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In Canada there are over 
882,000 active influencers on 
Instagram, TikTok & YouTube
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Toronto accounts for the largest share of active influencers in 
Canada, followed by Vancouver, Montreal and Calgary

Note: Data refers to active influencers in Canada that can be tracked in terms of location.
Source: Nielsen InfluenceScope, data are updated until 6th June 2022

114k
Influencers based in Toronto
Making it the top city in Canada for number 
of active influencers
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Edmonton
19.3k influencers

Calgary
27.9k influencers

Vancouver
47.6k influencers

Winnipeg
12.2k influencers

Toronto
114k influencers

Hamilton
6.8k influencers

Kitchener
2.4k influencers

Montreal
41.5k influencers

Ottawa
16.7k influencers

Quebec
5k influencers
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Instagram is the top platform for influencers, accounting for 54% 
of all Canadian-based creators

Note: Data refers to active influencers in Canada that posted at least a content during the last 6 months.
Source: Nielsen InfluenceScope, data are updated until 6th June 2022

480,000
Instagram influencers

360,000
Tiktok influencers

42,000
YouTube influencers

882,000
Total active influencers 
in Canada
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Nano influencers (1K-10K followers) are the most common type of 
influencer in Canada, followed by micro influencers

Source: Nielsen InfluenceScope, data are updated until 6th June 2022
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Nano influencers
1K-10K followers

Micro influencers
10K-50k followers

Mid influencers
50K-100K 
followers

Macro influencers
100K-1M followers

Mega influencers
>1M followers
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Toronto is the Canadian city with the largest volume of creators, 
while Calgary has the greatest proportion of nano and micro 
influencers

Note: Data refers to active influencers in Canada that can be tracked in terms of location. *With more than 100K followers
Source: Nielsen InfluenceScope, data are updated until 6th June 2022

Most popular Canadian creators
(locally based)

Username: @Nickeh30
Followers: 3.6M
Eng.Rate: 1.29%
Location: Halifax

Username: @Makeupbyalinna
Followers: 2.5M
Eng.Rate: 1.84%
Location: Toronto

Username: @Shinanova
Followers: 2M
Eng.Rate: 5.41%
Location: Puvirnituq, Nunavik

Username: @samdoesarts
Followers: 2M
Eng.Rate: 9.37%
Location: Toronto

Username: @abordonati
Followers: 1.7M
Eng.Rate: 1.22%
Location: Montreal

Most engaging Canadian creators*
(locally based)

Username: @geetgrewalverma
Followers: 143K
Eng.Rate: 202.6%
Location:

Username: @aalsiiindian
Followers: 128K
Eng.Rate: 142.6%
Location: Toronto

Username: @connectparul
Followers: 102K
Eng.Rate: 108.6%
Location: Montreal

Username: @peternguyen
Followers: 126K
Eng.Rate: 103.14%
Location: Toronto

Username: @re.cept
Followers: 112K
Eng.Rate: 102.85%
Location: Halifax

Creators distribution by tier
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Influencer demographics and engagement rates vary by platform

Source: Nielsen InfluenceScope, data are updated until 6th June 2022

Platforms Influencer demographics Engagement

Female – millennials
64% of Instagram influencers are female

High level of engagement
53% of IG Influencers with an engagement rate 
from 2% to 10%

Female – gen Z
62% of TikTok influencers are under 25

Highest level of engagement
13% of TikTokers with more than 15% 
engagement rate

Male – under 35
78% of YouTubers are under 35

Lowest level of engagement
69% of YouTubers with an engagement lower 
than 2%
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Fashion is the top investing 
industry in influencer 
marketing in Canada
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Fashion is the most active industry investing in influencers on 
social media in Canada

Source: Nielsen InfluenceScope, data are updated until 6th June 2022
The analysis is done by analyzing a sample of 200 branded contents published from Dec 2021 to April 2022

Is fashion the top industry 
worldwide? No.

In Asia beauty is the top investing 
industry in influencers

Fashion & accessories is the top 
industry in USA

In LATAM food is the top industry



Copyright © 2022 The Nielsen Company (US), LLC. Confidential and proprietary. Do not distribute.11

Global brands are making significant investments in influencer 
marketing in Canada to reach a local audience, especially in the 
fashion, beauty & tech industries

Source: Nielsen InfluenceScope, data are updated until 6th June 2022
The analysis is done by analyzing a sample of 200 contents published from Dec 2021 to June 2022

Fashion Active wear Home décor / 
appliances

Food & beverages

Beauty Accessories Tech
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To promote fashion-related content, the static format is 
outperforming other forms of content, as well as giveaways and 
inclusive sizing 

Source: Nielsen InfluenceScope, data are updated until 6th June 2022
The analysis is done by analyzing a sample of 200 contents published from Nov 2021 to May 2022

Analyzing the branded content promoted by Canadian influencers within the fashion industry, content such as 
giveaways, full body static format and content that promotes inclusive sizing are achieving the highest 
performance

What’s hot in the influencer fashion market?

Inclusive sizing clothing is the 
most promoted within the 
fashion category

Static format is still the top-
performing format to promote 
fashion-related products

Giveaways are achieving great 
performance on the influencers’ feeds

Top-performing branded fashion contents

Giveaways 
(2.5x overperforming)

Inclusive sizing
(1.5x overperforming)

Full body static format 
(1.2x overperforming)
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InfluenceScope challenge: Among 10 influencers, which one is 
best to promote high-end fashion brands to female millennials 
in Toronto?

Source: Nielsen InfluenceScope, data are updated until 6th June 2022

Allegra Shaw
354k followers

17
total 

score

Allana Davison
314k followers

16
total 

score

Samantha Guerrero 
469k followers

12
total 

score

Best for reach and relevance
great fit in terms of audience 

socio-demo data and interests

Best for resonance and relevance
outstanding level of engagements

Best for reach and return
poor relevance and 

resonance score

Average Create score
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There are different tactics
for implementing growth 
strategies with influencers. 
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Brands can leverage different tactics when using influencers to 
drive growth strategies. 

Contest /
giveaway

Collab
brand w
celebrity

Experience
format

Niche
hunting

Awareness Consideration

Mass audience

Niche audience
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Influencers can build and grow brands’ fanbases

The campaign promoted by Canada Goose for the FW 2021/22 season saw the involvement of 
numerous national and international personalities.

From the beginning of September to the end of February the average daily growth of the brand’s 
Instagram follower base was higher in the days in which Canada Goose received mentions from 
verified Instagram accounts of over 400 followers. 

Canada Goose average daily growth (FW 21/22)

According to our studies a set of factors including the influencer’s ability to drive 
engagement within his/her fanbase, the influencer’s audience composition and the 
content format allow to maximize the brand’s page followers growth. 
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Influencers also deepen audience engagement

Influencers also represent a key strategic asset when it comes to strengthening engagement 
through earned content as well as the use of image rights on the brand’s feed.

38% of content posted by Canada Goose during the FW 2021/22 season features influencers.
On average these posts obtained 56% more interactions with respect to the others.

Canada Goose average interactions (FW 21/22)

The top performing Canadian influencer on Canada Goose IG 
page is Ania Boniecka. The post in which she appears achieved 
over 9.4K total interactions (+137% with respect to content 
without influencers and +52% with respect to content featuring 
other influencers). Moreover, almost 1.2K users follow both Ania 
Boniecka and Canada Goose.
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Branded content promoting 
inclusivity and diversity is 
overperforming among 
Canadian creators
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Examples of how brands in Canada have partnered with creators 
to support themes related to diversity and inclusion

Sarah Ostiguy

X

Meta partnered up with body positivity creator 
Sarah alongside the Canadian eating disorder 

association to promote body inclusivity

2.5x Overperforming compared 
to other contents

Source: Nielsen InfluenceScope, data are updated until 6th June 2022

Shina Nova

X

Boss partnered up with Inuk indigenous
creator Shina Nova after she received 

traditional Inuk face markings

5.12x Overperforming compared 
to other contents

Musemo Handahu

X

Canadian jewelry brand Maison Birks partnered 
up with black creator Musemo to share pro-

bono initiatives to support women

1.7x Overperforming compared 
to other contents
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Nielsen InfluenceScope can 
guide your business through 
the whole influencer 
marketing funnel
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3 Nielsen tips for influencer marketing
That you can apply to your business today

Choose the right influencer tier Understand KPIs and audience Deliver customized experiences

Activate mega influencers to 
maximize reach and awareness, 
and nano and micro influencers
to reach a specific audience 
or niche.

Assess the influencers’ KPIs, 
audience socio-demo data, and 
audience interests before 
activating the right influencer for 
your goals.

Provide a customized 
experience that can resonate 
with the creators’ audience, and 
is aligned to your brand’s tone 
and voice.
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Influencer trends to watch

1 

2 

3 

4 

Increased democratization in decision-making as creators become 
more professionalized. 

An acceleration in the trend toward longer-term partnerships. 

From top-funnel-only marketing goals to mid and lower-funnel objectives 
as well.

A renewed focus on redefining measurement and success metrics. 
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Introducing: InfluenceScope

A data-driven approach to support marketers throughout the entire 
influencer marketing lifecycle. We evaluate personalities, helping 
brands select the influencers that best match campaign objectives. 
Once campaigns are in-flight, we measure the value of those 
partnerships to maximize effectiveness and ROI.
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Key challenges: Influencer marketing

Who is the best personality for 
my campaign? 

Is this personality worth 
the investment? 

Is our influencer roster 
delivering the desired results? 
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Data to support the influencer marketing lifecycle

Supporting 
your entire 
marketing 
workflow

Selection

Data-driven approach to select 
the perfect mix of influencers, 

ambassadors or testimonials

Measurement

Post-measurement, benchmarking and 
campaign evaluation

Tracking

On-going campaign assessment to 
optimize and maximize effectiveness
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Nielsen’s proprietary 4Rs approach
Key dimensions for portfolio management 

Reach

Measures the total reach across digital 
platforms and the quality of the 
reachable audience.

R R
R R

Resonance

Measures how fans are responding to 
the personality via engagement and 
associated sentiment.

Return

Measures advertising value equivalent, 
branded content vs organic activity and 
forecasted media value

Relevance

Measures the fit between the personality’s 
audience and a target audience (socio-
demo, interests, geolocation)
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