downloaded over 3.5 billion times, has over 1 billion
monthly active users and according to Statista, was the
most-downloaded mobile app in 2022.
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When it comes to marketing data, TikTok is a completely
different beast to Instagram, and engagement rates are
rarely looked at. On TikTok, brands are asking to see
influencer’s video views and total likes. Our panel stated
they “look for consistency of engagement, as it suggests
the influencer's following audience is tuning in” and that
they “would be wary of anyone who has a big following as
the result of a few viral hits.”

They also said that they measured “holistic KPIs like
sentiment, resonance, quality, relevance of comments or
quality of content.” 
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Tiktok Pricing TableTiktok Pricing Table  
Follower Count Tiktok Post Fee

1,000-5,000 followers £100-£200

5,000-10,000 followers £200-£350

10,000-20,000 followers £350-£500

20,000-50,000 followers £400-£600

50,000-100,000 followers £600-£750

100,000-200,000
followers

£750-£1000

200,000-500,000
followers

£1000-£2000

500,000-1 million
followers

£2000-£3000

1-10 million followers £2500-£3500

10-20 million £3500-£4500

20-30 million £4000-£5000
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YouTube EngagementYouTube Engagement
YouTube pricing was highly requested by our Influencer
Network. Even though the platform isn’t as widely used by
newer creators, its recent launch of YouTube Shorts (a
contender to TikTok videos and Instagram Reels) shows
the platform isn’t going anywhere. 
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YouTube engagement is traditionally calculated as (likes +
comments + shares) / number of subscribers) x100). 

However, our panel of experts stressed that from their
experience, much like TikTok, brands and agencies place
more value on views. 

Deliverables on YouTube are different to the other
platforms and YouTube creators are often asked for one of
the following: 

An Integrated Video is when only a small portion of the
video is sponsored (we’ve chosen 1-3 minutes) and the
remainder of the video. 

A YouTube Short which is a completely different format
and the platform’s competitor to TikTok or Instagram Reel
content.
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YouTube pricing has been the most challenging of the
three platforms, for us to determine fee consistency, due to
the conflicting rates that creators have been paid
historically, compared to the volume of work that goes into
creating high quality video content.

YouTube Creators have traditionally been paid based on
Cost per View (CPV), but our talent team stressed that this
undervalues the skills required to be a successful YouTuber.
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Youtube Pricing TableYoutube Pricing Table  

Subscriber Count
Dedicated 5-20

minutes Video Post
Fee

Integrated
Video Fee

YouTube Short
Fee 

1,000-5,000 followers 200-450
40% of

Dedicated
video fee

20% of
Dedicated
video fee

5,000-10,000
followers

300-700
40% of

Dedicated
video fee

20% of
Dedicated
video fee

10,000-20,000
followers

500-850
40% of

Dedicated
video fee

20% of
Dedicated
video fee

20,000-30,000
followers

600-1000
40% of

Dedicated
video fee

20% of
Dedicated
video fee

30,000-50,000
followers

750-1500
40% of

Dedicated
video fee

20% of
Dedicated
video fee

50,000-80,000
followers

1200-3000
40% of

Dedicated
video fee

20% of
Dedicated
video fee

80,000-100,000
followers

2000-5000
40% of

Dedicated
video fee

20% of
Dedicated
video fee

100,000-200,000
followers

3000-10000
40% of

Dedicated
video fee

20% of
Dedicated
video fee

200,000+ followers 5000-15000
40% of

Dedicated
video fee

20% of
Dedicated
video fee
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Contractual FeeContractual Fee
CalculationsCalculations

Now you have an idea of what to charge for your base rate,
it’s time to add on the extras, because it’s very rare that a
campaign won’t come with additional contractual
obligations. 

DeliverablesDeliverables  

Influencer Pricing Report  

Social platform specificity (e.g. “Instagram Reel” vs
“video content” which could suggest a video on any
platform) 
An understanding of the frequency or amount of the
content (e.g. 1x Instagram Reel, 1 x Image feed post and
1x 1 minute story) 
Length of any video content (e.g. One minute in length)

Deliverables refer to the content you’re agreeing to create,
stated in the contract. In order to avoid miscommunication,
the deliverables usually specify: 
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Which content and personal information will be used? 
Which platform(s) will my content be used on? (e.g. Social
Media: Instagram, TikTok)
What form of media will my content be reproduced on? (e.g.
Websites, Newsletters, TV Adverts)
Which territory will my content be used in? (Which country /
Countries) 
How long is the term for using my content? (6 months? A
year?)

Usage Rights refers to a brand’s licence to use, or right to access,
content you have created. You always have the option to avoid
usage, but if you are interested, below are some key questions to
consider in your Usage terms:

It is advised to avoid anything longer than 12 months, as you
don’t know what will happen in that time. Anything stated in
“perpetuity” (forever) should be avoided. 

Usage and IP RightsUsage and IP Rights
Influencer Pricing Report  

Usage is one of the most common areas to make the majority of
amendments and negotiations before a contract is signed, as
hidden ambiguities can often appear. It is important to check
each clause as you may agree to specific content, but not
intellectual property for example stating a name or a logo.

Be mindful of when any clause seeks to edit, copy, adapt or
translate your content or words. If you have agreed to usage, an
important clause addition can be to require content approval
from yourself before any publication. 
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Exclusivity is when a brand asks you not to post or work with
any of their competitors for a period of time around your
content live date or partnership. Exclusivity can be an
opportunity to charge more from a brand, as you have to
consider the potential loss in cost by not taking on other
brands.

ExclusivityExclusivity  

If an agreement for exclusivity is reached with a brand, it is
always good practice to define a full list of competitors to
avoid any potential clashes. It is also prudent to understand if
the exclusivity terms apply across all social media platforms.

We suggest you think about what you might be missing out on
during the exclusivity period and price accordingly. So, if you
are not permitted to work with any brand competitors for 2
weeks, how likely would it be that you could be missing out on
another paid opportunity and what does that cost look like?

3 months - 25% 
6 months - 50%
1 year - 100%

UK (or any individual country in Europe) - 100%
USA - 200%
Europe - 300%
Worldwide - 450%

1 year (100%)
Full digital (200%)
UK only (100%)
Usage: £8,000 

The deliverable fee should be used as a base for the
percentages above. For example: 

Usage =Usage =
  Deliverables x [(Territory%/100) +Deliverables x [(Territory%/100) +

(Media%/100) + (Term%/100)](Media%/100) + (Term%/100)]

Social only (eg paid boosting) - 75%
Company Website - 100%
All digital media - 200%

TermTerm MediaMedia

TerritoryTerritory

Deliverables: £2,000Deliverables: £2,000

Total: £10,000Total: £10,000  
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Following and engagement rates are the base of influencer
pricing, but additional to this, we also look at the influencer
themselves and if there is anything else that they are able
to provide to the campaign. 

Additional FactorsAdditional Factors
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Creators who are also experts in their fields, such as
medical professionals, aestheticians and accountants, are
often paid between 30-50% higher than traditional
creators, as they provide an additional layer of expertise to
the campaign. 

Our panellists were all in agreement and one stated that
expert influencers, such as medical doctors, are “qualified
to understand the formula, and therefore their
endorsement of a product would be more impactful than
an influencer who has not studied this world. So if the
campaign relies and benefits specifically on an influencer's
qualifications and education, I would say they should
charge more.” 
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With the rise of the Nano-Influencer and UGC Creators, we
felt that it was extremely important to talk about gifting. In
our original report in 2021 many brands who contributed
noted that depending on ROI expectations, some nano-
influencers may be expected to receive gifting in lieu of
payment. In the last 2 years we have seen a decrease
around interest in follower count and an increase in interest
in engagement and creative output for many of our clients. 

GiftingGifting  
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Gifting, also known as seeding, is an important part of any
influencer campaign. Although it has a bad reputation
amongst many creators, a majority of influencer campaigns
will have a seeding element, as well as paid. With this in
mind, we strongly believe that no brand should expect any
content from creators when the exchange is on a gifting
basis only. This may be different for higher price point
products or experiences, such as holidays and travel or
beauty treatments and services.
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We regularly encourage influencers to build relationships
with brands in an organic way and this often starts with a
gifted product or experience. Campaigns that start with
gifting and turn into paid collaborations are often praised
by audiences as they are witnessing the relationship
between the brand and the creator blossom. We encourage
influencers to work with brands on a gifted basis when
appropriate, but don’t encourage brands to take advantage
of this and only work with creators in a gifting-only
capacity, as it belittles the industry and the role of content
creators. 

In the eyes of the Advertising Standards Authority (ASA),
posts relating to a gifted product, experience or services
are categorised in the same way as paid brand
partnerships. With the ASA recognising the former as
“payment in kind”, rather than “financial benefit”. This is
why influencers should always use #ad in both cases.

Ad DisclosureAd Disclosure    
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Creating this report was a real eye opener for us, as it
exposed the lack of knowledge around appropriate pricing
for influencer campaigns. Although it was disheartening to
see the low fees submitted from creators, it reinforced how
necessary reports like this are for the industry. 

Final thoughtsFinal thoughts
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~ Charlotte & The SevenSix Team 

XOXO

We would like to thank all the influencers who took their
time to complete the pricing survey, this report wouldn’t be
possible without you! We would also like to thank all the
talent agencies and our industry experts who shared their
time, knowledge and experience to ensure this report was
as robust as possible. It has been extremely cathartic
creating this report, a pillar piece that highlights everything
SevenSix was created for. 

Creators we hope this helps you shape your influencer
career into everything it can be. Brands and agencies, we
hope this makes you feel empowered in your campaign
process, knowing you have made realistic and informed
decisions when it comes to your campaign budgets. 
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ContributorsContributors

Becky Owen & Geo West
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“We welcome the SevenSix Agency Influencer Pricing
Report. Some of the findings make for uncomfortable
reading as they highlight the continuing inequities that exist
in some quarters of our nascent industry. But the use of
evidence-based data is essential to professionalising our
sector. 
 
Our industry is working towards making these practices of
inequity the exception. For instance, this report offers a
practical toolkit with which influencers can negotiate fair
and equitable brand collaborations. 
 
IMTB members are bound by a Code of Conduct which
enshrines principles including fairness, integrity, and
championing equality. IMTB also worked with ISBA to
review its influencer marketing code and to introduce a
clause that recommits marketers to the principle of equal
pay for equal work.

A Note from IMTBA Note from IMTB
Influencer Pricing Report  

- Scott Guthrie, Director General, 
Influencer Marketing Trade Body

Copyright © 2023 SevenSix Agency Limited


