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Methodology

This report is brought to you by Cloudbreakr, the leading social media analytic company
in ASEAN that empowers enterprises to navigate the world of influencer marketing with
data and efficiency.

This report tells you the influencer marketing activities and is based on an extensive
collection of social media posts on Instagram and Facebook, focusing on the 3rd Quarter
of 2024. Our advanced analytic engine covers over 30,000 influencers and content
creators in Hong Kong, providing a comprehensive view of the influencer marketing
landscape.

The engine also monitors over 5,000 brands includes both local and international
brands from 22 different industries, ranging from clothing to financial services to food &
beverage and luxury fashion (Full list as shown in the table).

How do we identify brand sponsored content?

Cloudbreakr identifies brand sponsored content by matching brand’s unique hashtags and
brand-specific keywords.

To avoid irrelevant posts such as #00TD (Outfit of the Day) when collecting brand sponsored
content, we manually screen and verify the posts to ensure that only relevant posts are
included in the analysis. This involves having human reviewers carefully evaluate each post
to determine its relevancy to the brand.

How do we calculate the influencer cost?

We consider various types of influencer content, including photo posts, Instagram reels,
and video posts, across different social media platforms. To calculate the cost, we compile
a pool of rate cards provided by influencers representing diverse tiers. These rate cards
serve as a reference only. The actual cost should be referred to the influencer quotation.
Worth to note, we solely focus on the influencer fees and do not include production costs or
advertising expenses related to the campaigns.

Industry Coverage

Attractions

Automotive

Beauty & Cosmetics

Clothing, Footwear & Accessories

E-commerce & Online Platform

Electronics & Appliances

Food & Beverage

Financial Services

Government Organization

Health & Wellness

Household Products

Watches & Jewelry

Luxury Fashion

Music, Gaming & Entertainment

Non Profit Organization

Personal Care

Shopping Mall

Sports Gear & Outdoor Accessories

Retail Outlet

Telecom

Toys & Anime

Travel & Hospitality




Definitions of Influencer Tier

The different tiers of influencers
are typically defined based on
their reach, engagement, and
follower count. Here are the
general definitions for each tier:

: These are
typically the most well-known
and influential individuals on
social media platforms, often
with millions of followers. They
are usually celebrities or high-
profile personalities, and their
endorsement can have a
significant impact on a brand’s
visibility and reputation.

: These
influencers have a large following,
typically ranging from 100,000 to
1 million followers. They have a
broad reach and can help brands
reach a wider audience. They are
often industry experts, thought
leaders, or social media stars.

: These
influencers have a following
ranging from 30,000 to 100,000
followers. They are often experts

in a specific niche and have a
dedicated following that is highly
engaged with their content.

Micro Influencers: These
influencers have a smaller
following than middle-tier
influencers, typically ranging from
10,000 to 30,000 followers. They
have a highly engaged audience
that trusts their opinions and
recommendations.

Nano Influencers: These
influencers have a very small
following, typically ranging from
1,000 to 10,000 followers. They are
often everyday people who are
passionate about a particular
topic and have a highly engaged
community that values their
insights and opinions.



In Q3 2024,
HK$135 million (+10.4%)

influencer marketing spending

1,042 (-75%)

brands engaged Influencers for marketing campaigns

2,881 (-16.9%)

Influencers are involved

'The percentage change is compared to Q3 2023 data.
*The overall spending is calculated based on a pool of samples of rate cards provided by Influencers from different t iers.
**This report only covers Instagram and Facebook Influencer spending.



Industry contribution of influencer marketing spending in Q3 2024

" The percentage change is compared to Q3 2023



il

N

© O N o s~

S

Top 20 Influencers in Q3
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Remarks: The influencer ranking reflects the brand collaborations compared to Q2 2024.
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Overview

In Q3 2024, Hong Kong's influencer marketing spending
reached HK$135 million, marking a 10.4% increase
compared to the previous year. The top five leading
industries—Beauty & Cosmetics, Luxury Fashion, Clothing,
Footwear & Accessories, Food & Beverage, and Watches &
Jewelry—collectively accounted for nearly 60% of the total
expenditure. Beauty & Cosmetics led the pack with HK$28.1
million, followed by Luxury Fashion at HK$18.3 million,
Clothing, Footwear & Accessories at HK$13.6 million, Food
& Beverage at HK$11.1 million, and Watches & Jewelry at
HK$9.6 million.

The top 20 influencers list saw fresh additions like Jace
Chan (F#lsk), Cecilia Yeung (#3&), Pony Pong, and
Christy Lee. These influencers formed partnerships
with brands across various sectors, including Financial
Services, Beauty, and Luxury Fashion, reflecting the

dynamic evolution of the influencer landscape.
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INDUSTRY REVIEW:
Key players and their influencer strategies



In Q3, the Watches & Jewelry industry in Hong Kong's influencer marketing sector recorded a total spending of HK$9.6 million. The top three key players—Chow

thChes & Tai Fook Jewellery, Tiffany & Co., and Chow Sang Sang Jewellery—dominated the scene.
Jewel ry Chow Tai Fook Jewellery led the spending with HK$1.6 million, promoting its “Palace Museum (#E%%!)” collection through collaborations with influencers like
Elva Ni (2 £8) and Cecilia Yeung (#53Ef), while celebrating its 95th anniversary and the opening of a flagship store in Centrall.

Tiffany & Co. spent HK$1.1 million, engaging popular female influencers such as Elva Ni ({7£8), Marife Yau (E8Z &), Laurinda Ho (fili85&), Jennifer Yu (£7%&), and
Jace Chan (B##5k) to spotlight its iconic Tiffany Lock series.

Chow Sang Sang Jewellery invested HK$0.98 million, collaborating with Charmaine Sheh (52 ), Jason Chan (BiH5), Serrini, and Pomato (Z\E7ii) to promote
the “Timeless Resonance” exhibition held in Kai Tak.

Top 10 Watches & Jewelry brands in Q3


https://www.instagram.com/p/C-40398J9jr/
https://www.instagram.com/p/C-46k9CT9Ve/
https://www.instagram.com/p/C-KEJrlpWyp/
https://www.instagram.com/p/C-J0HQfS-3p/
https://www.instagram.com/p/C-KYld4hzWb/
https://www.instagram.com/p/C-KCEc3ScR-/
https://www.instagram.com/p/C-KI2wizsvl/
https://www.instagram.com/charmaine_sheh/p/DAIQh8_SJa0/?img_index=1
https://www.instagram.com/ckw720/p/DANJVfMzyDB/
https://www.instagram.com/gwendolyn.spot/p/DAWEOZxP8zj/?img_index=1
https://www.instagram.com/pomatohk/reel/DAVfsF_PXZI/

Financial
Services

In Q3, the Financial Services industry in Hong Kong allocated HK$6.5 million to influencer marketing. The top three contributors were HSBC, AXA, and Hang
Seng Bank. HSBC led the spending with HK$2.9 million, promoting its products and special offers through collaborations with top and macro influencers such
as Charmaine Sheh (5% £), Ali Lee (Z={Fi%), and Kay Tse (#i%3H). These partnerships aimed to enhance the visibility of HSBC's offerings and connect with a
broader audience through well-known public figures.

AXA invested HK$0.7 million, partnering with influencers like Cecilia Yeung(#532Et), 5775, and Pumpkin Jenn to highlight insurance products tailored for travelers,
freelancers, and the self-employed. The collaboration effectively showcased how AXA’s insurance solutions can protect these specific groups, making the
partnerships a strategic touchpoint for connecting with a niche market.

Hang Seng Bank, with HK$0.5 million, teamed up with Kok Tak Chiu (#1£82) and Sandra Ng ((2Z10) to promote their Prestige and Family+ bank accounts. The
campaign focused on how these accounts can simplify and manage banking services for families, positioning Hang Seng Bank as a solution for modern family

banking needs.

Top 10 Financial Services brands in Q3


https://www.instagram.com/reel/C86N1giRwVN/
https://www.instagram.com/p/C-Coo__PUz0/
https://www.instagram.com/p/C_nYM6oP6iM/
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https://www.instagram.com/reel/DATRvJAS3AQ/
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https://www.instagram.com/reel/C9wJhC3BO2_/

10.

Beauty &
Cosmetics

In Q3, the Beauty & Cosmetics industry in Hong Kong saw a total influencer marketing spend of HK$28.1 million, making it one of the most prominent sectors.
SHISEIDO and Chanel Beauty both led the industry with HK$1.9 million in spending each, while La Mer followed closely with HK$1.6 million.

SHISEIDO's campaigns involved collaborations with members of the popular boy band Mirror, including lan Chan (BREE), Anson Lo (E#E), Keung To (Z7&), and
Edan Lui (B8 % 1 The strong fan engagement from these influencers’ followers translated into significant support for SHISEIDO’s promoted products, amplifying

the brand’s reach and effectiveness.

Chanel Beauty focused on partnering with top beauty influencers, such as Asha (#58%), Sofiee Ng (2E87), Emi Wong (F££42), and Christy Lee. These influencers
helped boost visibility for Chanel Beauty’s latest skincare line, driving engagement and product interest among their audiences.

La Mer hosted a “Night with LaMer” event, introducing their NEW Rejuvenating Night Cream. Celebrities and beauty influencers like Charmaine Sheh (&5 £),
Jennifer Yu (R&E &), Zelia Chung (§£:%32), and Moonie Chu (k2 %) were invited, further elevating the brand’s luxury appeal and expanding its influence through
these high-profile collaborations.

Top 10 Beauty & Cosmetics brands in Q3


https://www.instagram.com/reel/C-9j6hCPANC/
https://www.instagram.com/reel/C-4WJpzypyE/
https://www.instagram.com/reel/C-1kz02hIT-/
https://www.instagram.com/reel/C-6zK7yySZi/
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https://www.instagram.com/reel/C9jOdYgy-K8/
https://www.instagram.com/reel/C-nAEJwPLfM/
https://www.instagram.com/reel/C_UlI1mRWDo/
https://www.instagram.com/p/C-aS4B5yxTB/
https://www.instagram.com/p/C_QRi-tyJkh/
https://www.instagram.com/reel/C_VHQtaRilH/

1.

Personal Care

In Q3, the Personal Care industry in Hong Kong invested a total of HK$5 million in influencer marketing. The top three players—Sabon, Dettol, and Sensodyne—
collectively contributed to this spending, leveraging collaborations with both celebrities and influencers to promote their products.

Sabon led with HK$0.6 million, collaborating with Edan Lui (2 &%) and Hong Kong athletes Calista Lam (#1E4E) and PAKHUNG (5E1H3%E) to promote its crossover
hair products and the latest Paris series. These partnerships helped Sabon connect with a diverse audience, combining both pop culture and athletic appeal.

Dettol allocated HK$0.5 million, targeting the Gen Z demographic through influencers like Sabrina (Fil7k), 2755, and Jessica Chan ([&EE%) to promote its Dettol
Profresh shampoo and skincare line. This approach allowed Dettol to engage a younger audience, aligning its brand with modern skincare trends.

Sensodyne, spending HK$0.4 million, partnered with celebrities such as Chloe So (E#£5), Anjaylia Chan (BRE ), and Sarah Song (REELE) to promote its
toothpaste. These collaborations enhanced Sensodyne’s visibility and positioned the brand as a go-to choice for oral care among a broad range of consumers.

Top 10 Personal Care brands in Q3


https://www.instagram.com/reel/C-iBVgJS21D/
https://www.instagram.com/reel/C-KielFhZNo/
https://www.instagram.com/reel/C-KqjXbPsQW/
https://www.instagram.com/p/C-SLpc2yapz/
https://www.instagram.com/reel/C-cicj0vhuU/
https://www.instagram.com/p/C-KdVacynM-/
https://www.instagram.com/p/C-b1p72SCa8/
https://www.instagram.com/p/C_k6JsyygJF/
https://www.instagram.com/p/DAJCL6nhk34/

12.

Food &
Beverages

In Q3, the Food and Beverage industry in Hong Kong saw a total influencer marketing spend of HK$11.1 million, with Garden 5#§, Nescafe, and Bonaqua leading
the way.

Garden 18 invested HK$0.9 million, collaborating with influencers from diverse verticals, including Coffee Lam (#%4%), Grace Chan (BEgLHE), Kaho Hung (=
=), and Sico, to promote its latest brown sugar rye bread. Each influencer highlighted different scenarios where Garden'’s bread could replenish energy, aligning
the product with various lifestyles and needs.

Nescafe spent HK$0.7 million on a campaign featuring popular celebrities Tyson Yoshi and Do Do Cheng (28#%) to promote its coffee made in Korea. The
celebrity collaborations helped Nescafe strengthen its brand presence, especially among coffee enthusiasts.

Bonaqua also allocated HK$0.7 million, partnering with top female influencers lvy So (&), Chloe So (Ekf£52), and Cecilia Yeung (#53Ef) to promote its
recycling campaign “Choose Less Choose Bonaqua.” The campaign aimed to encourage consumers to choose Bonaqua water made with recycled materials,
aligning with the growing eco-conscious movement.

Top 10 Food & Beverage brands in Q3


https://www.instagram.com/reel/C9MHZfrymj1/
https://www.instagram.com/ghlchan/reel/DAGG602JMGE/
https://www.instagram.com/hungkaho/reel/DAP56s0ynIJ/
https://www.instagram.com/hungkaho/reel/DAP56s0ynIJ/
https://www.instagram.com/p/DAXfZsfhsrI/
https://www.instagram.com/reel/C-wV8-hyIC8/
https://www.instagram.com/p/C-2cu3xPkFx/
https://www.instagram.com/reel/C-J2ADnSZvy/
https://www.instagram.com/reel/C-J3JNcSgmf/
https://www.instagram.com/reel/C-JzppfNc2z/

13.

To obtain a full industry analysis or customized report for
your brand, please reach out to our research team.



mailto:jay.chow%40cloudbreakr.com?subject=Custom%20Report%20Inquiry

14.

Power up your Influencer marketing strategy

Social media listening

Influencer Discovery Competitor monitoring and analysis

Influencer campaign management Influencer profile analysis


https://calendly.com/cloudbreakr-1/influencer-marketing-consultation-with-cloudbreakr

About Cloudbreakr

Cloudbreakr is a leading social media & Influencer intelligence
company, with business operations in Hong Kong, Taiwan,
Malaysia and Thailand. With the in-house advanced analytic &
artificial intelligence technology, the company offers Influencer
and content discovery tools, customized analysis report and
Influencer marketing strategy services to over1,000 multi-national
companies, brands and advertising agencies.
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+852 6310 5556
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