
The survey was conducted online with 1,285 English-speaking Canadians 
aged 15 to 34 randomly selected from yconic’s proprietary online research 
panel. The survey was completed September 2016. Our credibility interval 
based on a non-probability sample is +/- 2.8%, 19 times out of 20. Data 
was collected and weighted according to census data to ensure gender and 
regional representation of Canadians. Totals may not add up to 100 due to 
rounding. 

yconic operates Canada’s largest student help platform and youth-focused 
market research panel and works with partners to help them authentically 
engage with youth through Market Research and Insights, Digital 
Marketing Solutions and Recruitment. 

For more information visit corporate.yconic.com.
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MYTH:
Teens are loyal to the 

influencers they follow.

FACT:
30% of respondents stopped 

following an influencer 
based on a product that was 

endorsed.

MYTH:
The more followers you 
have the less credible 

you are

MYTH:
The only platform teens 

like is snapchat

FACT:
Snapchat was ranked lowest 
of all channels in influence 

and below FB, IG and 
YouTube for usage

MYTH:
All Gen Z and 

Millennials are the 
same in their choice of 

channels

“CELEBRITIES”
Kylie Jenner

Ellen DeGeneres

Taylor Swift

Dwayne Johnson

Kim Kardashian

YOUTUBERS
Philip Defranco

Casey Neistat

Markiplier

Pewdiepie

iisuperwomanii

BRANDS
Nike

Buzzfeed

Sephora

Adidas

Apple

TOP INFLUENCERS
FOR CANADIAN GEN Z AND MILLENNIALS

IMPACT ON PURCHASE INTENT, BY AGE GROUP
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FACT:
Channel engagement is much 
different between Gen Z and 

Millennials, with the exception 
of Facebook.

In September 2016 we surveyed 1285 young adults aged
15 to 34 to determine the impact of influencers on their lives.

THE FUTURE OF
INFLUENCE

MYTH:
Teens view influencers 

as all authentic content.

FACT:
82% of respondents were 

aware that at least some of 
the messages created by 

the influencers they follow 
are paid promotions


