


Efficient & 
Effective. Make 
budgets go 
further.

Set the scene. 
Growth rates

Priming 
effect

Two time 
horizons

KPIs & 
ROI

Takeaways
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from 2020 to 2025
(in billion U.S. dollars)

Global market size  
expected to hit 
$22.2 billion by 2025, 
more than double 
the amount recorded 
in 2020 ($9.7 billion).

Statista, Global influencer market size 
2020-2025 published 23 Aug. 2023



Instagram will 
continue to command 
the highest share of 
influencer marketing 
dollars, but TikTok will 
overtake Facebook in 
2022 and YouTube in 
2024.

43,1% 43,6% 45,0% 44,7% 44,6% 44,5%

25,2% 23,7%
21,0%

19,0% 17,7%
17,2%

20,8% 19,3%
16,5%

14,8% 13,6%
13,3%

2,3%
5,4%

10,2%

15,5%
17,1% 18,5%

2019 2020 2021 2022 2023 2024

US influencer marketing 
spending share by platform
(% of total influencer marketing spending)

Insider Intelligence, July 2022
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Respondents were 13%
more likely to feel a strong
positive emotion after 
three phases of exposure

Top of Mind Awareness saw uplift of 338% 
demonstrating the power of continued 
exposure combined with a well told 
narrative.

Whilst the impact on awareness is 
immediate, ambassadors demonstrate 
a long term pay off in intent to 
purchase as followers become more 
invested along the journey.

As exposure to ambassador content increased over time, respondents 
became more invested in their journey. This resulted in it being 56% less 
likely for respondents to feel bored, as the connection between the 
influencer and brand feels more genuine.

As ambassadorships continue, 
relationship becomes more 
authentic; brand opinion 
improves, increasing by 27.5%
across the three phases.









Informed by insight, 
trend forecasting, and 
strategy.

Blended OOH, 
YouTube ads, and 
creator channels. 





TRESemme + Iliana 
Papageorgiou, model, TV 
presenter & judge of 
Greece's Next Top Model.

Iliana fronted all TRESemme
brand activations between 
Jan 2021 and Feb 2022. 



Posted content to her own 
IG account throughout the 
year. Inc. How-to videos 
and informative IG Stories.



New York Fashion Week, 
Masterclasses, designers’ 
Q&As,TV campaigns and 
social media campaign via 
FB, IG and YT.

Activations over indexed in 
terms of reach, impressions 
and engagement.





Our memory of a TV ad 
increases if we’ve first seen 
related influencer content. 

We’re less likely to skip 
through YouTube ads if 
we’ve first watched the 
influencer-led campaign. 

We become more emotionally 
invested in an Instagram 
influencer’s content if we’ve 
already been primed to the 
content via TikTok.

‘The Science of TikTok’ study by Whalar Sept 2021





Influencer content 
played a pivotal role 
in driving viewers to 
watch the G reat 
B ritish B ake Off. 



Target age group more likely to 
watch F irst D ates after first 
seeing influencer content, 
compared with those not 
exposed to the influencer 
campaign.



More likely to 
recommend watching 
Married At F irst 
S ight if they saw an 
influencer they follow 
talking about it.





An award-winning, 
weekly current 
affairs magazine for 
8–14-yo.

Capitalise on 
homeschooling and 
drive new 
subscriptions



Content evoked different emotions 
– comedy-led or information-led

Built longevity. Asked creators to 
highlight each new magazine & 
share new articles and facts

Repurposed creator content



Developed landing 
pages which held 
images of the Creator 
along with reader 
endorsements



Analytical links 
tracked audience 
sessions, page views, 
bounce rates and 
conversions 



Enabled open 
conversation with each 
influencer to 
understand their effect 
on the campaign and 
justify adapting 
campaign messaging 
to drive results



• New subscribers
• Impressions
• Cost per engagement
• Cost per acquisition
• Click through rates
• Take through rate post 

6 week free trial 

campaign
measures





The Fifth partnered with 
YouTube during Pride 
2021 to raise awareness 
and donations for 
LGBTQIA+ charity akt
through a series of 
fundraising livestreams.











Build long-term 
working 
relationships

Empathy - Get the 
tone and content 
right

Balance revenue 
now and building 
for future revenue 
via brand equity

Sweat that assets -
Work with the same 
talent across 
different channels

Economies of 
scope & scale -
Place creators at 
the centre. Enjoy 
the priming effect

Increased scrutiny 
on spend. Ensure 
the KPIs and ROIs 
remain relevant

Focus on what’s 
working. Less 
experimentation. 
Make fewer bets



The Influencer Marketing Trade 
Body is the professional 
membership organisation for 
influencer marketing agencies 
and influencer marketing 
platforms. 

The IMTB is dedicated to building 
a robust, sustainable future for 
the influencer marketing industry 
through increased accountability, 
governance and a unified voice.

The Influencer Marketing Lab 
podcast covers the growth 
spurts and growing pains of 
influencer marketing.

Past guests include Meta's head 
of content innovation & 
solutions, Gymshark’s global 
partnerships director, Ogilvy’s
global head of influence, and 
Whalar’s. 

The Influencer Marketing 
Digest is a weekly newsletter 
devoted to tracking the 
stories behind the creator 
economy. 

The newsletter is published 
at noon UK time each 
Wednesday. 

https://imtb.org.uk/
https://sabguthrie.info/influencer-marketing-lab-podcast-2/
https://sabguthrie.info/becky-owen-facebook/
https://sabguthrie.info/calum-watson-gymshark/
https://sabguthrie.info/rahul-titus-head-of-influence-ogilvy/
https://sabguthrie.info/emma-harman-whalar/
https://mailchi.mp/fourthfloorcreative.co/fourth-floor-newsletter-issue-067

