
7Influencer Marketing
Trends for 2022



The influencer marketing industry has
overcome the disruption of the Covid
pandemic, which initially saw brands
pause and cancel their influencer
marketing strategies in 2020. Instead, 2021
was the year where brands restarted,
developed and accelerated their influencer
strategies in response to the opportunity
that the industry offers.

The commercial opportunity that the right
influencer can provide for a brand is clearly
recognised, and the awareness of this is
demonstrated by the level of investment
projected for 2022, as brands are expected
to spend $13.8 billion on influencer
marketing this year[1].

Whilst the past two years have been
reactive for an industry grappling with the
disruptions caused by the global pandemic,
2021 proved to be an accelerative year,
driven by this opportunity recognised within
influencer marketing. More brands are
using influencer marketing than ever
before, in different ways, with varying
influencers, achieving different goals.

As a result of the increase in campaigns,
2021 has fast-tracked progress within the
industry in terms of identification, execution,
measurement and function, which would
suggest that 2022 is going to be a year of
formalising disciplines and truly embedding
influencer marketing within the wider
marketing mix.

This report will help marketers drive their
influencer strategy forward as the industry
begins another unprecedented year in
business. Through the knowledge and
experience of our resident analysts in our
consultancy team, trend tracking and
thorough data research, the expert team at
Influencer Intelligence has mapped the
current landscape and from this projected
the key future trends that are set to shape
the industry in the next year.

[1] https://influencermarketinghub.com/influencer-marketing-
benchmark-report-2021/
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https://influencermarketinghub.com/influencer-marketing-benchmark-report-2021/


The closures of bricks-and-mortar stores due to the
pandemic restrictions compelled the progress of
ecommerce to accelerate rapidly, as brands were
forced to turn their attention to online selling as the
only way of driving revenue. As 2022 begins, the
advancement of ecommerce is only set to continue,
as the journey from being exposed to a product on
social to having the opportunity to purchase will
continue to shorten as social commerce really
comes into the spotlight.

As people were forced to stay at home due to
restrictions in place, time-rich consumers also spent
more time online as a means of entertainment.
When combined with the need to purchase
products online, brands had to focus significant
attention here in order to drive sales and survive. A
combination of continued uncertainty and
changing restrictions due to the pandemic, coupled
with consumer buying behaviours having adapted,
ensured that the emphasis upon online buying
wasn’t a short-term trend. 

A recent report by Grand View Research valued the
social commerce industry to be worth almost $475
billion in 2020, and it is expected to grow by 28.4%
between 2021 and 2028 [2], hence demonstrating
the opportunity that brands are recognising within
this space and investing in for this reason.

Influencers, who are persuasive storytellers
predominantly living on social can provide a
powerful link between content and commerce,
guiding customers to purchase via their influence.
This potential is recognised by brands as whilst
marketing budgets paused and were cut when
Covid-19 initially hit, this year has seen a rise in the
spend being allocated to social and in particular
influencer marketing budgets are bouncing. 

Influencer Intelligence’s upcoming research report,
Influencer Marketing 2022, revealed that a third
(34%) of respondents are spending between 30%
and 50% of their overall marketing or
communications budget on influencer marketing
[3]. 

The increase in social usage and subsequent social
selling as a result may prove to be a challenge as
whilst brands are trying to get the attention of
potential customers spending more time online in
greater quantities, so are many other brands.
Therefore, it is likely to become increasingly difficult
to cut through the noise and convince audiences.
Social commerce, sitting at the very bottom of the
funnel, requires an even greater degree of
persuasion for a customer to conduct the desired
action – to commit and purchase. 

The action of persuading a customer to part with
money via an online purchase requires a great deal
of trust, and this is why influencer marketing is such
an effective practice. Productive influencer
marketing is achieved by utilising the relationship
and trust that exists between an influencer and
their audience, enabling them to be more succesful
than traditional advertising. In a recent 2021 study, it
was found that only 10% of consumer respondents
had trust in social advertising [4], yet according to
recent work by Shopify, 61% of consumers trust an
influencer recommendation [5]. 

Therefore, it is inevitable that influencer marketing
needs to be deeply interwoven with social
commerce strategies in 2021 in order to cut through
the noise and gain consumer trust that will
ultimately convert customers from consuming
content to purchasing products and services.

INFLUENCERS WILL BECOME
ESSENTIAL DRIVERS TO THE
ADVANCEMENTS IN SOCIAL
COMMERCE

[2] https://www.grandviewresearch.com/industry-analysis/social-commerce-market
[3] Influencer Marketing 2022 (published February 2022), Influencer Intelligence
[4] https://today.yougov.com/topics/media/articles-reports/2021/02/23/global-media-2021
[5] https://www.shopify.co.uk/blog/influencer-marketing-statistics
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Social selling will not only develop in terms of
volume of practice and refinement of journey in
2022, but the practice is likely to impact the types of
content utilised for this purpose.

A lot can be learned about the future path of
influencer marketing from looking at China, who
are several years ahead in progression within the
industry. Selling via livestreaming, in an equivalent
manner to QVC on social is big business.
TechCrunch reported that it is estimated that in Q1
2021 there were over 4 million live shopping
sessions in the country [6]. In addition, it’s also
projected that China will generate $132 billion in
livestream sales by the end of the year, which is
about 37% of all social commerce revenue in the
country [7]. 

After the proven success in China, brands such as
Alibaba are also exploring how to reach western
audiences via this medium, so it is a format of
shopping that customers are likely to become
accustomed to shortly, with or without native
brands to the market adopting this strategy.

That being said, there are some examples starting
to gently make their way through. In the summer of
2021 Clarks were one of the first to experiment by
hosting their livestream shopping event on IGTV
with Nia the Light, and through Thanksgiving and
Christmas, Pinterest, YouTube and TikTok all had
livestream shopping events.

On November 8, Pinterest revealed a QVC-style
shoppable live series, releasing new 30-minute
episodes each weekday. Each featured a Pinterest
creator, showcasing and tagging products that are
available to purchase through a retailer, with topics
covered including fashion, beauty, home, food and
more – demonstrating the breadth of content and
commercial opportunity available on the platform
.
YouTube also hosted their Holiday Stream and
Shop, which showcased shoppable items from
brands such as Walmart and Samsung in time for
Thanksgiving and was hosted by a range of top
creators including The Merrell Twins. 

Instagram has been hosting a range of live
shopping events across the last two months of 2021,
and TikTok launched their live shopping event On
Trend, with the help of hosts including Gemma
Collins and Rylan Clark-Neal in December.

Therefore, whilst very much in its infancy in the UK
and US, livestream shopping events are already
proven models for successful influencer marketing
within other markets and so it is inevitable that the
practice will be adopted globally throughout 2022.

LIVE STREAMING WILL BECOME A
KEY FEATURE FOR INFLUENCER
MARKETING STRATEGIES

[6] https://techcrunch.com/2020/06/09/alibaba-aliexpress-influencer-recruitment/
[7] https://qz.com/2039915/livestream-shopping-on-social-media-shows-potential-in-the-us/
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In order to support the advancement of social
commerce and diversification of campaigns, 2022 is
also likely to see a greater emphasis put onto the
function of an influencer. As the industry matures
and techniques to reach audiences broaden, so will
the role that an influencer plays in a campaign and
the skillset they need to possess in order to achieve
this.

Influencer Intelligence’s latest research report,
Influencer Marketing 2022, found that among
marketers, only 5% felt that the one-off sponsored
post model had proven most successful for them.
This low percentage, compared to the 75% of
respondents who agreed long-term partnerships
are the key to influencer marketing success
demonstrates that longer-term partnerships are
here to stay, and that one-dimensional sponsored
posts are in decline [3].

The reason for this being because longer
partnerships allow a brand to build a relationship
with a creator in which they are more invested,
which promotes authenticity. Also, ongoing
messaging that allows an influencer to build a story
with their audience provides the foundations to
more trustworthy communication for increasingly
sceptical consumers.

Not only is there increasing scepticism amongst
audiences, but as has been explored, the pandemic
has driven higher volumes of users to social, which
in turn has led to more influencer campaigns by
brands attempting to gain the attention of
audiences. In order to stand out, brands are having
to explore more collaborative partnerships across a
variety of touchpoints, and in turn the role of an
influencer is continuing to broaden.

For example, the forecasted rise in livestream
shopping events on each social channel itself
requires a different skillset to traditional influencer
advertising. An influencer for this type of
collaboration needs to be engaging on video as well
as having strong presenting skills in order for the
content to be effective.

Similarly, the increase in influencer campaigns
encompassing creative content that occurred over
the pandemic when professional shoots were
prohibited due to restrictions has continued to rise.
Talent has proven the quality of content that can be
gained from working in this way and brands are
utilising this.

As campaign requirements continue to broaden
and one-off partnerships decline, requirements for
influencers to have a broader repertoire of
professional attributes will continue to rise in order
for successful collaborations to be brokered.

THE ROLE OF INFLUENCERS
WILL BROADEN ACROSS
EFFECTIVE PARTNERSHIPS



AS INFLUENCERS ARE UTILISED
FOR BROADER OBJECTIVES,
THEY WILL BE MEASURED BY
IN-DEPTH METRICS TO
SUPPORT THIS

In last year’s Influencer Marketing Trends report,
Influencer Intelligence predicted that as spend
increased, this would push for greater
accountability and demonstration of ROI [8].
 
Influencer Intelligence’s January 2021 report,
Measuring the ROI and Effectiveness of Influencer
Marketing, found that 49% of respondents agreed
that influencer marketing contributed to their
digital marketing calculations [9]. Within 8 months,
this figure increased to 71% [3], demonstrating that
influencer marketing is increasingly being
integrated into the wider digital marketing mix and
the need for accountability for campaigns is  rising
as predicted.

However, Influencer Intelligence’s research does
suggest that the industry still displays a lack of
confidence in measuring influencer marketing
effectively. Brands tend to have struggled with
demonstrating ROI, predominantly due to the
bespoke nature of each brand’s campaigns and
hence the wide number of different variables at
play.

Therefore, as brands continue to integrate
influencer marketing as a legitimate pillar of their
wider digital marketing strategy, the ability to
measure this will become critical.

The impact of social commerce is likely to be the
push for brands to really demonstrate clear ROI
from influencer marketing spend. As creators are
used to directly deliver commercially driven results
lower down the funnel in increasing numbers, and
the platforms themselves improve the
infrastructure for delivering and measuring social
commerce campaigns, this area of practice will
improve.

The industry as a whole is confident in
understanding campaigns that are focused on
softer metrics, driving awareness via reach and
engagement. As the practice of more technical
campaigns with harder metrics become
commonplace in 2022, this will also push the
industry to develop broader measurement skills
that can qualify the effectiveness of influencer
campaigns throughout the marketing funnel.

[8] https://www.influencerintelligence.com/insights/Tgd/9-Influencer-Marketing-Trends-for-2021
[9] https://www.influencerintelligence.com/insights/TBG/Measuring-the-Effectiveness-and-ROI-of-Influencer-Marketing
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As influencer marketing becomes professionalised
and integrated within the wider marketing mix,
influencer partnerships are starting to blend with
other disciplines, in particular paid campaigns. As
whitelisting on Instagram and Spark Ads on TikTok
demonstrate, blending paid social with influencer
marketing utilises the relatability and
recommendation of the creator, with extended
functionality of paid advertising and is likely to
become common practice throughout the
forthcoming year.

Whitelisting and Spark Ads allow a brand to amplify
their influencer content via paid advertising within
the respective platform. The influencer, working
with a brand, grants their partner advertising
permissions on their social media account. This
allows brands to use the influencer’s handle for their
ads, ultimately making sponsored content appear
as if it is coming straight from the influencer’s
profile. 

BLENDING PAID SOCIAL WITH
INFLUENCER MARKETING WILL
BECOME COMMON PRACTICE

[ Source: PrickLDN Instagram: https://www.instagram.com/prickldn/



A practice broadly used in the US, this is now seeing
an increase in uptake in the UK, as blending the two
provides brands with several advantages. Influencer
whitelisting broadens the reach of content beyond
the influencer’s audience, as brands can choose to
target specific demographics via the paid
advertising element and allows content to be more
evergreen as ephemeral content such as stories can
exist beyond its 24-hour shelf-life on Instagram. In
addition to reach, a brand can receive the depth of
performance analytics that they would with an
advert as the campaign runs through the platform’s
advertising manager.

Notable examples of influencer marketing
collaborating with paid social advertising have been
demonstrated by brands including Lego, Kip
Hideaways and Instagram themselves as illustrated
here.

Source: Steph Houghton 
Instagram: https://www.instagram.com/stephhoughton2/

Source: Eimear Barry 
 Instagram: https://www.instagram.com/eimearvarianbarry/



INFLUENCERS WILL BECOME
MORE SELECTIVE WHEN
CHOOSING BRANDS TO
PARTNER 

Whilst there is significant increase in brand spend
within influencer marketing, the opportunities that
creators are being offered themselves to monetise
their skills is also expanding.

Social media platforms, recognising the opportunity
and value that creators bring have all launched
funds to reward creators and nurture their careers.
Whilst the intention of these funds is to encourage
talent on the platforms to appeal to brands, this
ability for influencers to make money from the
platform on which they operate, takes some
emphasis away from incomes solely being
dependent on advertising revenue. 

TikTok kicked off the trend for platforms with the
launch of its $2 billion Creator Fund in July 2020,
and other platforms have subsequently followed
suit. In March 2021 SnapChat announced they were
paying $1 million per day to top-performing creators
as part of its Spotlight initiative, and in May,
YouTube launched the $100 million Shorts Fund.
Meta has also been active in this space, with
Facebook and Instagram’s ongoing pledge to
reward creators from their $1 billion fund running
until the end of 2022.

Premium content models have also started to be
implemented across platforms, allowing influencers
to charge audiences for selected content. Patreon’s
monthly pay-outs saw an increase of over 68% in
2021 [10] and social platforms have started to release
their own paid-for content infrastructure, including
Twitter’s Tipping and Instagram’s widely reported
forthcoming release of creator subscriptions.

In 2022, the influencer marketing industry will really
see the premium content models develop and
embed with everyday content consumption. The
broader choice and opportunity that creators now
have to monetise their content, could lead to
increasing caution when it comes to deciding which
brands to work with for endorsements, only working
with those partners that are truly aligned with their
own brand.

2021 also saw the launch of FYPM, an app billed as
the ‘Glassdoor for influencers’ that allows creators to
review brands and disclose salaries for campaigns
they have worked on. This move to provide
transparency on influencer payments and enable
talent to make informed decisions on who to work
with draws attention to the need for influencer
partnerships to be balanced and work both ways.

As the opportunities for influencers to monetise
their talent broadens, and the balance between
talent and brand levels up via initiatives such as
FYPM and the developing creator trade unions
worldwide, brands are going to have to work harder
to really nurture the talent that they work with,
building long term partnerships and paying fair
rates in order to maintain the talent that can deliver
results for them.

[10] https://backlinko.com/patreon-users
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INFLUENCER MARKETING HAS A
PLACE WITHIN THE METAVERSE

A future trend report for 2022 couldn’t ignore the
impact of the metaverse and how influencer
marketing fits into this going forward, especially as
the concept is not entirely new within this space.

Virtual influencers such as Lil Miquela and Shudu
were created as far back as 2016 and saw
particularly the fashion and beauty space embrace
this new form of influencer marketing. With there
being so much interest and discussion around the
metaverse at present, it is likely that brands will
increase their openness to embrace those
influencers who translate to this space easily.

For a brand, the advantages are clear. The risk
associated with trusting a brand’s reputation with
an individual can be mitigated by using a virtual
influencer to communicate an undiluted version of
message straight from the brand itself. 

What isn’t so clear currently, is the effectiveness of
this type of practice over traditional influencer
marketing, particularly in the UK and US. The trust
that audiences have for a creator is what makes a
successful influencer marketing campaign,
operating as peer-to-peer marketing on social.
However, virtual influencers could be considered
owned channel marketing activity, as the avatar is
often built specifically for a brand and is direct
communication from themselves, not a third party.

With the focus on the metaverse, brands have been
quick to embrace virtual influencers in order to reap
any opportunities that arise quickly, with brands
such as Prada and Dior building bespoke
influencers. 

Like social commerce, brands are leaning on the
tried and tested advancements that already exist in
territories such as China, where influencers in this
space are expanding quickly [11]. What is also yet to
be seen is whether reception will vary in different
markets, dependent on popular culture awareness.
For example, in Japan, where virtual influencers and
avatars are also very popular, there is a long history
of these types of personas. Embedded in popular
culture, the concept is somewhat normalised and
accepted by audiences with ease. However, it is yet
to be seen if virtual influencers will be as accepted
by UK and US audiences, or whether it is going to
take a longer-term process to reach audiences by
these means.

[11] https://www.scmp.com/magazines/style/luxury/article/3153210/luxury-brands-are-ditching-kols-virtual-influencers-china
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