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2) Business Insider(2019. 11. 18), “Influencer Marketing: State of the social media influencer market in 2020

3) Mediakix(2019), “INFLUENCER MARKETING 2019”

4) Diza Maria Elli(2017. 12), “The phenomenon and rise of Influencer Marketing and how it affects customer
opinion and helps or damages brands’
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6) Federal Trade Commission(2019. 11. 5), “FIC Releases Advertising Disclosures Guidance for Online
Influencers”

7) Competition Bureau Canada(2019. 12. 19), “Influencer marketing and the Competition Act”
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9) Die Medienanstalten, https://www.die-medienanstalten.de/themen/werbeaufsicht/#c3034

10) https://www.hiscox.co.uk/broker/commercial-insurance/media/influencer-protection

11) https://www.assuredsocial.com/

12) https://www.alignedinsurance.com/social-media-influencer-liability-insurance/
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