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ABSTRACT | In orderto carry out communication campaigns in the field of influencer
marketing, it is necessary to study the suitability of the influencer and the social
network to be used. To this end, this research aims to characterize X (formerly
Twitter) according to the field of activity and gender of the social media influencers
(SMI) who are so successful that they can be considered celebrities. To determine this
characterization, the presence and engagement of 60 Spanish SMIwas studied. The
last 3,200 original tweets of each influencer were collected. Presence was analyzed
using descriptive statistics by sector and gender. For the study of engagement we
used the composite index calculated in Mufioz and colleagues (2022), obtained
using the TOPSIS multi-criteria method, which we used to analyze the differences
between sectors and gender. The sectors with the highest presence in X are technology,
businessand, toalesserextent, video games. The latter is the sector with the highest
engagement. However, notonly depends on the sector in which the SMI specializes,
but is also highly dependent to a large extent on his/her personality. In terms of
gender, it is mainly men who also achieve the highest engagement. These results
make X a particularly suitable network to promote products related to the video
game industry and aimed at a male audience.

KEYWORDS: engagement, gender, sector of activity, social media influencer,
Twitter, X.
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RESUMEN |[ Para llevar a cabo campafias de comunicacién de marketing de influenciadores es
necesario estudiar suidoneidad y ladelared social a utilizar. Esta investigacion pretende poner de
manifiesto la caracterizacién de X (anteriormente Twitter) en funcién del sector de actividad y el
génerodelosinfluenciadores de medios sociales (SMI, por su sigla en inglés) tan exitosos que pueden
considerarse celebridades. Para ello, se analizé la presencia y el engagement de 60 SMI esparioles,
recopilando los tiltimos 3200 tuits originales de cada influenciador. El andlisis de la presencia
por sector y género se realizé mediante estadistica descriptiva. Para estudiar el engagement se
utiliz6 el indice compuesto calculado en Mufioz y sus colegas (2022), obtenido mediante el método
multicriterio TOPSIS, a partir del cual se han estudiado las diferencias de sector y género. Los
principales resultados indican que los sectores con mayor presencia en X son el tecnoldgico, el de
negocios y, en menor medida, el de videojuegos. Este tiltimo es el que consigue mayores niveles de
engagement. Sin embargo, este no viene condicionado solo por el sector de experiencia del SMI,
sino que depende en gran medida de su personalidad. En cuanto el género, es principalmente
masculino, que también es el que consigue un mayor engagement. Estos resultados hacen de X una
red especialmente adecuada para promocionar productos relacionados con el sector de videojuegos
y aquellos destinados al ptiblico de género masculino.

PALABRAS CLAVE: engagement, género, sector de actividad, social media influencer, Twitter, X.

RESUMO | Para a realizacéio de campanhas de comunicacio no dominio do marketing de
influéncia, é necessério estudar a adequacéo do influenciador e da rede social a utilizar.
Para tal, esta pesquisa pretende caraterizar o X (antigo Twitter) de acordo com o sector
de atividade e o género dos influenciadores dos iedes sociais (SMI, pela sigla em inglés)
que tém tanto sucesso que podem ser considerados celebridades. Para determinar esta
caracterizacdo, analisou-se a presenca e o engajamento dos 60 SMI espanhdis. Foram
coletados os tiltimos 3.200 tweets originais de cada influenciador. A presenca foi analisada
por sector e género, por meio da estat{stica descritiva. Para o estudo do engajamento, foi
empregado o indice composto calculado em Mufioz et al. (2022), que foi obtido utilizando
o método multicritério TOPSIS, e a partir dele foram estudadas as diferencas sectoriais e
de género.Os principais resultados indicam que os sectores com maior presenca em X s&o
atecnologia, o comércio e, em menor medida, os jogos de video. Este tltimo é o sector com
os niveis mais elevados de envolvimento. No entanto, isso o néo é apenas condicionado
pelo setor de especializagdo do SMI, mas depende também, em grande medida, da sua
personalidade. Quanto ao de género, a maioria sdo homens, sdo sobretudo os homens que
também alcancam os niveis maiores de engajamento. Estes resultados fazem de X uma
rede particularmente adequada para promover produtos relacionados com o sector dos
jogos de video e destinados a um piblico masculino.

PALAVRAS-CHAVE: engajamento, género, setor de atividade, influenciador de redes
sociais, Twitter, X.

47



INTRODUCTION

Given the current importance of social media and social networks (SN), social
media influencers (SMI) can now be considered as new points of reference for
consumers and have become a valuable marketing tool. SMI activities have brought
so much success to the people behind the accounts that some can be considered
real celebrities whose reach extends much further than a platform or a niche
thanks to their regular appearances in traditional media.

Despite their reputation, SMIs need to gain the trust of the public if they are to
participate in influencer marketing campaigns. There is evidence that in order to
gain this trust, advertisements usually try to show stereotypes that are adopted
by the target audience so that this audience identifies with the advertisement
and sees the messages in a pleasant and credible context (Rojas-de-Gracia et al.,
2019). In fact, SMIs or celebrities with demographic characteristics similar to
those of the target audience have greater persuasive power (Hudders & De Jans,
2022; Schiffman et al., 2010). It is also undisputed that one of the most important
demographic characteristics is gender (Bui, 2017; Hoffner & Buchanan, 2005).

Another fundamental factor in the selection of influencers is credibility. This
can be achieved through experience with the type of product they are promoting
and the activity or sector with which the product is associated, among other factors
(Choi &Rifon, 2012; Goldsmith etal., 2000). An example is Nike’s product line, which
was promoted by the famous basketball player Michael Jordan, in part because of
the match between him and the products he was promoting (Kellner, 1996).

In influencer marketing, not only must the characteristics of the sender be
taken into account, but the channel through which the message is sent is also a
factor in its effectiveness. In this regard, it is a mistake to speak of social media in
general, because each social network has its own target groups and characteristics
(Bakker, 2018; Balbuena et al., 2016). One social network with clearly defined
distinguishing characteristics is Twitter (Rogers, 2014), now known as X. Although
it peaked between 2010 and 2015, it is currently one of the five most popular social
networks worldwide with 556 million users (Kemp, 2023), not counting instant
messaging apps such as WhatsApp and Telegram or China-specific websites such
as Sina Weibo. The community is still very active as it allows users to share their
opinions and experiences through posts, and it is also a means of exchanging
messages among thousands of young people (Karimi et al., 2023).

However, not all influencers are present on X. The most successful SMIs, and
therefore those who experience the most engagement, choose the social media
sites where they are most active and present. They do this knowing that their social
media presence should be strategic and that it is not necessary, or in many cases
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even appropriate, to be present on all platforms (Newberry, 2023). Identifying that
there is specialization in X, as is the case with traditional media (e.g., channels
focused on sports or entertainment), would be very helpful for communication
campaigns. So if specialization by topic is identified, this could help communication
campaign managers not only in choosing the right SMI, but also in selecting the
network in which to do their work.

Given the large number of social media users and the variety of content they
publish, making industry specializations clear on X is a complicated task. Therefore,
this project will focus on investigating the presence and engagement of the most
successful SMIs in Spain in 2020 on X.

STATE OF THE FIELD
Sectoral characterization of SMIs on X

An indication of the difficulty associated with the sectoral characterization
of SMIs on any social media platform, including X, is the lack of recent studies.
Various researchers have noted that much of the content posted is generally banal
and they consider it to be meaningless blather (Pear Analytics, 2009; Rogers, 2014).
Nevertheless, researchers recognize that this content can coexist with other
valuable content such as information about important events (Rogers, 2014).

In their in-depth study to determine the most popular topics on X, Lee and
colleagues (2011) categorized trending topics into 18 categories, with sports, news,
music, television and movies being the ones with the highest number of trending
topics. The importance of the leisure aspect is confirmed here, albeit in connection
with news. Catalina-Garcia and Sudrez-Alvarez (2022) studied the most successful
videogame influencers and found that their tweets mostly revolved around sports
issues, confirming the presence of entertainment topics.

Apart from these studies, no publications have been identified that are relevant
and analyze which topics are most present, receive the most user interest and
consequently the most engagement on X. Therefore, our work takes a novel
approach to this issue: once the SMI that can be considered celebrities and their
field of expertise have been identified, their presence and engagement on X are
analyzed and compared. This is a useful approach as it allows us to determine
whether there is specialization by topic on this social media platform. This leads
us to our first research question:

RQI. In which areas are the SMI, who can be regarded as celebrities, most
present and have more engagement on X?
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Once the most influential sectors have been identified, the next step is to
examine the differences in engagement between SMIs in the same sector. The closer
these scores are, the smaller the role of engagement in choosing the best SMI, and
the choice is more likely to be determined by who is sending the message. Indeed,
numerous studies have highlighted the importance of personal characteristics
of celebrities, such as their charisma or personality, in the success of advertising
campaigns of the brands that use them (Hoegele et al., 2016; Kumar, 2011; Lunardo
et al., 2015). This brings us to our second research question:

RQ2. Is the influence of celebrity SMIs in the same sector homogeneous?

Characterization of SMIs by gender on X

The studies that have examined gender differences in influential people are
mainly from the fields of politics, health, and research. In politics, the general
conclusion is that social media presence and activity is greater among male
politicians (Bode, 2017; Hubner & Bond, 2022; Lilleker et al., 2023; Samuel-Azran &
Yarchi, 2023; Woitowich et al., 2021). On the other hand, other studies have found
no gender difference in presence in areas such as health, politics, education and
library staff (Anasi, 2018; Just et al., 2016; Patahuddin et al., 2022; Zhu et al., 2019).
Other research has found, albeit to a lesser extent, a greater presence of women
than men in politics on X (Evans & Clark, 2016; Wagner et al., 2017). In particular,
Wagner and colleagues (2017) suggest that female candidates for US Congress are
more likely than men to use Twitter in their campaigns because they believe that
female candidates start in a disadvantaged position compared to men and that
this platform is a useful political tool.

Studies also show that male influencers generally show greater engagement.
This mostly occurs on X and in the fields of research and health professions (Dalyot
etal., 2022; Feng & Ivanov, 2023; Goyanes et al., 2024; Hu et al., 2023; Hubner &
Bond, 2022; Zhu et al., 2019). Demailly and colleagues(2020) found no significant
differences in the number of followers on X, but they concluded that women were
followed significantly less on ResearchGate. There are also authors (in smaller
numbers) who find no gender differences in engagement, and not only on Twitter
(Klar et al., 2020; Patahuddin et al., 2022). On the contrary, some studies that
focused on the Facebook posts of political leaders identified more engagement
among women than men (Samuel-Azran & Yarchi, 2023; Yarchi & Samuel-Azran,
2018). Hudders and De Jans (2022) studied professional influencers who promoted
products and concluded that women on Instagram showed more engagement and
mainly influenced other women, although they did not focus on a specific sector.

Itis natural to wonder what happens in the case of SMIs, which leads us to the
third and final research question:
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RQ3. Are there differences between the celebrity SMIs on X in terms of
presence or level of engagement?

Table 1 summarizes the research that has looked at the presence and
engagement of influential people on social media, taking into account areas of

activity and gender differences.

Authors Methodology Main contributions
(year)
Pear Analytics Descriptive Most content is meaningless chatter, and only a minority
(2009 statistics of tweets offer information of value.
Leeetal. Classification Highly atomized topics, with sports, news, TV and film,
(2011) model and music particularly prominent.
Qualitative Suitable as an emergency communication channelin
Rogers (2014) analysis times of crisis and other major events.
I Female candidates address political issues to a greater
Evar(lzsgiélark Q;ﬁglta;i':e extent than their male counterparts and are exposed to
y offensive content.
Just et al. Comparison of There are no gender differences in terms of frequency of
(2016) proportions use or content on politics.
Bode (2017)  Logistic regression Men post more content about politics.
Wagner et al., Qualitative Female candidates are more likely to incorporate Twitter
2017) analysis into their campaigns.

Anasi (2018)

Yarchi &
Samuel-Azran
(2018)

Zhu et al.
(2019)

Demailly et al.
(2020)

Klar et al.
(2020)

Woitowich et
al. (2021)

Hudders & De
Jans (2022)

Comparison of
means

Multi-level model

Comparison of
means

Descriptive
statistics

Negative binomial
model

Comparison of
frequencies

Sequential
mediation models

There are no gender differences in the use of social media
for professional development of library staff.

Posts by female politicians receive more reactions on
Facebook.

Although Twitter is used by health professionals across
genders, men have a larger audience on this network.

There are no differences in the number of followers of
healthcare professionals on Twitter or LinkedIn, but
female healthcare professionals have significantly fewer
followers on ResearchGate than men.

There are no differences between genders when a
scientific article is shared on Twitter.

Men in healthcare have a greater presence on social
media for professional purposes than women.

The gender of an influencer has a different impact on
men’s and women'’s attitudes towards sponsored brands
on Instagram, with the impact being greater for women.

Table 1 - Continues »
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Patahuddin et

Comparison of

There are no gender differences in terms of social media

al. (2022) means presence and interaction among secondary school
: teachers.
Dalvot et al Descriptive Posts by female academics on Facebook receive more
2022) : statisr’zics irrelevant comments and fewer relevant comments, as
well as more hostile and positive comments.
. Men are more represented among researchers on Reddit
B':ﬁg?zeggiz) Ds‘e’c;i‘;lsr’gité\s/e and generally receive more comments, although women
receive more positive comments.
Catalina-
Garcia & Analysis of The tweets of highly successful influencers deal with
Suérez-Alvarez sentiments sports topics.
(2022)

Feng & Ivanov  Overall sentiment  Posts by men on Weibo receive more attention and spark
2023) index more interactive behavior than posts by women.
Lilleker et al. Ordinal logistic Women on Facebook and Twitter share and comment on

(2023) regression fewer posts with political content than men.

Samuel-Azran

Comparison of

More posts on Facebook are about male politicians,

& Yarchi (2023) means although the posts directed at women express
significantly more support for them.
Descriptive In politics, women retweet more than men, especially
Huetal. (2023) statistics tweets by men.

According to Google Scholar, women are cited less in
all fields, even in fields that are traditionally considered
feminine.

Goyanes et al.

(2024) Linear regression

Table 1. Previous studies of sectoral characterization and gender on Twitter

Source: Own elaboration.

OBJECTIVES

The starting point for answering the research questions is to identify a group
of male and female celebrity SMIs who are leading voices in a variety of activities
that influencers typically engage in. The researchers’ aim was to achieve the
following objectives:

1. Identifythesectorsinwhichcelebrity SMIsaremorestronglyrepresented (RQI).

2. Identify the sectors in which prominent SMIs receive the most
engagement on X (RQ2).

3. Analyze the intrasectoral differences in engagement on X among
celebrity SMIs (RQ2).

4. IdentifythegenderdifferencesinthepresenceonXamongcelebrity SMIs (RQ3).
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5. Identify the genderof celebrity SMIswhohave the mostengagementon X (RQ3).

6. Identify average engagement by sector and gender of celebrity SMIs with
a presence on X (RQl and RQ3).

METHODOLOGY
Sample characteristics

To conduct this research, we started from Forbes magazine’slist of the 100 most
successful Spanish influencers in 2020 (“Los 100 mejores...”, 2020). We decided
that, given the different cultural contexts, it would be best to limit ourselves to
one country, as an influencer in one country may be unknown in another. We
chose Spain because it is the authors” home country, which allows the results to
be interpreted with a better understanding of the context.

This list does not contain a ranking in the strict sense. Rather, it lists the
ten influencers with the most followers by 10 sectors: beauty (Be), business
(Bu), fashion (F), gastronomy (G), lifestyle (L), motor (M), sports and fitness (S),
technology (Te), travel and tourism (To), and videogames (V). Ultimately, only 60
influencer accounts were analyzed, as the rest either did not have a Twitter account
or their Twitter account was inactive in the three months immediately preceding
the data collection on November 12-14, 2020. At that time, the social network in
question had not yet changed its name to X. The most recent 3,200 tweets sent by
each influencer were collected for the analysis. Only tweets that originally came
from the influencer were considered; retweets were not included. Although the
influencers are SMIs, the number of followers in this group varies widely, ranging
from 815 followers to 15,516,725, with an average of 923,752 (table 2).

There are notable differences in the number of SMIs per sector. Of the ten
SMIs that Forbes selected in each sector, in some sectors only three were analyzed
after limiting the scope to active Twitter/X accounts (fashion, lifestyle, sports
and fitness), while in other sectors, such as technology and business, all ten
accounts were included in the analysis. The size of the resulting sample therefore
suggests that there are large differences in presence on X across sectors. There are
also gender differences, as of the 40 SMIs eliminated from the sample, 13 were
men and 27 were women.
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Short Short

Name X account form Name X account form

name name
Alvaro Cruce @AlvaroKruse Bel Juan Francisco Calero @JFCalero Mmeé
Marta Bel Diaz @heyRatolina Be2 Majes en Moto @MajesEnMoto m7
Isabel Llano @isasaweis Be3 Saul Lépez @slcuervo M8
Judith Jaso @Judithjaso Be4 Cisco Garcia @CiscoGarVe S1
Démaris Pérez @Lizyy_p Be5 Sergio Peinado @Sergio_Trainer S2
Al;redo ?j/ela @alfredovela Bul Verénica Costa @vikikacosta S3

ancada

Chema Alonso @chemaalonso Bu2 Elena Santos @chicageek T1
Enrique Dans @edans Bu3 Carolina Denia @clipset T2
Emilio Marquez @EmilioMarquez Bu4 Cristian Dominguez @DanteGTX3 T3
Ele;:zislrgez @gomezdelpozuelo Bu5 Jaume Lahoz @jaume_jlb T4
Juan Merodio @juanmerodio Bu6 Miguel Angel Mufioz @MovilZona T5
Marc Vidal @marcvidal Bu7 Nate Gentile @nategentile7 T6
Santiago Ifiiguez  @Santiagolniguez Bu8 Edﬁ;(jris;:lller @ProAndroid T7
Euge Oller @TechEuge Bu9 Antonio SFDX Show @sfdxpro T8
Alfonso Alcantara @Yoriento Bul0 Manuel Prol Pérez ~ @TuAppleMundo T9
Alexandra Pereira @LovelyPepa F1 Victor Abarca @victor_abarca T10
Manu Rios @manuriosfdez F2 David Rocaberti @DavidRocaberti Tol
Pelayo Diaz @princepelayo F3 Gotzon Mantuliz @gotzonmantuliz To2
Martha Sanahuja ~ @DeliciousMartha Gl Carol Pefia @misshedwig To3
Mli'l(frlrli_jgpaez @ElComidista G2 Adriégeiﬂi'a)t/ Gosi @mola_viajar To4
Laura Lépez Pinos @lauraponts G3 Oliver Vegas @ovunno To5
Miquel Antoja @MiquelAntoja G4 Alejandro Bravo @alexBY11 V1
Diego Barrueco @DiegoBarrueco L1 Ral Alvarez @auronplay V2
Gala Gonzilez @GalaGonzalez L2 Ibai Llanos @Ibaillanos V3
Alvaro Mel @Meeeeeeeel _ L3 Miguel Bernal @MikecrackYT V4
Marcos Micz @ByMicZ M1 Rubén Doblas @Rubiu5 V5
Dani Clos @daniclos M2 Sara Pifieiro @Sarinha_3 V6
Beatriz Eguiraun @Eguiraun M3 David Canovas @TheGrefg V7
GuAilllfig:irncia @GuilleAlfonsin M4 Samuel Luque @vegetta777 V38
Mario Herraiz @HerraizM M5 Guillermo Diaz @WillyrexYT V9

Table 2. Name, account and short form name of SMIs included in the sample

Source: Own elaboration.
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Measuring engagement on X and compiling indicators

Mufioz and colleagues (2022) proposed a holistic measurement of engagement
with the medium then known as Twitter. The method used a combination of
indicators that were synthesized into a composite index using the TOPSIS
multicriteria technique. Subsequently, their proposed index was applied to the
same sample of SMIs used in this study to demonstrate its practical utility. The
proposed index calculates engagement by combining two foci: production and
popularity. The production metric considers interactions with SMI users (likes,
retweets and replies) in relation to tweets, e.g., the number of likes per tweet. The
popularity metric considers interactions in relation to followers, e.g., the number
of likes per follower. Table 2 in Mufioz et al. (2022) lists the indicators used to
measure engagement. Their methodology section provides a detailed explanation
of the TOPSIS methodology used to create the composite engagement index.

The Twitonomy application was used by Mufioz and colleagues (2022) to collect
indicators. This tool provides a wide range of data on individual X accounts and
competition. Among other things, it provides the number of followers and tracks
users’ tweets, including retweets, replies, mentions, tags and the frequency of all
these actions. It also shows how these tweets are shared in the form of likes and
retweets. Information on changes in tweets and followers over the last 30 days
was obtained from the website SocialBlade (https://socialblade.com/twitter/). The
final corpus analyzed in this study consisted of 144,989 tweets, which corresponds
to an average of 2,416 tweets per SMI, as explained in section 4 of Mufioz and
colleagues (2022), where they explain the proposed engagement index for the SMI
sample. As this paper relies on the data collected in their research, the number
and average of tweets are consistent with the numbers analyzed here.

Tests carried out

To achieve objective 1, presence on X, the data on presence on X was calculated
using descriptive statistics. To compare sectoral engagement, which is the focus of
objective 2, the sectoral averages of the individual engagement indices (Ci) were
calculated, which were determined in Mufioz and colleagues (2022). They can be
found in table 4 of that work. In relation to objective 3, which aims to determine
whether the influence of the SMIs is homogeneous within the same sector, the
standard deviation of each engagement index within each sector was determined.

The characterization by gender, which is the focus of objective 4, was analyzed
using descriptive statistics, as was the case for sectoral presence. The Mann Whitney
U-test was used to fulfill objective 5, which asks whether there are significant
differences in engagement between the genders. This test is appropriate here as
the aim is to compare engagement in two non-parametric independent samples.
Finally, objective 6 was met by calculating the average engagement by gender in
each of the areas analyzed.
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RESULTS

Table 3 in Mufioz and colleagues (2022) summarizes the number of SMIs
included in the sample, with a breakdown by sector and gender. When analyzing
sectoral presence, there are differences between sectors (as previously mentioned).
Table 3 shows sectoral activity in terms of the number of tweets in a particular
sector. A column with the age of the SMI has been added to better characterize
this sectoral behavior.

In Mufioz and colleagues (2022), table 4 shows the individual ranking of each
of the accounts included in the sample. To facilitate identification and cross-
referencing, table 2 of this paper uses the same SMI abbreviation as our reference
work. To provide an analysis for objective 2 of this paper, we turn to figure 1, which
uses the previously mentioned rankings and depicts sectoral activity using a bar
chart of the average engagement indices of SMIs in the same sector. As expected
from the individual rankings, the video games sector leads the sectoral rankings,
closely followed by the fashion industry. The other sectors are far behind these two,
but close to each other. On the other hand, differences can be observed between
the four middle sectors (sport and fitness, motor, lifestyle and technology). There
are also differences between the four lowest-rated sectors (business, beauty, travel
and tourism and gastronomy).

Regarding objective 3, the degree of distribution of engagement among SMIs
in the same sector can be seen from the line in figure 1, which shows the standard
deviation. A small value means that these influencers have a similar level of
engagement. In this case, we could conclude that there is a relatively homogeneous
engagement behavior in the sector. However, there is a high degree of variation
across all sectors. The case of fashion is particularly noteworthy because the sample
includes only three celebrities and they occupy rank positions that are far apart
from each other. This explains the distribution level, which is almost twice as
high as the average value. Other sectors, such as videogames, sports, motor and
technology, show above average distributions, albeit to a lesser extent. In light
of this, we can confidently conclude that there is generally no homogeneity of
performance at sector level.

To answer objective 3 regarding the differences in presence between genders, it
has already been made clear that the number of men in our sample (45) is higher
than that of women (16). There are 61 influencers in total because the sample includes
a travel and tourism account whose owner is a couple who share equally in the
account. The overwhelming number of SMI accounts owned by men is indicative
of the inequality that exists not only between sectors, but also between genders.
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MURNOZ, M. M. & ROJAS-DE-GRACIA, M.M. Sectoral and gender characterization of social media influencers in X

Average number Range in
g number of Average SMlage  Range in SMI
Sector of analyzed . -
tweets (min.- by sector age (min.-max.)
tweets
max.)

Beauty 2,225 498-2689 36 24-48
Business 2,499 793-2691 53 34-67
Fashion 2,659 2641-2692 33 25-38
Gastronomy 1,622 260-2692 40 32-56
Lifestyle 2,647 2595-2685 33 28-38
Motor 2,060 193-2692 36 27-47

Sports and
fitness 2,314 1757-2643 37 34-41
Technology 2,580 1598-2692 36 27-49

Travel and
tourism 2,623 2376-2691 42 36-51
Video games 2,681 2658-2690 32 27-38

Table 3. Sectoral characterization of the sample

Source: Own elaboration.

0,25

0,22

mm Fisectoral average @mmm=Fsectoral standard deviation

Figure 1. Average value and standard deviation of sectoral engagement

Source: Own elaboration.
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MURNOZ, M. M. & ROJAS-DE-GRACIA, M.M. Sectoral and gender characterization of social media influencers in X
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Figure 2. The presence of influencers in each sector by gender

Source: Own elaboration.

Figure 2 shows the distribution of SMIs in each sector and overall by gender,
following the classification of the Forbes list. There are four sectors where the
percentage of women is below 20%: business, videogames, motor and technology.
Even in sectors that are traditionally considered female, such as fashion and
lifestyle, the proportion of men is higher than that of women. Only in the beauty
industry are more women represented.

As far as the last research objective, the differences in engagement between
the sexes, is concerned, the result here is also in favor of men. This means that
men have a greater engagement to X. In fact, the first woman in the individual
ranking is ranked 8th and the second 24th. Similarly, the average engagement
coefficient of male SMIs is 0.055, compared to 0.010 for women. The mean of the
ranking positions for men is 25 compared to 46 for women. To confirm this, a
Mann Whitney U-test was conducted for engagement score [U=150; p=0.01] and
rank positions [U=148, p=0.01]. In both cases, there are significant differences in
engagement between men and women, which are in favor of men.

To provide an answer to objective 6, the average engagement of the genders in
each sector was analyzed. The results are shown in figure 3. It can be seen that
the engagement of men is much higher than that of women in all sectors, with the
curious exception of the technology and business sectors, where the opposite is true.
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Figure 3. Average engagement by gender across sectors

Source: Own elaboration.

In the case of business, this is because the only woman in this sector has a
significantly higher level of engagement than her colleagues. Of the nine men
represented in this sector, five are in the bottom 20. One of the two women in
the technology sector has a very high level of engagement and is therefore well
above the average for women. In the other sectors, the average engagement of
men is much higher. In the fashion, sport and fitness, lifestyle and motor sectors,
women’s contribution to engagement is almost zero.

DISCUSSION

An examination of the sectors revealed that the number of SMIs with an active
X account varies in the different sectors. Topics with a playful element, such as
fashion, lifestyle, and sports and fitness, have a lower number of influencers.
Influencers in these sectors may prefer other social media platforms such as
Instagram, possibly because these have a more visual format than X and are
therefore a better option for reaching more users (Wagner et al., 2023). In contrast,
topics that could be considered more formal, such as technology and business,
have a higher number of SMIs. The area of video games is the exception, as it has
a large influencer presence on X and also achieves a higher level of engagement.
This seems to confirm the idea that users use Twitter mainly for entertainment
purposes, even if entertainment use goes hand in hand with learning useful and
professional information (Catalina-Garcia & Suérez-Alvarez, 2022; Pear Analytics,
2009; Rogers, 2014).



On the other hand, this sectoral analysis provides evidence of the importance
of SMIs’ personalities, as the differences in sectoral engagement levels suggest
that personality is relevant to both the influencer’s expertise and an SMI’s ability
to attract followers. This confirms the findings of studies on the importance
of personality and charisma of influencers or celebrities as a decisive factor
for the return of an advertising campaign (Hoegele et al., 2016; Kumar, 2011;
Lunardo et al., 2015).

Regarding the characterization by gender, the results are consistent with
the findings of most authors, showing that men have the greater presence (Bode,
2017; Hubner & Bond, 2022; Lilleker et al., 2023; Samuel-Azran & Yarchi, 2023;
Woitowich etal., 2021) and greater engagement (Dalyot et al., 2022; Feng & Ivanov,
2023; Goyanes et al., 2024; Hu et al., 2023; Hubner & Bond, 2022; Zhu et al., 2019).
In fact, videogames, the sector with the highest average engagement, are clearly
dominated by men. Even in the fashion sector, which ranks second in engagement,
women are notleading, as two of the three influencers in this sector are men, which
is somewhat counterintuitive. Furthermore, one of these men, F2, ranks second
in individual engagement across all sectors. Only in the technology and business
sectors is female engagement greater than male engagement. This could be due
to the extraordinarily successful performance of the few female influencers in
these sectors. In these cases, the age factor stands out, as the women mentioned
belong to Gen X and are highly respected in their fields.

These results only partially confirm the findings of other authors who have
investigated differences between genders. Regarding presence on X, this work
contradicts various studies that claim that women’s presence and activities are
generally greater than men’s (Evans & Clark, 2016; Wagner et al., 2017) or that there
are no differences (Demailly et al., 2020; Zhu et al., 2019). The greater presence of
male SMIs compared to female SMIs on X that our research revealed suggests that
women may find this social network suitable for topics related to politics, health or
academic research, but not for other topics such as fashion or lifestyle, for which
there are other and better social networks such as Instagram.

Where our findings are consistent with previous studies is the generally lower
engagement of female SMIs compared to their male counterparts, whether on X
(Hu et al., 2023; Hubner & Bond, 2022; Zhu et al., 2019) or on other social media
platforms such as ResearchGate or Facebook (Dalyot et al., 2022; Demailly et al.,
2020; Hubner & Bond, 2022). It is possible that despite its recreational nature, X
conveys a more serious and professional image than other social media platforms
(Power, 2014). Therefore, women’s lower engagement on this platform may reflect
the so-called Matilda effect, where women’s voices are unfairly less influential and
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have less reach than men’s voices in serious environments (Knobloch-Westerwick
et al., 2013; Zhu et al., 2019). All of this is the result of the historical tendency to
minimize and ignore the value of women’s contributions in certain fields.

Nonetheless, the fact that women have higher engagement in business and
technology, areas traditionally associated with men, raises two important questions.
It seems that society is moving in a positive direction in terms of equality and
that it is no longer enough to have experience in a sector for an influencer to have
engagement on X, but that personality and charisma have a much greater weight.
This means that female SMIs who have charisma raise the average (Hoegele et
al., 2016; Kumar, 2011; Lunardo et al., 2015). One could also add that female users
with an interest in business and technology prefer to follow SMIs on X of their
own gender, as they identify more with these SMIs (Hudders & De Jans, 2022;
Schiffman et al., 2010). Since there are few female SMIs in these sectors, it is
possible that they attract the attention of female X users and thus achieve higher
engagement than their male counterparts, as there are more of the latter and the
male SMIs compete with each other.

CONCLUSIONS

This work has shown the gender and sectoral characterization of SMIs on X
(formerly Twitter) who are so successful that they could be considered celebrities
based on a study of their presence and engagement on this social media platform.
The sectors with the greatest presence of SMIs are technology and business and,
to alesser extent, videogames, which has high levels of engagement. Nevertheless,
engagement on this platform is not only determined by the sector in which the SMI
has experience, but it depends to a large extent on the charisma and personality
of the influencer. Interestingly, this is the case in all sectors except technology
and business, where the small number of female SMIs see more engagement than
their male counterparts.

These findings have twoimportant practical implicationsthatcan helpindeciding
what characteristics an influencer should have for a marketing campaign on X in
terms of industry and gender. The first is the suitability of X for campaigns where
men are the main target audience, and in particular for an audience interested
in videogames. Brands with a target audience more focused on formal topics can
also find suitable SMIs for their campaigns on X, albeit to a lesser extent. Business
and technology topics do not have the same degree of engagement on X as the
videogames sector, but business and technology have a larger SMI presence and
these influencers may be targeting niches in the market. The same interpretation
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may be useful for content-creating SMIs, as their gender and sector may lead them
to believe that X is a platform that fits well with their strategies.

Another important implication is that once companies or institutions have
decided on the sector in which the SMI needs to be an expert in order to launch
their communication campaigns on X, they need to evaluate to what extent the
SMTI’s personality is an important aspect, as personality is a crucial factor for
engagement on this platform. Unlike other, more visual platforms, the content
on X is based on text and debates that the SMI often generates in real time,
meaning that the content is very much dependent on the influencer. Companies
and organizations must therefore weigh up whether the higher costs associated
with the cachet and prestige of high-profile influencers are worth the expected
differences in engagement.

This work is not without limitations. The firstis time, as the data was collected in
2020. However, ithas been confirmed thatinfluencers are still active as celebrities
on social media and on X. As the study is aimed at highly successful influencers,
the sample size must inevitably be small, which is another limitation. This does
not make the results useless, as it allows for a comparative analysis of the market
and learning from the SMIs who have a larger number of followers. Nevertheless,
it would be ideal to repeat this study in other countries as this would provide
results from a larger number of influencers and allow comparisons to be made.
On the other hand, adapting this work to SMI'’s activities on other social media
platforms such as Instagram, YouTube, Facebook or TikTok would provide a more
comprehensive and valuable look at the field of influencer marketing.
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