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Brand:

Iconic London

Activation

Iconic London smashed August thanks to its 
inclusion in IPSY’s BoxyCharm subscription. The 
cruelty-free makeup brand’s No. 1 hashtag was 
#GiftedByIpsy, which accrued $601.9k EMV via 
253 creators. Additionally, Iconic London 
enjoyed a 68% community boost, closing the 
month with 633 creators. The BoxyCharm buzz 
contributed to the impact of Iconic London’s 
incoming creators—creators who posted in 
August, but not July—who fueled $2.1M EMV, 
64% of the brand’s monthly total. Among them, 
musician Nathalie Paris (@nathalieparis on 
Instagram) proved Iconic London’s No. 1 EMV-
driver, inspiring $289.9k EMV. Overall, Iconic 
London secured $3.3M EMV, up 50% from the 
previous month. 

Highlight:

Brand:

Milk Makeup
Brand:

Nudestix

Highlight:

Community

Natural beauty brand Nudestix secured $6.0M 
EMV in August. The brand enjoyed a 52% MoM 
expansion of its creator community, with 1.7k 
creators in the ranks. Despite this swelling 
community, a majority of Nudestix’s EMV came 
from creators who had posted in both July and 
August. These retained creators powered $3.3M 
EMV, or 54% of Nudestix’s monthly total. Among 
them, No. 1 EMV-driver Victoria Lyn (@victorialyn 
on Instagram) collected $485.5k EMV via 55 
posts, a 65% MoM EMV increase. Victoria 
worked with Nudestix to produce a shade of 
blush, and reposted content that hyped her 
product collab. Overall, Nudestix improved its 
EMV by 48% MoM.

Narrowly missing the Top 10, Milk Makeup 
accrued $20.0M EMV. The brand expanded its 
EMV by 30% month-over-month thanks largely 
to its Hydro Grip Primer. The product collected 
$5.3M EMV in August alone, garnering support 
from 397 creators. Lindsey Rowley 
(@linsmakeuplooks on Instagram) drove $2.8M 
EMV (53% of the product’s monthly total) via 38 
pieces of content featuring the Hydro Grip 
Primer. As Milk Makeup’s No. 1 earner, Lindsey 
contributed $3.3M EMV for the brand overall, up 
198% from July. Meanwhile, Milk Makeup’s 
#LiveYourLook tagline resonated with creators, 
accumulating $1.5M EMV via GRWM (get ready 
with me) posts by Milk Makeup partners such as 
Meredith Duxbury (@meredithduxbury on 
TikTok) and Giovanni Rivera (@giofilmedthis).

Highlight:

Creator
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Brand:

Topicals

Product Launch

Product Launch

Product Launch

Topicals had a few reasons to celebrate in 
August, collecting $3.4M EMV and experiencing 
a massive 114% MoM gain. The #SkinTok 
community rejoiced when Topicals oicially 
entered the acne-scarring market by unveiling 
its innovative Sealed Active Scar Primer. To 
celebrate the release, Topicals hosted content 
creators for an exclusive dinner in New York City. 
Additionally, the brand honored its third 
anniversary by hosting a tropical getaway to 
Bermuda with creators like Aliyah Bah 
(@aliyahsinterlude on Instagram), Sean 
Garree (@seangarree), and Ishini 
Weerasinghe (@ishiniw), who tagged their trip 
content with #TopicalsTakesBermuda, which 
has garnered 2.6M TikTok views to-date. In all, 
this activity fueled the expansion of Topicals’ 
existing network by 93% MoM to 716 brand fans, 
and contributed to the brand’s 1.6k total 
mentions for August, a 146% MoM surge.

Highlight:

Brand:

RHODE Skin

Product Launch

Brand:

Murad

Highlight:

Science-backed skincare brand Murad secured 
a noteworthy $6.1M EMV this month, 
experiencing an astronomical 164% MoM EMV 
spike. This summer, the brand expanded its 
Acne Control range to include a new Rapid 
Relief Acne Sulfur Mask. Murad’s launch 
campaign included partnerships with content 
creators like Chelsea Thompson (@chelsea.t_ 
on TikTok) and Dr. Tony Youn (@doctoryoun), 
who featured the oering in educational 
#SkinTok content tagged #MuradPartner. 
Meanwhile, Murad continued to spread 
awareness for its popular Retinol Youth Renewal 
Serum via additional partnerships with content 
creators like Ayanna Sabrina (@ayannasabrina) 
and Anastazia Dupee (@stazzylicious). The 
Serum came in as one of the brand’s top EMV-
generating products in August, powering 
$302.8k, a 36% improvement from July. Murad 
wrapped the month with an impressive 1.4k 
brand fans and 2.4k mentions.

Product Launch

RHODE Skin enjoyed a berry prosperous August, 
scoring the No. 1 spot in this month’s Top 10 
thanks to an impressive $13.7M EMV and 85% 
month-over-month gain. The celebrity-founded 
skincare brand had fans buzzing with the launch 
of its limited-edition Strawberry Glaze Peptide Lip 
Treatment. The product was inspired by Krispy 
Kreme’s Strawberry Glazed doughnuts, which 
returned this summer for the first time since 2021. 
To celebrate the release, RHODE Skin invited 
creators like Hailey Sani (@haileysani on 
Instagram) and Christie X (@christxiee) to a 
launch event at Krispy Kreme’s Times Square 
location in New York City. Additionally, RHODE Skin 
arranged strategic PR package drops showcasing 
the new Peptide Lip Treatment, inspiring a series 
of #GRWM (get ready with me) and product 
review content. The Peptide Lip Treatment 
ultimately came in as one of RHODE Skin’s top 
EMV-generating products for the month, 
powering $2.5M and contributing to the brand’s 
extraordinary 297% year-over-year EMV surge.

Highlight:
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A Closer Look at US Haircare

Brand:

Living Proof

Activation

It’s Living Proof’s world, and we’re all living in it. 
The Perfect Hair Day Dry Shampoo garnered 
$654.5k EMV in August via 41 creators. Among 
them, lifestyle creator Daryl-Ann Denner 
(@darylanndenner on Instagram) promoted a 
Barbie giveaway that proved impactful, 
generating $250.3k EMV. Additionally, creators 
such as Danielle Eilers (@danielle.eilers) and Tia 
Booth (@tiarachel91) revved up traction with 
similar giveaways featuring Beis carry-ons that 
included Living Proof products. Meanwhile, 
beauty TikToker Ahnesti Monet McMichael 
(@monetmcmichael) stole the show with a 
GRWM for a night-in, sparking $125.3k EMV via 
two brand mentions. Overall, Living Proof 
accrued $3.9M EMV, representing a 66% MoM 
improvement. 

Highlight:

Brand:

Ouai
Brand:

Briogeo

Highlight:

Event

Briogeo celebrated ten years with a bang! To 
commemorate this milestone, 100+ creators 
aended a VIP event. Guests like Malia and 
Makenzie Fowler (@makenzieandmalia on 
TikTok) and Abby Baoe (@abbybaoe) 
captured the moment when they saw their 
branded billboards hoisted above The Grove in 
LA. Meanwhile, Briogeo products resonated 
with fans throughout the month, thanks to the 
brand’s BoxyCharm inclusion. Briogeo partner 
Mariale Marrero (@mariale on Instagram) was an 
ardent supporter, boasting about having the 
healthiest hair of her life. As the brand’s top 
overall EMV-driver, Mariale contributed $807.2k 
EMV, more than 2x Briogeo’s No. 2 earner. In all, 
Briogeo collected $4.1M EMV, up 61% from the 
previous month.

Ouai cruised to the No. 5 spot on the U.S. 
Haircare leaderboard, securing $5.2M EMV, up 
56% from the previous month. The brand 
capitalized on the self-care trend, with 
#SelfCare generating $415.3k EMV as Ouai’s top 
hashtag. Keeping the theme rolling, Ouai 
brought select influencers to St. Barts for a self-
care extravaganza. Beauty creator Ahnesti 
Monet McMichael (@monetmcmichael on 
Instagram) thanked the brand for a week-long 
"trip of a lifetime,” which featured coconuts, 
turtles, and underwater adventures. McMichael 
was Ouai’s No. 2 overall EMV-driver, fueling 
$307.8k via six mentions. 

Highlight:

Event
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Brand:

Tarte

Campaign

Tarte’s #ChallengeMaquillage fueled the 
brand’s $1.1M EMV total in France. The challenge 
corresponded with the #10PumpsOfFoundation 
initiative, wherein beauty creators placed one 
pump of makeup on one side of their faces, and 
ten on the other. Both #ChallengeMaquillage 
and #10PumpsofFoundation accrued $357.7k 
EMV—32% of Tarte’s monthly total. Creator Esra 
(@lilyslilah on TikTok) promoted Tarte’s 
products via a fun multi-part challenge 
comprised of four posts, and encouraged fans 
to share their favorite side (one pump or 10 
pumps?). Meanwhile, Poopi Blh (@poopiblh) 
inspired $72.2k EMV via a Sephora makeup haul 
that incorporated Tarte products. In all, Tarte 
enjoyed a 100% MoM EMV improvement.

Highlight:

Brand:

Glossier
Brand:

Rimmel

Highlight:

Activation

U.K.-founded beauty brand Rimmel secured 
$6.1M EMV, an 84% MoM expansion. The brand 
benefited from various activities, including its 
#RimmelSummerFest event and the popular 
Thrill Pitch Black mascara. The Rimmel Summer 
Fest was a splashy event, complete with a 
Rimmel London Bar featuring slushies in its 
signature red color, a tarot card reading room, 
photoshoot zones, and tunes. The 
corresponding tag, #RimmelSummerFest, 
accounted for $205.2k EMV. Meanwhile, 
#ThrillPitchBlack, the name of the brand’s 
mascara, accrued an impressive $2.2M EMV via 
164 creators. Rimmel experienced a sizable 72% 
community growth, enjoying the eorts of 593 
creators. It’s no surprise that Rimmel relished in 
a 346% YoY EMV growth in the region.

Glossier racked up EMV in Europe thanks to the 
#SoftGirlAesthetic. The brand’s top-performing 
hashtag, #SoftGirlAesthetic collected $546.4k 
EMV via seven creators. Glossier also benefied 
from recent beauty trends like #PinkPinkPink 
and #GirlyAesthetic, which generated $500.3k 
EMV and $439.4k, respectively. Meanwhile, 
Glossier enjoyed a 59% month-over-month 
increase in post volume. This content stemmed 
largely from retained creators, who posted in 
both June and July, powering $2.3M EMV in the 
laer month. Overall, Glossier collected $3.6M 
EMV, up 53% from July. The brand also enjoyed a 
notable 105% YoY EMV expansion.

Highlight:

Community

A Closer Look at Beauty in Europe, the UK, and France

Europe UK France
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A Closer Look at Skincare in Europe, the UK, and France

Brand:

L'Oréal Paris 
Skincare

Community

L'Oréal Paris Skincare secured the No. 3 spot in 
its home country thanks to $824.2k EMV, a 
494% MoM surge. The brand continued to 
generate awareness for its popular Revitalift 
range by partnering with new content creators 
like Samy (@skincarebysamy on TikTok), Marine 
Lamarre (@terriblementm), and Emma Laurent 
(@emmaalauren) to author informative 
content tagged #Revitalift, which has amassed 
257.2M views to-date. As a result, the product 
line enjoyed its most prosperous month in 2023 
so far, powering $695.1k EMV after experiencing 
a whopping 1.4k% MoM boost.

Highlight:

Community

Brand:

Youth To 
The People

Community

Brand:

Dior Skincare

Highlight:

Luxury brand Dior Skincare snagged the U.K.’s 
No. 10 spot by collecting $2.0M EMV, enjoying a 
121% MoM spike. The brand’s growth can be 
primarily aributed to renewed interest in Dior 
Skincare’s viral Lip Glow Oil, which powered 
$1.5M EMV—a significant 119% MoM 
improvement from July. The oering was 
included in #GRWM (get ready with me) 
content from new creators like Stef Williams 
(@stef.williams on Instagram), Ling Tang 
(@ling.kt), and Millie Leer (@millieleer). This 
activity fueled a significant 139% MoM surge in 
average potency, which reached an impressive 
$18.7k EMV per creator. 

Youth To The People experienced notable 
growth in Europe this month, securing a cool 
$1.8M EMV, a 64% month-over-month gain. The 
brand’s improvement was primarily fueled by an 
eective network, whose potency swelled by 
118% MoM to reach a noteworthy $13.0k EMV 
average per creator. New brand fans like Holly 
Murray (@hollymurraymakeup on TikTok), Fleur 
Arbel (@fleurarbel), and Nikki Makeup 
(@Nikki_Makeup on Instagram) ranked as some 
of the brand’s top EMV-generating creators, 
collectively powering $487.0k via 10 posts. 
Meanwhile, the Superfood Cleanser continued 
to prove a strong EMV-driver for Youth To The 
People, inspiring $88.3k via 217 mentions in 
August. 

Highlight:

Europe UK France
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A Closer Look at US Luxury Fashion

Brand:

Salvatore 
Ferragamo

Event

Salvatore Ferragamo experienced notable 
growth this month, primarily due to the 
unveiling of its Pre-Fall 2023 Campaign. The 
collection introduced high-fashion pieces that 
updated classic Hollywood style by combining 
laid-back modernity inspired by the American 
West. Collaborating with powerhouse creators 
like Maitreyi Ramakrishnan 
(@maitreyiramakrishnan on Instagram), Gal 
Gadot-Varsano (@gal_gadot), and Dove 
Cameron (@dovecameron) to showcase the 
collection, Salvatore Ferragamo achieved an 
impressive $3.8M EMV, an 87% MoM increase.

Highlight:

Brand:

Saint Laurent 
(YSL)

Brand:

Marc Jacobs

Highlight:

Event

Marc Jacobs saw a significant rise in August, 
experiencing a 56% MoM increase and 
achieving $5.0M EMV. A pivotal factor in this 
growth was the brand’s collaboration with Kim 
Kardashian (@kimkardashian on Instagram), 
who showcased the brand’s new fall collection 
via a series of artistically curated photos set 
against a plain white background. Her four 
posts, which teased and later unveiled the 
collection, generated a remarkable $461.5k EMV, 
making Kardashian the brand’s top creator for 
the month. Additionally, brand enthusiasts used 
#KimKardashian to express their views on the 
new collection, contributing $85.9k EMV.

During a challenging month for the Top 10 luxury 
fashion brands, YSL distinguished itself by 
registering the highest growth, with a 32% 
increase month-over-month that resulted in 
$18.6M EMV. YSL’s success can be largely 
aributed to a rise in #GRWM (Get Ready With 
Me) content, with creators sharing behind-the-
scenes glimpses of their styling routine with 
followers. This hashtag emerged as YSL’s 
second-most influential, generating $2.5M EMV 
from 169 creators and receiving 236 mentions. 
Consequently, YSL experienced a remarkable 
127% MoM surge in total impressions, and a 
130% MoM growth in total engagements.

Highlight:

Community
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A Closer Look at US Apparel

Brand:

Madewell

Community

Outside of the Top 10, Madewell made 
significant strides in August, experiencing a 
102% MoM growth and achieving $8.4M EMV. A 
major factor in the clothing brand’s success was 
a focus on expanding its network with 
influential creators. Even though Madewell’s 
community grew by only 16% from the previous 
month, its average EMV per creator rose 
significantly to $7.6k, a 74% MoM surge. The 
brand’s newly added group of 757 creators 
brought in a substantial $5.7M EMV. Among this 
cohort, powerhouse creators proved most 
valuable for Madewell, contributing $1.9M EMV.

Highlight:

Brand:

Adidas
Brand:

Victoria’s
Secret

Highlight:

Launch

Although not in the Top 10, Victoria’s Secret saw 
a remarkable rise in the rankings, registering a 
72% MoM increase. This momentum was largely 
due to the brand’s successful introduction of 
'The Icon', a lingerie line that celebrates a 
variety of body types. High-profile celebrities 
like Adut Akech (@adutakech on Instagram), 
Hailey Bieber (@haileybieber), and Emily 
Ratajkowski (@emrata) showcased the 
collection in artistic photoshoots styled by 
renowned fashion expert Camilla Nickerson. 
Meanwhile, the launch campaign’s hashtag 
#YoureAnIcon stood out as one of the brand’s 
most eective, with 74 mentions and garnering 
$1.2M EMV. Victoria’s Secret ended the month 
with a notable $13.2M EMV.

Adidas experienced the most significant growth 
among Top 10 brands, largely due to its 
prominent involvement in the FIFA Women’s 
World Cup, which took place from late July to 
the end of August. Two of the brand’s most 
influential hashtags were #AdidasFootball and 
#FIFAWWC, which generated a notable $1.5M 
and $1.4M EMV, respectively, thanks to 
contributions from a total of 29 creators. The 
oicial FIFA Women’s World Cup Instagram 
account (@fifawomensworldcup) was the 
leading source of exposure for Adidas, 
contributing an impressive $1.7M EMV via 48 
posts. This content featured several Adidas-
branded awards given during the tournament, 
including the Golden Glove Award, which was 
won by England’s goalkeeper Mary Earps. Adidas 
closed the month with $35.8M EMV, a 16% 
month-over-month increase.

Highlight:

Event
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Brand Highlights
A Closer Look at US Alcholic Beverage Brands

Brand:

Casamigos

Event

Another celebrity-founded tequila brand, 
George Clooney’s Casamigos came in at No. 6 in 
August, with its $2.4M EMV haul proving a Top 
10-leading 87% MoM surge. Nearly 85% ($2.0M 
EMV) of the brand’s August total stemmed from 
creators who hadn’t mentioned Casamigos in 
July. Many of these newcomers were celebrities 
who took in Taylor Swift’s Eras Tour when it 
stopped at Los Angeles’ SoFi Stadium in early 
August: Elizabeth Banks (@elizabethbanks on 
Instagram), Brie Larson (@brielarson), and 
Lupita Nyong’o (@lupitanyongo) all shared 
posts from the stadium’s swanky Casamigos 
Lounge. Banks, Larson, and Nyong’o all ranked 
among Casamigos’ top 10 EMV-drivers.

Highlight:

Brand:

Budweiser
Brand:

818 Tequila

Highlight:

Community

Coming in at No. 5 on the inaugural Alcoholic 
Beverages Leaderboard, 818 Tequila need 
$3.2M EMV in August, a robust 53% MoM 
growth. Founded by social media star Kendall 
Jenner in 2021, the tequila brand enjoyed buzz 
from other internet royalty throughout the 
month. While other members of the Kardashian/
Jenner family oered their support, 818 Tequila’s 
most impactful advocate was proud mama Kris 
Jenner (@krisjenner on Instagram), who 
emerged as the brand’s No. 1 EMV-driver with 
$1.4M across 24 posts. Jenner inspired over 
$1.0M EMV more than 818 Tequila’s No. 2 earner,  
Vogue Magazine (@voguemagazine), which 
featured the brand in a profile on Kendall Jenner.

Throughout August, Budweiser was buoyed by 
its partnerships with various sports 
organizations, from individual teams to entire 
leagues. The iconic beverage brand’s top three 
EMV-drivers were the Houston Astros (@astros 
on Facebook), the FIFA Women’s World Cup 
(@fifawomensworldcup), and Major League 
Baseball (@mlb on Instagram), which powered a 
respective $1.1M, $746.9k, and $344.6k. These 
sports organizations touted their partnerships 
with Budweiser, tagging the brand in a range of 
promotional content. Thanks to increased 
activity from its sports partners, Budweiser 
pulled in $3.3M EMV in August, enjoying a 57% 
month-over-month jump.

Highlight:

Community
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Brand Highlights
A Closer Look at US Non-Alcholic Beverage Brands

Brand:

7UP

Product Launch

Veteran soda brand 7UP experienced an exciting 
month of growth, collecting $687.4k EMV, a 
416% MoM gain. The brand kept fans like 
SnackGator (@snackgator on Instagram) and 
Markie Devo (@markie_devo) buzzing with the 
Kroger-exclusive return of its popular Tropicals 
flavor, which had previously only been available 
in specific markets. Meanwhile, 7UP was 
featured as a secret ingredient by content 
creators like Amanda Formaro 
(@AmandasCookin on Facebook) and Calvin 
Kang (@cooklikeimbook on TikTok), who 
featured the beverage in recipes ranging from 
sorbets to cakes. 7UP has enjoyed a 111% YoY 
improvement to-date.

Highlight:

Brand:

Blue Bole 
Coee

Brand:

Bey Buzz

Highlight:

Partnership

Bey Buzz scored a major goal this month, 
securing $751.1k EMV and a notable 174% MoM 
spike this month. As the oicial training kit 
sponsor of Wrexham AFC (@wrexham_afc on 
Instagram), the brand was featured in the VIP 
suite of the team’s Carabao Cup kick-o game, 
where celebrities like Hugh Jackman 
(@thehughjackman) and Ryan Reynolds 
(@vancityreynolds) lounged throughout the 
match and tagged Bey Buzz in their recap 
content. The brand also aracted notable 
media aention when it unveiled its latest 
campaign, featuring founder Blake Lively 
(@blakelively) and Bey Buzz’s newest citrus-
flavored oerings. This activity ultimately 
contributed to the brand’s astronomical 1.3k% 
YoY surge. 

Coee roaster and retailer Blue Bole Coee 
enjoyed a prosperous month, collecting $2.3M 
EMV and experiencing a 65% month-over-
month gain. Beginning in May 2023, the brand 
partnered with recording artist Abel "The 
Weeknd" Tesfaye (@theweeknd in Instragam) to 
create Samra Origins (@samraorigins), a brand 
and product line celebrating Ethiopia’s history 
as the birthplace of coee. In August, Blue 
Bole Coee and Samra Origins generated buzz 
with the release of Craft Instant Coee, a 
limited-edition single-origin instant coee. In 
all, the brand’s network expanded by 212 
content creators this month, with Tesfaye 
coming in as Blue Bole Coee’s top EMV-driver, 
powering a significant $1.8M via 19 posts. 

Highlight:

Product Launch

37
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Brand Highlights
A Closer Look at US Quick-Service Restaurants

Brand:

Panera Bread

Community

Panera Bread, while not in the Top 10, saw a 
significant 161% MoM growth. This momentum 
was largely due to the brand’s emphasis on 
enhancing the activity of its creator community, 
which enjoyed a 120% MoM increase, resulting 
in an average of $6.6k EMV per creator. Newly 
engaged creators were crucial to this rise, 
contributing $1.9M EMV to Panera Bread’s 
quarterly total of $2.1M. Among this cohort, 
powerhouse creators proved especially 
influential, accounting for $927.5k EMV across 
358 mentions. Notably, home chef My Nguyen 
(My Healthy Dish on Facebook) recreated 
Panera Bread’s popular Broccoli Cheddar Soup. 
My’s version generated $187.3k EMV, ranking the 
chef as one of Panera Bread’s most impactful 
creators in August.

Highlight:

Brand:

Starbucks
Brand:

Krispy Kreme

Highlight:

Collaboration

In August, Krispy Kreme stood out among the 
Top 10 brands with a remarkable 202% month-
over-month increase, achieving $5.5M EMV. A 
significant factor behind this success was the 
brand’s collaboration with Hailey Bieber’s Rhode 
Skin. This partnership introduced a limited-
edition peptide lip treatment, inspired by Krispy 
Kreme’s iconic strawberry glazed donut. To 
commemorate the launch, Rhode Skin sent 
several influencers a unique strawberry-shaped 
package that included both the lip treatment 
and a box of signature strawberry-glazed 
donuts. Consequently, the hashtags 
#HaileyBieber and #Rhode collectively 
amassed $752.5k EMV for Krispy Kreme via 61 
mentions.

Starbucks took the top spot in the Quick-
Service Restaurants category this month, 
recording a significant $37.2M EMV, a 38% 
month-over-month increase. As autumn 
approached, Starbucks heralded the return of 
its beloved Pumpkin Spice Lae on August 24th, 
celebrating the beverage’s 20th year. Along with 
this classic, the brand also introduced the Iced 
Pumpkin Cream Chai Tea Lae, along with the 
well-received Pumpkin Cream Cold Brew. The 
excitement was evident on social media, with 
#PumpkinSpice and #PumpkinSpiceLae 
emerging as two of the brand’s most influential 
hashtags. Together, these hashtags amassed a 
noteworthy $3.9M EMV, with fans 
enthusiastically discussing the announcement.

Highlight:

Launch
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US
MLB Teams

Brand Highlights
A Closer Look at US MLB Teams

Team:

Chicago 
White Sox

Community

While the Chicago White Sox might be 
eliminated from the playos, the team enjoyed a 
strong performance in August’s Top 10, accruing 
$6.7M EMV, a 60% MoM surge. The team 
expanded its community by 38% MoM to 341 
creators, which in turn sparked a 45% MoM 
increase in content volume, helping the White 
Sox close August with 1.8k posts. Most of these 
mentions came from media outlets covering 
developments with the team, with Sports 
Illustrated (@SportsIllustrated on Facebook) 
emerging as the White Sox’s No. 1 earner by 
driving $397.5k EMV across a whopping 72 
mentions.

Highlight:

Team:

Los Angeles 
Dodgers

Team:

Philadelphia 
Phillies

Highlight:

Community

The Philadelphia Phillies inspired $9.0M EMV in 
August, enjoying a Top 10-leading 183% MoM 
surge. While the team saw a sizable 56% MoM 
expansion of its community, which swelled to 
353 creators, most of the team’s momentum 
stemmed from heightened activity among the 
Phillies’ faithful: the team’s content volume 
spiked 89% MoM to 1.9k posts, while its creators 
averaged $25.4k EMV each, an 82% MoM boost 
in potency. Consistent creators, or those who 
had also hyped up the Phillies in July, were 
mainly responsible for this trend. This 
consistent cohort drove a collective $6.8M EMV, 
or 76% of the team’s total EMV.

One of the top teams in the standings also 
claimed the No. 1 spot in our first MLB 
leaderboard: the Los Angeles Dodgers reeled in 
$13.8M EMV, a healthy 16% month-over-month 
improvement. Roughly 72% ($10.0M EMV) of this 
total stemmed from creators and media outlets 
who had also posted about the Dodgers in July. 
Foremost among these consistent fans was 
SportsNet LA (@sportsnetla on Instagram): 
after driving $1.6M EMV via 311 posts in July, the 
sports news publication upped the ante in 
August, inspiring $2.9M—$2.0M more than the 
Dodgers’ No. 2 earner—across an incredible 522 
pieces of content. 

Highlight:

Community
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US
NFL Teams

Brand Highlights
A Closer Look at US NFL Teams

Team:

Baltimore 
Ravens

Community

Coming in at No. 8 on the NFL leaderboard, the 
Baltimore Ravens soared to $7.8M EMV in 
August, boasting an impressive 238% MoM 
growth. The Ravens enjoyed a dramatic 
expansion of its flock, with 346 creators and 
media outlets mentioning the team in August, a 
184% MoM spike. This improvement led in turn 
to a 261% surge in content volume, with the 
Ravens earning mentions in 1.4k posts. Two key 
themes emerged in preseason social 
conversation surrounding the Ravens: the 
team’s record undefeated streak in preseason 
games, which came to an end in August, and the 
team’s all-Black quarterback room and 
quarterback coaching sta, an NFL first.

Highlight:

Team:

San Francisco 
49ers

Team:

Dallas 
Cowboys

Highlight:

Community

Another team whose strong August EMV figures 
predicted an impressive season debut, the 
Dallas Cowboys collected $9.1M EMV, a Top 10-
leading 265% MoM improvement. Like the 
49ers, conversation around the Cowboys 
revolved in part around the Trey Lance trade, 
with four of the team’s top 10 EMV-driving pieces 
of content mentioning the trade. Media outlets 
were key to the Cowboys’ success, with NFL 
reporting fixtures Adam Schefter 
(@adamschefter on Instagram), Bleacher 
Report (@bleacherreport), and ESPN (@espn on 
YouTube) ranking as the team’s top three 
earners with $582.4k, $576.7k, and $561.9k EMV.

The San Francisco 49ers led our inaugural NFL 
leaderboard, collecting $13.3M EMV, an 
impressive 224% month-over-month surge. The 
team earned mentions from 357 creators across 
3.5k posts, figures that represented respective 
110% and 183% community and content volumes 
expansions. Preseason conversation centered 
around the 49ers’ surprising trade of 
quarterback Trey Lance to the No. 3 brand on 
this list, the Dallas Cowboys. The 49ers’ No. 1 
EMV-driver was NBC Sports Bay Area 
(@nbcsauthentic on Facebook), which inspired 
$1.3M EMV via a whopping 224 mentions. All this 
EMV momentum prefigured a successful season 
debut, with the 49ers looking dominant in their 
opening game against the Pisburgh Steelers.

Highlight:

Community
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US
Streaming Services

Brand Highlights
A Closer Look at US Streaming Services

Brand:

Disney+

Community

One of two Top 10 brands, along with Apple TV+, 
to experience MoM EMV growth in August, 
Disney+ closed the month with $13.2M, a 19% 
boost. Despite a modest 4% MoM uptick in the 
streaming service’s community (921 creators), 
Disney+’s post count surged 30% MoM, topping 
out at 3.7k pieces of content. Many of the 
streaming service’s hoest conversation topics 
were Star Wars-based, with #Ahsoka (a new 
Star Wars series) claiming $1.2M EMV as 
Disney+’s No. 3 hashtag, behind #DisneyPlus 
($2.1M) and #Disney ($1.7M). Following at No. 4 
was #StarWars with $1.1M EMV.

Highlight:

Brand:

Spotify
Brand:

Apple TV+

Highlight:

Campaign

Apple TV+ pulled in $37.6M EMV in August, 
enjoying a Top 10-leading 35% MoM 
improvement. Based on digital conversation, the 
streaming service has one man to thank for this 
momentum: Inter Miami’s new superstar Lionel 
Messi. Conversation around the soccer icon’s 
warpath through the MLS helped propel Apple 
TV+ to new heights. The streaming service’s top 
19 EMV-generating hashtags were all related to 
either MLS, Inter Miami, or Messi, while the 
owned accounts of Inter Miami CF 
(@intermiamicf on Facebook) proved Apple 
TV+’s No. 1 source of EMV, inspiring $12.9M via 
152 mentions.

Spotify reigned atop the Streaming leaderboard 
with $158.1M EMV, more than double No. 2-
ranking Netflix ($61.1M). However, despite a 7% 
month-over-month community expansion (4.6k 
creators), Spotify did experience a slight 8% 
MoM decline in overall EMV. While incoming 
creators—those who hadn’t mentioned Spotify 
in July, but did so in August—generated $27.7M 
EMV, outpacing the $21.4M driven in July by 
creators who dropped o subsequently, 
creators who posted in both months declined 
from $150.2M to $130.4M. Many of Spotify’s top 
EMV-drivers were YouTubers who advertised 
their content’s availability on Spotify, including 
No. 1 overall earner Lanky Box (LankyBox on 
YouTube), which powered $29.9M EMV—$24M 
more than the brand’s No. 2 earner.

Highlight:

Community
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Earned Media Value, or EMV,  quantifies the estimated value of consumer 
engagement with digital earned media. Our holistic approach assigns a unique value 
to a piece of content based on the platform it was published on and engagement 
received from followers and consumers. This value is then aributed to the specific 
brands mentioned within the post. EMV can be used to evaluate the earned 
performance of individual marketing campaigns and benchmark brands within the 
competitive landscape. 

Posts by: Engagement via:

On Platforms including:

Glossary of Terms
Influencer Tiers

Powerhouse Influencer

Ambassador with over 1M followers on 

their primary channel.

Established Influencer

Ambassador with 300k to 1M

followers on their primary channel.

Mid-Tier Influencer

Ambassador with 100k to 300k

followers on their primary channel.

Micro-Influencer

Ambassador with fewer than

100k followers on their primary 

channel.

Community Metrics

Community Size

The total number of

ambassadors who created

content about a brand within a

given time period.

Posting Frequency

The average number of posts

created per ambassador for a

brand within a given time period.

Ambassador Potency

The average amount of EMV

driven per ambassador for a

brand within a given time period.

Other

EMV Retention

The proportion of EMV from loyal 

influencers who continue to post about 

your brand from one time period to the 

next. EMV retention is calculated by 

taking the amount of EMV generated in a 

given time period by influencers who 

also mentioned your brand in the 

corresponding previous time period, and 

then dividing that figure by your brand’s 

total EMV in the corresponding previous 

time period.

Sponsored EMV

A post is labeled “sponsored” if it 

contains hashtags or language that 

denote a sponsorship, such as “#ad” or 

“#spon.”
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