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EMVEarned Media Value
Earned Media Value (EMV) is Tribe Dynamics’ 

prescribed metric that quantifies the estimated value of 
publicity gained through digital earned media and its 
respective engagement levels. Our holistic approach 
assigns a specific dollar value to each piece of content, 
based on the publishing channel’s perceived value of digital 
word-of-mouth to brands within the industry. EMV serves as 
a tool for benchmarking across marketing activities and 
across brands.

In an effort to ensure that we are always providing the 
most insightful data and analysis to help you better 
understand the latest digital trends, we consistently improve 
our measurement of earned media performance. As we 
continue to advance our own understanding of earned 
media and learn about the industry, we will update our 
analytics to reflect new knowledge and innovations.
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Glossier

Fresh

SK-II

The Body Shop

Aēsop

Dr. Brandt

Kiehl's

EOS

Clinique

Lush

$1,132,669

$1,165,374

$1,209,158

$1,215,483

$1,344,212

$1,459,216

$2,024,804

$2,126,034

$3,196,216

$4,256,199

Top 10 Brands
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BLOG

Fresh

Dr. Brandt

SK-II

EOS

Glossier

Aēsop

The Body Shop

Kiehl's

Clinique

Lush

$38,215

$57,404

$59,900

$83,677

$86,995

$139,559

$250,320

$279,691

$308,326

$639,220

YOUTUBE

Aēsop

Fresh

SK-II

Glossier

The Body Shop

Lush

Kiehl's

Clinique

EOS

Dr. Brandt

$17,183

$56,820

$165,378

$213,250

$408,753

$458,845

$595,080

$794,355

$976,943

$1,056,367
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FACEBOOK

SK-II

Glossier

Fresh

Aēsop

Dr. Brandt

The Body Shop

Kiehl's

EOS

Clinique

Lush

$6,415

$9,590

$13,425

$21,620

$34,125

$39,260

$110,560

$168,785

$201,121

$248,650

INSTAGRAM

Dr. Brandt

The Body Shop

EOS

Glossier

SK-II

Kiehl's

Fresh

Aēsop

Clinique

Lush

$296,729

$452,730

$589,999

$780,414

$915,905

$934,043

$965,924

$1,111,040

$1,283,880

$2,334,053



T R I B E  D Y N A M I C S 9

TWITTER

Dr. Brandt

Aēsop

Glossier

SK-II

The Body Shop

Fresh

Kiehl's

EOS

Lush

Clinique

$7,400

$16,700

$19,600

$45,500

$57,000

$60,800

$72,300

$163,200

$318,400

$563,314

PINTEREST

Dr. Brandt

The Body Shop

SK-II

Glossier

Fresh

Kiehl's

Aēsop

Clinique

EOS

Lush

$7,190

$7,420

$16,060

$22,820

$30,190

$33,130

$38,110

$45,220

$143,430

$257,030
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OVERALL TRENDING EMV

Y/Y GROWTH 

1M0 2M 3M 4M 5M 6M
Lush

Clinique

EOS

Kiehl's

Dr. Brandt

Aēsop

The Body Shop

SK-II

Fresh

Glossier
Feb 2015 Feb 2016

BRAND FEB 2015 FEB 2016  Y/Y GROWTH

Glossier

Fresh

SK-II

The Body Shop

Aēsop

Dr. Brandt

Kiehl's

EOS

Clinique

Lush

$442,782

$334,390

$451,053

$786,006

$124,876

$125,363

$530,160

$983,346

$442,290

$5,778,289

$1,132,669

$1,165,374

$1,209,158

$1,215,483

$1,344,212

$1,459,216

$2,024,804

$2,126,034

$3,196,216

$4,256,199

155.81%

248.51%

168.07%

54.64%

976.44%

1063.99%

281.92%

116.20%

622.65%

-26.34%
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I n February, Fresh rallied its 
community of celebrities,

influencers, and consumers around 
the hashtag #kissandcontribute, 
which drove $475.0K EMV. Though 
Sephora had originally posted about 
the campaign in January with an 
Instagram ($104.4K EMV) that 
linked the hashtag to the brand’s 
Suga(RED) product -- which is 
normally promoted in conjunction 
with World AIDS Day -- the Fresh 
community did not participate in the 
conversation until February. Fresh 
successfully mobilized its multi-

tiered community by designing its 
own compelling and accessible call 
to action. For every person who used 
the hashtag on Instagram, the brand 
promised to donate to the (RED) 
organization to raise money for 
HIV/AIDS research. 

Celebrities like actress Katie 
Cassidy and model Anne Vyalitsyna 
posted Instagrams of themselves for 
#kissandcontribute. Cassidy made a 
“kiss face” for the camera, and 
Vyalitsyna shared a tender shot of 
her with her baby, adding to the 
highly emotional subject matter. 

Kateymcfarlan shares her love 
with followers on Instagram, 

netting 3.8K likes.

FRESH SPREADS LOVE WITH PHILANTHROPIC CAMPAIGN

Brand Spotlights



T R I B E  D Y N A M I C S 1 2

Both influencers urged their 
followers to create their own content 
for the cause. Cassidy directly 
appealed to her fans by asking users 
to “help save lives,” while Vyalitsyna 
focused her post on the gratitude for 
the daily love that she receives from 
others, inviting her community to 
join her in giving back. 

Both Fresh and the RED 
foundation reached out to 
influencers to raise awareness for 
the #kissandcontribute campaign. 
Fresh sent influencers boxes of lips-
shaped chocolates along with the 
Suga(RED) product, who in turn 
posted about the gift to Instagram, 
communicating how much love and 
respect they had for the brand and 
its cause. Influencers who partnered 
with RED, instead of Fresh, were 
understandably less focused on the 
Suga(RED) product and created 
their own visually compelling 
content to promote the cause. 

The multifaceted nature of the 
#kissandcontribute campaign 
enabled users to engage with the 
campaign to the extent of their 
choice. Even users who did not 
explicitly mention the brand posted 
love-themed photos (their wedding 
day, Valentine’s Day candy, etc.) in 
individual expressions of love and 
commitment to the cause.

Coffeebreakwithdani reminds 
her followers that there are 

“lots of ways” for them to 
“help fight AIDS,” inspiring 

2.3K likes.
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I n February, Kiehl’s opened the 
“Derek Zoolander Center for

People Who Don’t Age Good,” a pop-
up store for its products, in 
collaboration with the film’s release. 
The pop-up store was decked out 
with male models in leopard print 
suits, a selfie station featuring a 
cutout of Derek Zoolander, and a 
miniature runway with finger-sized 
clothes. Kiehl’s enlisted its 
community of influencers to 
promote the store’s opening, with 
many influencers showing up in 
person to experience the event 
themselves. Though the majority 
noted explicitly in their posts that 
they were partners of the brand, 
their genuine enthusiasm for the 
Zoolander theme and the silliness of 
the event was still clearly conveyed. 
The pop-up’s immersive experience 
resulted in colorful content creation 
and high user engagement, driving a 
total of $457.6K EMV.  

Alexanderkenton (center right) 
poses with models at Kiehl’s 
Zoolander-themed pop-up 
store, earning 1.7K likes.

KIEHL’S TAPS ZOOLANDER 2 FOR COMPELLING NEW CAMPAIGN
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bolstered by the viral popularity of 
its Pores No More Primer among 
top-tier vloggers. Word-of-mouth 
endorsements of the product spread 
quickly, speaking not only to the 
quality of the product, but to the 
trust shared among these higher-
echelon influencers. In her “January 
favorites” video, NikkieTutorials 
credited MannyMua for exposing 
her to the product by posting a photo 
of himself on his personal Snapchat. 
Similarly, KathleenLights began her 
Valentine’s Day makeup tutorial by 
applying the Pores No More Primer, 
saying, “I bought this because of 
Nicole Guerriero.”  

  Dr. Brandt’s success on 
YouTube was largely owed to buzz 
surrounding the primer, which 
generated $855.2K EMV and 81.0% 
of the brand’s total YouTube EMV. 
The astronomical social success of 
Pores No More gives powerful 
legitimacy to word-of-mouth 
marketing, not only from a top-down 
perspective (i.e., from influencer to 
follower), but among influencers as 
well. The trust and open dialogue 
shared within the influencer 
community is an important 
consideration for brands looking to 
strengthen their relationships with 
influencers, who hold substantial 
power over purchasing habits and 
market trends. 

r. Brandt Skincare excelled on 
YouTube in February, D NikkieTutorials espouses her 

love of the Pores No More line 
in a video that received 

786.2K views.

DR. BRANDT DOMINATES WITH WORD-OF-MOUTH ENDORSEMENTS
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L ush continued its dominance 
on Instagram, thanks to

enthusiastic content creation 
surrounding the brand’s launch of 
Easter-themed products. The 
collection included colorful Bath 
Bombs shaped like Easter eggs and 
the Easter bunny, and a Bubble 
Bomb resembling a bunch of carrots. 
The seasonal line proved a hit, 
inspiring earned content creation as 
well as high-engagement rates with 
Lush’s owned Instagrams of the new 
products. The highly visual appeal of 
Lush products once again helped the 
brand lead on Instagram: Lush 
earned $2.3M EMV on the channel 
alone, while the hashtag #lusheaster 
was mentioned in $140.7K worth of 
content. 

Emmablackery’s on-season 
Instagram of her Bouncy 

Bunny Shower Jellies inspires 
10.8K likes.

LUSH MAINTAINS LEADERSHIP WITH SEASONAL LAUNCH



T R I B E  D Y N A M I C S 1 6

I n February, Clinique ran a 
sponsored campaign for its new 

Pep-Start under-eye cream, sending 
influencers to a Daybreaker party in 
New York. Influencers were given 
Pep-Start to use and carry around at 
the early-morning event, so they 
could show off their bright, 
refreshed skin to affirm the 
product’s success in eliminating 
under-eye circles. The campaign’s 
resulting content ranged from 
pictures of the product itself, against 
the colorful background of the party, 
to Instagrams of the influencers 
posing with the Knicks City 

Dancers. While the engagement 
rates of this content were by no 
means monumental, the campaign 
still succeeded in making the 
individual influencers feel valued by 
the brand.  

Clinique also worked with 
influencers on a series of “bag spill” 
Instagrams, which pictured the Pep-
Start eye cream, along with other 
contents of the influencer’s bag, 
sprawled across their bed or counter 
to characterize the product as a daily 
essential. The bag spills all displayed 
Pep-Start and other Clinique 
products scattered among tech 
gadgets, headphones, and designer 
accessories, placing the Clinique 
brand within the context of a trendy 
millennial’s sophisticated yet 
whirlwind lifestyle.

Finally, Clinique engaged 
influencers with the #ImIn 
campaign, in which the brand 
challenged influencers to a series of 
out-of-the-box activities. Influencers 
were given the Pep-Start cream 
before the challenge to emphasize 
that with Pep-Start, users could be 
 ready to tackle anything. In one 
instance, Clinique challenged 
wishwishwish and livpurvis to 
decorate biscuits after enrolling 
them in lessons at the Biscuiteers 
Icing Cafe in London. The pair 
created visually compelling content 
about the experience, though it was 
produced in explicit collaboration 
with the brand. In total, the Pep-
Start product generated a total of 
$534.4K EMV for Clinique in 
February. 

Stephclairesmith shows off her 
“bag spill” Instagram 
featuring the Pep-Start eye 
cream, netting 7.4K likes.

CLINIQUE’S CROSS-PROMOTION DRIVES PRODUCT DISCOVERY


