
This report looks at the following areas:

•• The impact of COVID-19 on social media influencers
•• The products influencers have encouraged people to buy
•• Reasons people have stopped following an influencer
•• Traits that most encourage someone to follow a social media personality
•• Attitudes towards social media personalities

Among those who follow/frequently view social media influencers, the majority
(54%) have spent more time looking at influencer content since the outbreak of
COVID-19, particularly those aged 16-34 (66%). Overall use of social media has
increased, which has helped drive the popularity of influencer content as
people look for entertainment, information and inspiration.

Even though the pandemic has significantly restricted the type of content
influencers can make and limited advertising-income, the increased time
people have spent online and online shopping has created opportunities for
influencers, especially as platforms introduce more monetisation and
ecommerce features.

Many influencers have faced major criticism for their apparent disregard for
social distancing regulations, eg travelling/having parties, or spreading
COVID-19 misinformation. Influencers risk potentially long-term damage to their
image if their response to the pandemic is considered inadequate or
inappropriate, which will reduce their value to brands. Influencers have to be
mindful of their statements/actions to avoid angering people, while also taking
active steps to be seen as a person playing a positive public health role
throughout the pandemic.

The popularity of TikTok has presented a new option for brands to utilise
influencers to target younger generations. Livestreaming is a feature growing in
importance, and over the next year, there will likely be more influencer
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influencers should be banned
for spreading COVID-19
misinformation.”
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exploration of live shopping and virtual livestreaming, where creators use
virtual avatars rather than filming themselves in the usual way.
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Figure 1: Short, medium and long-term impact of COVID-19 on
social media influencers, prepared 25 January 2021
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• COVID-19 alters the products people are buying

Figure 2: Impact of COVID-19 on spending, 8-13 January 2021
• Digital adspend was down in 2020, but it will rebound

strongly
• Donald Trump’s bans could set precedent
• Companies and brands
• Significant shake-up in TikTok’s top influencers
• Social platforms add more ecommerce features
• Snapchat focuses more on influencers
• The consumer
• Many have turned to influencers during the pandemic

Figure 3: Social media influencers and COVID-19, November
2020

• TikTok sees significant growth in 2020
Figure 4: Use of social media platforms, November 2019 and
November 2020

• More people are following social media personalities
Figure 5: Who users follow on social media platforms,
November 2020
Figure 6: Who users follow on social media platforms (NET),
November 2019 and November 2020

• Influencers are most likely to encourage people to buy
clothing/accessories
Figure 7: Influencers’ impact on purchasing, November 2020

• More influencers and consumers embrace live streams
Figure 8: Behaviour in response to influencers, November
2020

• Half of people have actively stopped following an
influencer
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Figure 9: Stopping following influencers, November 2020
• Repetition is turning people away

Figure 10: Reasons for stopping following an influencer,
November 2020

• Being funny is the biggest draw for an influencer
Figure 11: Social media personality preferences, November
2020

• People’s inclination to ignore sponsored posts means more
creativity is needed
Figure 12: Attitudes towards social media personalities,
November 2020

• While some influencers face criticism for COVID-19 content,
others emerge as important tools for spreading information

• Livestreaming growing in popularity during the pandemic
creates opportunities for influencers

• COVID-19 boosts use of social media and alters the
products people are buying

• Reduction in digital adspend in 2020 limits influencer
income but it will rebound strongly

• The ban of Donald Trump could set precedent for greater
content moderation

• Impact of COVID-19 on social media influencers
Figure 13: Short, medium and long-term impact of COVID-19
on social media influencers, prepared 25 January 2021

• COVID-19 boosts use of social media
Figure 14: Impact of COVID-19 on time spent using social
media, 2-14 July 2020

• Consumers’ changing spending patterns due to COVID-19
impact influencers
Figure 15: Impact of COVID-19 on spending, 8-13 January
2021

• Digital advertising hit by pandemic but will rebound
strongly
Figure 16: Forecast of digital advertising expenditure in the
UK, 2015-25 (prepared September 2020)

• Stricter regulations on influencer advertising
• Social media platforms ban President Donald Trump

ISSUES AND INSIGHTS

THE MARKET – KEY TAKEAWAYS

MARKET DRIVERS
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• Black Lives Matter movement shines light on issues of
influencers and discrimination

• Top influencers on TikTok change but are stable on other
platforms

• Social platforms introduce more ecommerce features
• Snapchat puts greater focus on influencers

• List of top influencers on Instagram is stable
Figure 17: Top 10 influencers on Instagram, 17 December 2020

• Barack Obama leads the way on Twitter
Figure 18: Top 10 influencers on Twitter, 17 December 2020

• PewDiePie still way out in front on YouTube
Figure 19: Top 10 influencers on YouTube (excluding
musicians), 17 December 2020

• Blackpink enter YouTube top five highlighting growing K-
pop influence on western social media
Figure 20: Top 10 musicians on YouTube, 17 December 2020

• Big changes in TikTok top 10 as platform goes more
mainstream
Figure 21: Top 10 influencers on TikTok, 17 December 2020

• Major personalities come back to Twitch
Figure 22: Top 10 influencers on Twitch, 17 December 2020

• Social platforms push more social commerce features
• Instagram
• TikTok
• Snapchat enables more people to create public profiles…
• …and offers prize money for most viral content
• TikTok launches a creator fund
• Instagram begins sharing ad revenue with influencers
• Twitch moves beyond gaming
• OnlyFans becomes more mainstream as celebrities start

using the platform
• VTubing gains popularity
• Snapchat and Twitter team up to make content sharing

easier

• Influencers can be an important tool for spreading
COVID-19 information

COMPANIES AND BRANDS – KEY TAKEAWAYS

MARKET SHARE

LAUNCH ACTIVITY AND INNOVATION

THE CONSUMER – KEY TAKEAWAYS
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• More influencers should focus on quality over quantity as
repetition turns people away

• Growth in livestreaming provides many new options for
influencers

• Many have turned to influencers during the pandemic
Figure 23: Social media influencers and COVID-19, November
2020

• Consumers want strict punishments for spreading COVID-19
misinformation

• Influencers bypassing COVID-19 regulations reduces their
value to brands

• Influencers have become an important tool to spread
information

• Facebook is still the most used platform but has fallen
behind among younger people
Figure 24: Use of social media platforms, November 2019 and
November 2020
Figure 25: Use of social media platforms, by generation,
November 2020

• TikTok sees significant growth in 2020

• More people are following social media personalities
Figure 26: Who users follow on social media platforms,
November 2020
Figure 27: Who users follow on social media platforms (NET),
November 2019 and November 2020

• TikTok has a strong social media personality presence
• Snapchat looks to boost role of influencers

• Influencers are most likely to encourage people to buy
clothing/accessories
Figure 28: Influencers’ impact on purchasing, November 2020
Figure 29: Repertoire of influencers’ impact on purchasing, by
age, November 2020

• The pandemic has limited purchasing of some items
meaning influencers and brands have needed to be flexible

• Stark gender divide in which products people are
influenced to buy

IMPACT OF COVID-19 ON CONSUMER BEHAVIOUR

USE OF SOCIAL MEDIA PLATFORMS

WHO USERS FOLLOW ON SOCIAL MEDIA

INFLUENCERS’ IMPACT ON PURCHASING
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Figure 30: Influencers’ impact on purchasing, by gender,
November 2020

• TikTok becomes a key platform for food promotion

• More influencers and consumers embrace livestreams
• Live shopping will be an important tool for influencers in

coming years
• Greater risk of creating controversy via livestreams

Figure 31: Behaviour in response to influencers, November
2020
Figure 32: Behaviour in response to influencers, by household
income, November 2020

• Opportunities for more subscription options for influencers
• For popular influencers, merchandising opportunities are

significant

• Half of people have actively stopped following an
influencer
Figure 33: Stopping following influencers, November 2020

• Repetition is turning people away
• More influencers should focus on quality over quantity to

avoid repetition and burnout
Figure 34: Reasons for stopping following an influencer,
November 2020

• Consumers stop following influencers if they disapprove of
their actions

• Being funny is the biggest draw for an influencer
Figure 35: Social media personality preferences, November
2020
Figure 36: Social media personality preferences (NET top
three), by gender, November 2020

• Being informative attracts older followers
• Relatability has to be genuine and self-aware or influencers

will be called out
Figure 37: Social media personality preferences (NET top
three), by generation, November 2020

• The importance of relatability highlights need for greater
diversity in influencers

• Drama and controversy hold little appeal

BEHAVIOUR IN RESPONSE TO INFLUENCERS

REASONS FOR STOPPING FOLLOWING AN INFLUENCER

SOCIAL MEDIA PERSONALITY PREFERENCES
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• People’s inclination to ignore sponsored posts means more
creativity is needed
Figure 38: Attitudes towards social media personalities,
November 2020

• Four in 10 would purchase directly via a social media
personality’s post

• Influencers are near the start of their purchasing journey for
many

• Abbreviations
• Consumer research methodology

ATTITUDES TOWARDS SOCIAL MEDIA PERSONALITIES

APPENDIX – DATA SOURCES, ABBREVIATIONS AND
SUPPORTING INFORMATION
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About Mintel
Mintel is the expert in what consumers want
and why. As the world’s leading market
intelligence agency, our analysis of
consumers, markets, product innovation and
competitive landscapes provides a unique
perspective on global and local economies.
Since 1972, our predictive analytics and
expert recommendations have enabled our
clients to make better business decisions faster

Our purpose is to help businesses and people
grow. To find out how we do that, visit
mintel.com.
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