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Abstract— Social media has become an essential tool for businesses, organizations, and individuals to reach their target audience, 

promote their brands, and engage with their communities. Users, who accumulate a large following through a visual and textual 

narration of their personal life and lifestyle in posts and videos, are called influencers. Advertisers select and reimburse influencers for 

their sponsored content based on the engagement, as key performance indicators (KPIs), generated by their posts. This research provides 

insights for both: advertising companies and scholars. It contributes to literature by critically reevaluating current impact success 

measurements of sponsored influencer brand content on Instagram. Since its inception in 2010, Instagram has become increasingly 

popular as a social media platform. It is considered one of the leading social media platforms for sharing photos and videos, with high 

engagement rates among the users. Measuring the impact of sponsored content on Instagram is essential to evaluate the success, to 

determine the return on investment of the social media effort, and also to be able to make well-founded decisions about future 

investments. Consequently, adducted metrics of success measurement should be valid, objective and with little possibility to be 

manipulated by the influencer. 

 

Index Terms—impact measurement metrics, Instagram. 

 

I. INTRODUCTION 

Social media has become an essential tool for businesses, 

organizations, and individuals to reach their target audience, 

promote their brands, and engage with their communities [1]. 

Platforms like Facebook, Twitter, Instagram, and YouTube, 

among others, allow users to share their thoughts, opinions, 

and experiences with a large audience. Users, who 

accumulate a large following through a visual and textual 

narration of their personal life and lifestyle in posts and 

videos, are called influencers [2], [3]. Their user-generated 

content is considered as genuine and honest insights, and 

therefore followers are more likely to trust these 

recommendations compared to brand-generated 

communications [4], [5]. Advertisers select and reimburse 

influencers for their sponsored content based on the 

engagement, as key performance indicators (KPIs), generated 

by their posts. The most commonly used way to measure 

success of sponsored content is by tracking likes, shares, 

comments, and followers [6]-[8]. However, these metrics can 

be influenced by various factors, including the timing of the 

post, or the type of content, but also lotteries, personal 

appeals of the influencer to like, comment and/or share the 

content, and the bid to follow fellow influencer. These 

methods can change the number of likes, shares, comments 

and followers significantly, possibly falsifying the KPI in 

terms of an engagement rate with the advertised brand. 

This research provides insights for both: advertising 

companies and scholars. It contributes to literature by 

critically reevaluating current impact success measurements 

of sponsored influencer brand content on Instagram. Since its 

inception in 2010, Instagram has become increasingly 

popular as a social media platform. It is considered one of the 

leading social media platforms for sharing photos and videos, 

with high engagement rates among the users [9]. Measuring 

the impact of sponsored content on Instagram is essential to 

evaluate the success, to determine the return on investment of 

the social media effort, and also to be able to make 

well-founded decisions about future investments. 

Consequently, adducted metrics of success measurement 

should be valid, objective and with little possibility to be 

manipulated by the influencer. 

II. THEORETICAL FRAMEWORK 

Instagram is a social media platform that enables users to 

share photos, videos and stories with their followers. 

Launched in 2010, it has since become one of the most 

popular social media platforms [10]. It can be characterized 

as a picture-sharing, entertainment-oriented network, which 

is based on creative visual content [6], [11]. Users engage on 

this platform to interact with others through likes, comments, 

and direct messages. While pictures can be posted 

permanently, stories are short-lived videos or photos, which 

disappear after 24 hours. They provide an intimate and 

authentic glimpse into the life of the users. Overall, it is a 

visually-focused and highly engaging social media platform 

that has evolved to a popular location for both personal and 

business use. 

Influencers on Instagram are users who have a large 

following and create content that resonates with their 

audience. Whether one is a musician, athlete, fashion lover or 

a student next door, anyone can be an influencer [12]-[14]. 

They have the power to shape opinions, drive trends, and 

influence consumer behavior. Studies have shown that 

influencer communication impacts the consumers attitudes 

[15]-[17], intentions [7], [18], and follower engagement [19]. 
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By sharing a multimodal narration of their personal everyday 

lifes and opinions via pictures, videos, texts, hashtags etc. 

they have created sizeable social networks [20], [21]. 

Instagram influencers are assumed to be reliable, 

cost-efficient and -effective brand endorsers [22], [23], [20]. 

Compared to traditional celebrity endorsements, consumers 

assess Instagram influencers to be more accessible, credible 

and therefore more authentic and trustworthy. By means of 

their large follower size marketing messages can be 

amplified, while reaching the targeted audience, and leading 

to favorable outcomes such as electronic-word-of-mouth 

(eWOM) and purchase intention [24]-[26]. As a result, 

companies engage with influencers for compensated 

communication purposes [27]. 

Instagram influencers can be classified based on various 

factors, such as 1) follower size, 2) content niche, 3) 

geographical reach and many more [28]. One way to 

categorize is by 1) the size of the influencers’ follower base 

[29]-[31]. Understanding this spectrum allows brands to 

tailor their influencer marketing strategies to fit their goals, 

whether that involves reaching a broad audience, targeting a 

specific niche, or fostering deep connections with a 

community [32]. There are four subcategories to the follower 

size: A) Mega-Influencers: often exceeding millions of 

followers with a reach across various demographics and 

industries. Ideally, they are used for large-scale brand 

promotions [33], [34]. B) Macro-Influencers: 100.000 to one 

million followers, often specialize in specific niches or 

industries. Due to higher engagement rates compared to 

mega-influencers, macro-influencers foster a sense of 

community and thereby are more effective for targeted 

marketing campaigns [35]. C) Micro-Influencers: 10.000 to 

100.000 followers, they are recognized for high engagement 

rates and strong connections through authenticity and 

relatability with their audience and therefore are ideal for 

niche marketing [9], [36]. D) Nano-Influencers: 1.000 to 

10.000 followers, they have a smaller but highly engaged and 

loyal community. Nano-Influencers can have significant 

impact within specific communities [37]. Influencers can 

also be categorized by 2) content niches. In order to align 

their products or services with the right audience, brands 

collaborate with influencers in specific niches. From beauty 

and fashion to technology and gaming, influencers wield 

their expertise and passion to connect with their followers 

across various domains [38]-[40]. The geographical scope of 

influencers ranges from local tastemakers to international 

trendsetters. This is essential for brands, which aim to target 

specific markets or establish a global presence [41]-[43]. 

There are two sides to content on Instagram: regular 

editorial content produced by the influencer, and so-called 

native advertising, also known as sponsored content. The 

second category refers to paid promotional material, which 

often mimics the format and appearance of regular content 

[44]. A notable characteristic of native advertising is its 

presentation, as it is seamlessly integrated alongside and 

often mixed with non-sponsored content [45]. Brand 

managers face constrained control over the native advertising, 

with the ability to provide only broad guidelines. However, 

this limited control is willingly accepted as it allows 

influencers to convey messages genuinely, preserving their 

authenticity and trustworthiness [46], [25]. The integration 

into the regular editorial content creates a challenge for 

followers on Instagram to distinguish between advertising 

and non-advertising content, which may lead to different 

consumer reactions and therefore may affect the impact of the 

advertising content [27]. 

Collaborations with influencers can span a spectrum, 

encompassing anything from individual posts endorsing a 

product to establishing long-term ambassadorships and even 

launching extensive product lines exclusively dedicated to 

and branded by a specific Instagram influencer [47]. The 

compensation also exhibits considerable diversity, ranging 

from receiving a complimentary product sample to earning 

substantial sums, sometimes reaching hundreds of thousands 

of dollars [48]. 

To elucidate the significance of impact measurement 

metrics in influencer marketing on Instagram, this article sets 

forth two primary research questions: 

Research question 1: What metrics are predominantly 

utilized to measure the impact of content on Instagram? 

Research question 2: Can these metrics serve as valid and 

reliable proxies for the perceived impact of content posted by 

Instagram influencers as native advertising? 

III. METHOD 

To address these inquiries, a systematic overview on 

previous research on measurement methods of the impact of 

online content is presented. On the basis of 87 scientific 

articles published between 2015 and 2023 on measurement 

methods of the impact of online and Instagram content, a 

conceptual background of diverse measurement metrics for 

Instagram content is presented. Recent research obtains only 

rudimentary, non-systematic and fractional insight on the 

whole spectrum of measurement metrics [46], [49]. Therefor 

the subsequent section provides a critical evaluation of these 

metrics, followed by the conclusion and future research 

directions. 

IV. INSTAGRAM IMPACT MEASUREMENT 

METRICS 

Next to the task of selecting the right influencer for a 

collaboration, the measurement of the resulting campaigns’ 

outcome represents one of the major challenges of Instagram 

influencer brand relations [50]. Even though many studies 

have attested positive effects of influencer content on 

Instagram, marketers deem it difficult to quantify these [51]. 

There are various methods for measuring the impact of 

sponsored content on Instagram. The most used methods are 

(1) engagement metrics: likes, shares, comments and 

followers. These operating figures measure the level of 
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interaction between a brand and its audience [52]-[56], [46]. 

They are accessible to the public and easy to interpret. (2) 

Reach metrics: quantify the number of people who have 

viewed the post or seen the reel [57]. The results of surveys of 

Gräve (2019) [50], Linqia (2016) [58], and Solis (2016) [59] 

also correspond to these two categories of impact 

measurement methods. The studies show that social media 

professionals evaluate influencer campaigns mainly based on 

the critical but yet easily quantifiable and available rate of 

engagement and reach. Another method are (3) traffic metrics: 

measurements of the number of visitors to a website or 

landing page by clicks, conversions and bounce rates [60]. (4) 

Sentiment metrics: are positive, negative and neutral attitudes 

and emotions expressed by the followers [61]. And finally (5) 

ROI metrics: the return on investment of an Instagram 

campaign can be measured by cost per lead, cost per 

conversion, and customer lifetime value [62]-[64]. These 

performance-related indicators are often used to compensate 

the influencers based on the success of the campaign, e.g. 

purchases via allocated influencer affiliated links [46]. 

Platforms like influencerdb.net, socialbakers.com, or 

socialblade.com systematically gather these metrics into 

databases, calculate supplementary metrics, and provide 

assistance to marketing professionals in identifying 

Instagram influencers and assessing their impact [50]. 

V. CRITICAL EVALUATION 

The utilization of metrics often triggers a phenomenon 

known as “reactivity”, which implies that individuals tend to 

alter their behavior in response to being assessed, observed, 

or measured [65]. Consequently, those who are subject of 

evaluation through numerical measures adopt practices and 

representations aligned with these metrics. This reciprocal 

relationship affects the very nature of what the metrics were 

originally intended to measure [66]. According to Duffy 

(2018) [67], influencers put in significant effort to enhance 

their visibility on Instagram, primarily with the goal of 

securing sponsored deals. He notes that these influencers go 

to such lengths that the pursuit of visibility and sponsorship 

opportunities can sometimes shift the focus from personal 

expression to strategic self-promotion in the digital space. In 

order to ensure that no manipulation is done, companies 

should monitor the influencers’ activity before, while and 

shortly after the promotion [50], [68]. The time-consumption 

of this research is in opposition to the indemnification of a 

product-fit influencer and a greater precision of pinpoint 

metrics [69]. 

Even though ROI metrics are mentioned rather often in 

combination with performance related influencer 

compensation [62], [63], these impact measurements are not 

further evaluated in literature. Perhaps this lack of discussion 

is due to the austerity of the metrics: “cost per lead” (CPL) 

are generated through contacts/ leads of potential customers 

via the brand link included in the content of the influencer. If 

this contact is converted into a purchase it is called “cost per 

conversion” (CPC). If the primary goal is to drive immediate 

action, such as purchases, CPC may be a more relevant 

impact measurement compared to CPL. Whereas long-term 

brand building will be more difficult to measure by CPC. 

CPL may be well-suited for businesses aiming to foster 

relationships and engagement with their audience. Therefor 

the choice between CPL and CPC should align with the 

overall campaign objectives. Brands focusing on storytelling 

and relationship-building may find CPL more suitable, while 

those emphasizing direct sales may lean towards CPC. 

Furthermore, practitioners need to keep in mind, that the 

engagement rate can serve as a valuable metric in assessing 

influencer’s potential value to a brand, but only if that 

engagement directly correlates with the campaign goal, e.g. 

consumer purchasing behavior, public awareness, or image 

improvement [70]. Likewise, a significant volume of 

interactions can suggest compelling and captivating content 

that is likely to elicit a positive response from the audience in 

favor of the influencer marketing campaign. However, a 

mere count of interactions, such as comments, doesn’t 

provide insights into the nature of sentiment of these 

engagements. Also, Instagram influencers, being cognizant 

of the significance of such metrics, may strategically enhance 

their results, using e.g. raffles or personal appeals “to spread 

some love” via likes and comments, in order to boost the 

engagement [71]. Consequently, in addition to quantitative 

measurements, qualitative evaluations have to be conducted 

[52]. However, the before mentioned survey of Gräve (2019) 

[50], among 76 professional marketers, reveals a clear 

preference for easily measurable and readily accessible 

quantitative KPIs, like the number of interaction or reach, 

while qualitative metrics are hardly used. This pragmatic 

decision minimizes the costs of the evaluation process, but 

there is also a question of whether this shortcut genuinely 

reflects the desired outcomes, specifically, the creation of 

authentic, high-quality content that aligns with the brand 

image. Managers should be advised to prioritize sentiment 

measures derived from comments as a more valuable 

evaluation metric, rather than relying solely on 

straightforward heuristics such as reach or interaction rate 

[72]. However, this doesn’t negate the importance of the 

engagement- and reach-metrics. While these methods are 

necessary, they alone are not sufficient to ensure a reliable 

measurement of the impact of content on Instagram. 

VI. CONCLUSION 

Using likes, shares, comments, and followers as the sole 

measure of the success of sponsored Instagram content is 

problematic, as these engagement metrics are subjective and 

can be manipulated by non-brand related actions of the 

influencer. However, since there are no other alternatives to 

evaluate the engagement of followers yet, a holistic approach 

is recommended. To get a more accurate measurement of the 

success, it is important to take multiple metrics into account, 

including sentiment, traffic, conversions, and return on 
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investment. By using a combination of metrics, businesses 

and organizations can get a more comprehensive 

understanding of the impact of their social media efforts and 

make data-driven decisions about their Instagram strategies. 

Never the less, future research should investigate other 

determinants, which validate follower engagement, with 

regard to sponsored content effectiveness. 
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