
This report looks at the following areas:

•• Trends in social media use and influencer following
•• The social media influencer market, competitive strategies and market

opportunities
•• Factors impacting influencers and followers
•• Who follows influencers, top categories followed and impact of

endorsement on purchasing
•• How followers interact with and attitudes towards influencers

As consumers’ eyeballs shift from broadcast TV to streaming and social media,
brands are diverting more of their marketing budgets to online advertising and
to social media influencers. While influencer marketing spend is growing fast,
the share of social media users who follow influencers has held relatively steady
at about six in 10 over the past few years. Influencers don’t appear to be
reaching a new audience, but followers are more engaged – 75% follow three
or more categories (up from 68% in 2019) and brands are seeing results – 39%
of followers have bought an influencer-promoted product/service or used an
influencer discount code to buy something in the past three months.

The current economic climate and breakneck speed of information favors a
shift to influencer marketing. Brands cut out the creative agency middleman,
saving on costs and production time to quickly jump on timely events’ cultural
touchpoints. A challenge for influencers and marketers is to stay on top of the
nonstop flow of content and fast pace of trends. What’s funny today is passé
tomorrow – or worse – offensive and cause for cancellation. Followers want to
engage with influencers and feel a connection but won’t tolerate offensive
statements or actions. 67% would unfollow an influencer if they said/did
something that went against their values, making influencer marketing not
without risk.
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“Social media influencers are
a powerful marketing asset.
An endless cycle of ambitious
untapped talent is available
as more creators share their
lives on social media and look
to build a following.”
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• Influencer marketing growing fast; US accounts for 70% of
global spend
Figure 2: Influencer marketing industry size ($bn), 2016-22

• Brands paying a higher price per post
Figure 3: Cost per post, by influencer tier, 2017-21

• Influencer numbers booming, brands looking for in-house
talent to manage

• Digital ad spending – especially social, continues to soar
• Proliferation of influencer marketing agencies
• Influencer talent pool is deep and wide – and constantly

refreshed
• Pay rate is unclear, racial pay gap continues to be a hot

button
Figure 4: Average cost per paid post across all platforms,
2021

• Tech support – AR/VR could drive deeper engagement
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• Social media use is nearly universal
Figure 5: Social media usage, 2018-22, video entertainment
sources used, 2022

• Facebook remains at the top for daily usage, TikTok rapidly
moving up
Figure 6: Social media usage – At least daily, by platform,
2017-22*

• Instance of following influencers remains steady at about
six in 10
Figure 7: Follows a social media influencer, 2018-22

• Three quarters follow three or more categories – up from
two thirds in 2019
Figure 8: Number of influencer categories followed, 2019 vs
2022

• About one third self-identifies as an influencer
Figure 9: Considers self to be an influencer, by gender and
age, 2019 and 2022

• Content creators/influencers are more supported than ever
Figure 10: Sony’s ZV-1 vlogging camera for creators, 2022

• Social platforms invest in creator funds
• Creator economy booms as platforms adjust monetization,

offer new tools
• Talent agencies foster up-and-coming creators, gaming

influencers
Figure 11: 100 Thieves signs TikToker, 2022

• Short-form video content rules for engagement
Figure 12: Most engaging types of in-feed social content,
2022

• Bigger isn’t always better – micro may be a better fit

• Who’s following and who’s influencing?
• What categories and types of influencers do SMIFs follow?
• Why do SMIFs follow influencers?
• What impact do influencers have on SMIFs?
• How do SMIFs interact with influencers?

• Room for growth in influencer marketing

SOCIAL MEDIA PLATFORM PERFORMANCE

SOCIAL MEDIA INFLUENCER FOLLOWERS – THEN AND NOW

COMPETITIVE STRATEGIES AND MARKET OPPORTUNITIES

THE SOCIAL MEDIA INFLUENCER FOLLOWER – FAST FACTS

SOCIAL MEDIA INFLUENCER FOLLOWERS
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Figure 13: Social media influencer followers and change in
number of accounts followed, 2022

• 18-44s are key audience for following influencers
Figure 14: Social media influencer followers, 2022

• … but it’s 35-54s, particularly men and parents who think of
themselves as influencers
Figure 15: Considers self to be an influencer, by key
demographics, 2022

• Mainstream celebrities are the top draw, younger women
drive following
Figure 16: Influencer types followed, by gender, 2022
Figure 17: Influencer types followed, by gender and age,
2022

• Humor, learning are top draws
Figure 18: Reasons for following influencers, 2022

• A personal connection can help forge loyalty
Figure 19: Follows because feels a personal connection, by
key demographics, 2022

• Social media influencer followers are fans first, followers
later
Figure 20: Categories followed on social media and count of
categories, 2022

• Followers want inspiration more than information
Figure 21: Categories followed on social media, 2019 vs 2022

• Women follow influencers across more categories, they
want inspiration
Figure 22: Count of categories and categories followed on
social media among 18-44s, by gender, 2022

• Race, in combination with gender drives category following
Figure 23: Select categories followed on social media, by
race/Hispanic origin and gender, 2022

• Influencer endorsements promote positive purchase interest
in most categories
Figure 24: Influencer impact on purchase likelihood, by
category, 2022

• Men are influenced more broadly; balance is needed in
some categories

REASONS FOR FOLLOWING INFLUENCERS

CATEGORIES FOLLOWED

INFLUENCER IMPACT ON PURCHASE LIKELIHOOD
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Figure 25: More inclined to purchase due to influencer
endorsement – Category, by gender, 2022

• Middle-income and affluent followers are more receptive to
endorsements
Figure 26: More inclined to purchase due to influencer
endorsement – Category, by household income, 2022

• Live content followers are most open to influencer
endorsement
Figure 27: More inclined to due to influencer endorsement –
Select categories, by social media platform, 2022

• Four in 10 followers bought a product or used an influencer
discount code

• Followers want to engage with influencers – nearly half
have watched a live stream
Figure 28: Interactions with influencers, 2022

• Following across multiple categories means more influencer
interaction, purchasing
Figure 29: Select interactions with influencers, by count of
influencer categories followed, 2022
Figure 30: Social media platforms used at least daily, by
count of influencer categories followed, 2022

• More men pay to watch, make influencer-based purchases
Figure 31: Interactions with influencers, by gender, 2022

• Hispanic men most engaged with the influencers they follow
Figure 32: Select interactions with influencers, by gender and
male by race/Hispanic origin, 2022

• Followers aren’t naïve – most feel influencers are in it for
the money, but that’s okay
Figure 33: Attitudes toward influencers - Credibility, 2022

• Niche can be nice
Figure 34: Trusts influencers with smaller followings, by key
demographics, 2022

• Personal values matter, two thirds would unfollow for a
misalignment
Figure 35: Attitudes toward influencers – Following behaviors,
2022
Figure 36: “Cancel culture” search term interest, July
2019-August 2022

INTERACTING WITH INFLUENCERS

ATTITUDES TOWARD INFLUENCERS
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• Followers with diverse interests are most likely to unfollow
due to a clash in values
Figure 37: Attitudes toward influencers – Following behaviors,
by count of influencer categories followed, 2022

• Data sources
• Sales data
• Consumer survey data
• Abbreviations and terms
• Abbreviations
• Terms

APPENDIX – DATA SOURCES AND ABBREVIATIONS
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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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