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Figure 3: Josefine H. ], Pinterest, 2020

This report provides an investigative analysis
of influencer marketing and explores the
role of the influencer within the fashion
industry. Chapter | outlines the processes
of influencer marketing, how it came
about and how it has seemingly proved
to be a successful marketing tool within
the industry, supported by the AIDA and
RACE model. Additionally, the origin of
the influencer is uncovered, whilst analysing
how they have evolved, including the rise
of the ‘instagram model’ and exploring the
notion of influencers becoming the new
celebrity.

Chapter 2 of the report discusses the
awakening of authenticity, in which the
shift of consumers increasingly demanding
authenticity is uncovered, whereby
audiences are growing tired of the
oversaturated influencer market and are
wanting to receive more genuine content
from influencers. The report also questions
the value of aesthetics in comparison to
authenticity on social media, in addition
to exploring the ways in which brands and
influencers utilise their platforms to raise

awareness and combat environmental and
social issues, whereby generation z are
increasingly holding brands and influencers
accountable to highlight and discuss
such topics. The brand purpose model
is further incorporated to demonstrate
the ways in which brands and influencers
can communicate to the consumer with a
purpose driven content in order to create
value.

Chapter 3 of the report explores the
repercussions and aftermath of the
effects of the coronavirus pandemic on
marketing within the fashion industry,
whilst investigating how the digital space is
shifting and adjusting accordingly. The role
of the influencer during the Covid-19 crisis
is investigated, in addition to analysing the
shift in content creation from both brands
and influencers across social media, whilst
it is questioned whether the role of the
influencer is at risk due to the current
climate. Finally, the future of influencer
marketing is explored, whereby the rise
of user generated content and the micro
influencer is highlighted, along with the
creativity and activism that is predicted to
be increasingly prevalent within influencer
marketing, whilst influencers are seemingly
holding greater responsibility within their
role.




INTRODUCTION

As influencer culture becomes more
prevalent, social media platforms
become a marketplace saturated with
advertisements. Whilst more and more
brands utilise influencer marketing, with
consumers increasingly taking on the
role of an influencer, it is hard to escape
the seemingly sponsored content that is
plastered across social channels. With
the rise of paid advertising, it is evident
that consumers are growing distrusting
of such content as it can questioned
whether the communications are genuine
or not. Thus, consumers are increasingly
demanding transparency and authenticity
from brands, which also need to coincide
with the influencer marketing strategies
and messages that are created. Whilst
some brands and influencers have utilised
their platforms to discuss important issues
and spread awareness for a cause, there is
much still to be done, whereby audiences
are wanting to consume content with
value and a purpose. Influencers need to
realise the power they can yield within
their role and and use their platform
responsibly, whilst brands need to adjust
their influencer marketing strategies
accordingly in order to meet the needs
of the consumer, particularly gen z, who
are demanding authenticity and creativity.

Figure 4: Pinterest, 2020

Figure 5: Pinterest, 2020

METHODOLOGY

Throughout the report | utilised a range
of secondary data sources to support
my ideas and conclude my findings.
Both quantitive and qualitative data was
implemented and analysed, in order
to provide the statistics and numerical
information needed, as well as qualitative,
through looking at interviews with
industry professionals, which allowed
for the collection of data regarding
the predictions and opinions from
influencer marketing insiders. Industrial
reports were a particularly prevalent
source which lead the bases of much

of my findings and ideas, including the
McKinsey State of Fashion Coronavirus
Update (2020), which provided for
essential insights regarding the effects
of the digital landscape amongst the
current climate. Additionally, primary
research was implemented through
including findings from an instagram poll
| had previously conducted regarding
gen Z’s attitudes and buying behaviours
in regards to sustainability within the
fashion industry, providing for useful
data in terms of supporting the findings
I had sourced from secondary research.



CHAPTER 1:
THE EMERGENCE OF
THE INFLUENCER

As social media platforms expand and
evolve, the advertising industry has to
change and adapt to continue to reach
consumers (Woods, 2016). With the
number of social media users having
sustained significant growth over the
years with approximately 3.8 billion
active users worldwide in 2020 (Smart
Insights, 2020), brands have had to
shift their marketing and advertising
strategies in order to stay relevant
and reach an audience digitally. Social
media has disrupted the traditional
marketing mix and in turn, new realms
opportunities have emerged, providing
new channels for advertisers to tell
their brand stories in an authentic and
distinctive voice, enabling brands to
create new online content and to reach
new consumers (Tabellion, 2019). Thus,
influencer marketing was born.

Similar to word-of-mouth marketing,
influencer marketing is a less explicit
method of advertising products or
services via credible individuals with
an online presence (Forbes, 2020).
The influencer marketing process is
essentially when a brand collaborates

with an individual with a predominantly
large and loyal social media following,
known as an influencer or content creator,
on a platform like Instagram, whereby
the brand would pay the influencer to
create a post about a product in order to
promote the brand to their audience with
the intention of creating brand awareness
and ultimately increase sales for the brand,
through influencing their audiences’
purchasing decisions. It is a business
transaction in which the brand receives
exposure, increased engagement and new
online content, whilst the influencer gains
significant monetary rewards, which for
most content creators is their primary
source of income (Business of Fashion,
2020).

In terms of the value proposition of
Influencers, consumers can often grow
distrustful of companies and their
marketing ploys when they’re aware
that a product is being advertised.
However, people are more inclined to
trust a product recommendation when
it comes from a friend, family member
or celebrity they admire. That’s where
an influencer can create significant value
for advertisers (Forbes, 2020), whilst
product recommendations from trusted,
influential people can divert the doubt that
marks the average consumer response
to advertising, allowing consumers to be
more receptive to product or service
suggestions (Forbes, 2020).
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Influencer marketing can be applied
to the AIDA model (Lewis, 1898),
illustrated in figure 7, whereby
influencers hold the responsibility to
get the ‘Attention’ of the consumer,
through posting brand and product
imagery and information on social
media, before gaining the ‘Interest’
of the prospective customer which
is when the influencer really needs
to sell (Doyle, 2011). This interest
is achieved through serving the
consumer useful and interesting
information and highlighting why the
product is relevant to them, making
clear how the product is unique. These
two steps conducted by influencers is
essential within marketing in order for
the consumer to then go through the
‘Desire’, and ultimately ‘Action’ stage,
according to AIDA (Lewis, 1898).

Figure 6: Pinterest, 2020

AIDA MODEL
Figure 7: AIDA model, Smart insights (2020)
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Additionally, when utilising
influencer marketing, the RACE
framework (Smart Insights, 2020),
illustrated in figure 8, can be
implemented by brands to drive
customer engagement within digital
marketing (Oxford College of
Marketing, 2020). Firstly, Reach is
the initial stage in which influencers
create brand awareness in order to
drive the consumer to the brand
website and social media platforms,
through the use of paid, earned
and shared media (Dietrich, 2014).
Secondly, Act, short for Interact, is
when the influencer needs to engage
the consumer, whilst encouraging
interaction and for the consumer
to take action. The Convert stage
means getting consumers to take

the final step which turns them
into paying customers, which is
the final goal in the conversion
funnel that ultimately drives the
online business model revenue
structure (Oxford College of
Marketing, 2020). Finally, the last
step, Engage, is arguably the most
important whereby the influencer
has a particularly prominent role of
developing long-term relationships
with consumers in order to build
customer loyalty for the brand,
whilst the continued engagement
and interaction can drive repeat
purchases and potential advocacy.
This can be measured through
repeat actions such as repeat sales
and sharing content through social
media (Smart Insights, 2020).
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Figure 9: The celebrity influencer, Instagram, 2020

The influencer marketing business model
has proven to be successful, whilst it
has completely revolutionised marketing
within the fashion industry, with 86%
of marketers and advertising agencies
utilising influencer marketing as part
of their overall outreach strategy and
92% finding the practice to be useful for
effective brand reach (Linquia Research,
2018). In fact, over 380 new influencer
marketing-focused agencies and platforms
were established in 2019, whilst the
influencer marketing industry is set to
grow to approximately $9.7 billion in
2020 (Influencer Marketing Hub, 2019).
Brands evidently realise the capabilities
of receiving high returns on investment
when implementing influencer marketing
within their advertising strategies, with
influencers becoming increasingly vital
intermediaries that help brands connect
with consumers on social media in highly
resonant, authentic ways can that can
deliver immediate returns (Business
Insider, 2019).

When implementing influencer marketing,
every brand must take time to source
influencers who fit their brand’s unique
identity. There are two core categorisation
metrics for deeming whether an
influencer fits your brand: niche and reach
(Forbes, 2020). An influencer’s niche is
the most important factor ascertaining
the individual’s brand fit. It refers to
the specialised market segment that the
individual appeals to, and to whom their
messaging is communicated, such as
sneaker enthusiasts, cosmetics shoppers,
health and fitness fanatics. An influencer’s
reach is a secondary consideration that
encapsulates the individual’s capacity to
engage the brand’s target audience. The
reach refers to the influencer’s follower
count, engagement levels and overall
level of authenticity (Forbes, 2020).
Marketers can therefore diversify their
influencer lineup to ensure that they
don’t overcommit to a hyper-specialised
segment of the market. Additionally,
influencer types can be categorised into
two segments based on reach: micro
and macro. Micro, also known as nano-
influencers, have less than 1000 to a
few thousand followers, whereas macro,
or mass, influencers have more than
100,000 followers. Macro influencers
can be utilised by brands to create buzz
and awareness, whilst micro influencers
are being tapped as brand advocates to
provide more genuine recommendations

(Forbes, 2019).



In terms of the origins of the influencer,
celebrities were the original influencers
(Schotland, 2019). As instagram was beginning
to take off, consumers loved the opportunity
to follow their favourite celebrities and to
communicate with them directly. Brands
saw that widely known celebrities had
the ability to attract a broad audience and
wanted to bank in on this opportunity,
hence they worked directly with celebrities
to post their products (Schotland, 2019).
Whilst influencer marketing and celebrity
endorsement are often confused to be the
same from an outsiders perspective, below
the service there is a significant difference,
whereby Influencer marketing creates more
of word-of-mouth advertising by people
who are trusted in the field in which they
are viewed as experts, whereas celebrity
endorsement marketing is solely focused on
utilising the celebrity’s reputation and fame
to sell certain products (Geppert 2016).
When it comes to celebrity endorsement,
the celebrity doesn’t actually take part in
creating content, they are purely there to
deliver the brand message and are used as
a face of the brand. Whereas, in influencer
marketing, theinfluencer is creating the whole
message from beginning to end themselves,
often given the opportunity of full creative
freedom. The messages influencers are
transmitting to their audience is considered
to be theirs completely, whereas in celebrity
endorsement, celebrities are viewed as
messengers who are delivering brand’s
messages (Geppert 2016). Thus, influencers
can be viewed as more trusting and genuine
than the celebrities who endorse products.

After the celebrity came the niche bloggers,
prominently fashion bloggers who created
their own website, sharing to their small yet
loyal following. Then with the rise of social
media, these bloggers progressed onto the
platforms of Facebook and Youtube, which
is when ‘beauty gurus’ began to dominate
the industry while gaining huge followings
through posting makeup tutorials and
reviews (Research gate, 2016). All before
instagram became the most dominant and
prevalent platform for influencers, with
87% of marketers utilising Instagram for
influencer marketing (Influencer Marketing
Hub, 2019). This is when the ‘instagram
model’ was born, the term coined by
audiences to describe the girls who make
a living off posing for instagram pictures,
in a2 modelesque manner. These girls soon
became the new influencers, whilst many
additionally created content on Yyoutube
channels, therefore expanding their reach
and attracting collaborations from brands
who want to work with influencers that
can reach audiences on multiple platforms.
Through accumulating large followings and
racking up brand deals, influencer culture
was on the rise whereby these regular
people, turned influencer, had become
so successful that they began to quit their
day jobs to pursue influencing and content
creating full time.

Figure 11: the ‘instagram model, Pinterest, 2020
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Figure 12: the ‘instagram model, Pinterest, 2020



Figure 13: Amanda Steele launches STEELE label, Pinterest, 2020

Influencers are increasingly so creating their own
brands and products, where before they relied on
paid posts and brand collaborations, they have now
seemingly accumulated the funds and follower base
which has led to further business ventures such as
setting up their own podcasts and fashion labels
(Elle, 2019). American fashion and beauty influencer
Amanda Steele, who began posting fashion hauls
and makeup tutorials at the early age of 10, has
accumulated over 2.5 million instagram followers
and 2.6 million youtube subscribers, which has
enabled her to create her own clothing label,
Steele (see figure 13), in which she is the CEO and
designer, at the age of 20 (WWD, 2019).

Additionally, Amsterdam based influencer Negin
Mirsalehi, with 5.9 million instagram followers,
founded best-selling hair care brand Gisou Hair
(see figure 14), before being featured in the Forbes
30 under 30 list (Forbes, 2019). Therefore it is
apparent that influencers are no longer just creating
sponsored content for brands but are increasingly
becoming successful entrepreneurs and business
owners, often at a very young age, which has been
enabled through their role of social media content
creators and the success that they have found on
these platforms.
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Figure 14: Gisou hair care, Pinterest, 2020
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It can be argued that influencers are the new celebrity,
as they are being sent on luxury trips by brands and
creating their own beauty and fashion empires (Klarna,
2020), whilst many are living lavish lifestyles living in
multi-million mansions (Business Insider, 2019). There
has been a shift in the way that influencers are perceived,
where now they are often viewed as big names in the
fashion industry and taken more seriously.

Not only are they being selected to sit front row
throughout fashion week but they are appearing on the
cover of magazines (Media Week, 2018) and partnering
with prestigious designer brands. For example, content
creator Emma Chamberlain, who rapidly blew up on
youtube, now with 8.99 million subscribers and 9.5
million instagram followers, recently appeared on the
front cover of Allure magazine, whilst she has further
secured a long-term partnership with Louis Vuitton
(Vogue, 2019). The 19 year old ‘youtuber’ has created
content for the luxury brand through her instagram and
youtube, as well as appearing throughout the brand’s
social media platforms, where she created her own ‘LV
TV’ series for the brand’s YouTube channel (Tube Filter,
2019), whilst the brand also dresses her for all of her
events and public appearances.

This is an example of how brands can utilise influencers
to access new consumer groups and expand their reach,
whereby in this case, Louis Vuitton wanted to tap into
the digitally savvy gen z consumer, in which Emma
provides for an effective intermediary for the brand,
with her loyal and substantial following which has been
built up through her relatable and infectious personality.
Therefore, whilst influencers could be perceived as the
new celebrity, they are seemingly a more trusted and
relatable version. As they have already formed a close
bond and relationship with their followers, whereby they
have created their own online community, and so brands
can use this to their advantage, as they have the reach
of a celebrity, but with a sense of trust and authenticity.

Figure 15: Emma Chamberlain for Allure, Pinterest, 2020




CHAPTER 2:
THE AWAKENING OF
AUTHENTICITY

Whilst influencer marketing has become
more and more prevalent throughout social
media, there has been a consumer shift in
which audiences are increasingly demanding
authenticity and transparency from brands
(LSN, 2020). With audience’s feeds quickly
becoming saturated with ads, across all social
platforms, there has been a shift in attitude
towards influencers, along with the brands
that consistently utilise them, as consumers
no longer view this as trustworthy or reliable
content, whilst the influencer no longer
appears relatable. When an influencer posts
a Youtube video or Instagram photo that
they have disclosed is a paid advertisement,
by using the hashtag #sponsored or #ad, it
can automatically tarnish the consumers
perception of the post as they know that the
influencer has been paid to say or post certain
things. Paid content can often be perceived
by the consumer as disingenuous as it can be
questioned whether the influencer is solely
posting the content for monetary purposes,
therefore diminishing the authenticity and
reliability of the content being conveyed.
Whilst consumers are increasingly aware of
influencer culture, they are not responding
well to sponsored content and could lose a
sense of respect for the brand or influencer,
whilst the brand or influencer risk losing their
sense of integrity, whilst ultimately reducing
their brand value and equity (Aaker, 1991).

Over the past decade, influencer culture
has reshaped how brands reach consumers,
with the influencer marketing industry being
worth approximately $6.5 billion in 2019,
and almost half of marketers spending more
than 20% of their budget on influencer posts
(The Guardian, 2020). The combination of
accessible celebrity and trusted endorsement
allows for companies to target their consumer
in a more tailored way, which is reflective
of the level of payment for posts, whereby
businesses can pay influencers with more
than a million followers $10,000 or more
for a one-off post endorsing their product.
However, despite creating an innovative new
model that defined a digital era, the influencer
is not without its issues. As a result of the
saturation of social media marketing, the
level of backlash is increasingly prevalent with
many big names in the industry being forced to
refocus their brand to appear more authentic
after fears that they are alienating their fans
with heavily posed and paid content (The
Guardian, 2020). High-profile scandals have
additionally caused controversy surrounding
the industry, such as the Fyre festival which
saw influencers, including Kendall Jenner and
Bella Hadid, being paid thousands of dollars
to promote an event that had barely been
organised and left attendees stranded at an
airport in the Bahamas (Business Insider,
2019). All of which has further contributed
to the consumers need for transparency,
in which brands and influencers are now
expected to convey complete authenticity
within the content they post, with a move
away from the celebrity influencer, who is
seemingly proving to be an untrustworthy
source to the consumer.



As a result of the over saturation of paid
advertisement across social media, consumers are
no longer buying into the fad products and ‘skinny
teas’ that have previously been plastered across
Instagram feeds by celebrity influencers (Marketing
insider group, 2019). Where instead they are
now invested in the lives of the influencers that
have gained a following through portraying their
personality or have created aesthetically pleasing
instagram feeds and fashion inspiration. Influencers
have built up a loyal following whereby in many cases
they have formed a trusting and close relationship
where audiences often feel like their favourite
influencers are like a friend to them (Forbes, 2019).

This sense of community is enabled through
influencers showcasing their true personality and
more personal elements to their lives including
relationships and mental health struggles. By
showing a more raw and authentic side to their life,
it bridges the gap between audience and influencer,
thus creating a more trusting relationship by which
brands can take advantage of when partnering with
an influencer.

And so, when followers are invested in the lives
of influencers whilst they are essentially following
them on their personal journey, they often want
to mirror their lifestyles as they aspire to that of
the influencer. Therefore, when a content creator
posts sponsored content, consumers are essentially
buying into the lifestyles of the influencer that they
look up to, which has been enabled through creating
a long term trusting relationship.

Figure 16: Cartia Millan, Instagram, 2020

Figure 17: Cartia Millan, Instagram, 2020
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Figure 18: @endlesslyloveclub Instagram feed, 2020

Whilst authenticity and personality is an increasing factor that
draws in consumers to follow an influencer, a beautifully curated
Instagram feed is additionally a variable which significantly attracts
a following. Content creators have significantly upped their game
in terms of visually appealing content over more recent years,
as posting Instagram photos becomes their full time job, they
want it to to look stylish and professional as many utilise their
feed as a creative outlet in which a lot of thought goes into it.
Although a seamless theme has evidently aided in racking up
Instagram followers, it is apparent that many influencer’s feeds
are gradually morphing into one, running the risk of losing any
sense of individuality.

Some front runners of the increasingly popular ‘aesthetic’ style
of instagram theme include influencers Jen Ceballos, who goes
by the handle @endlesslyloveclub, and Josefine Hanning Jensen,
both of which began to post a particular modern and minimal
style across their Instagram feeds which at the time was very
unique and creative, before many then grew to get inspired by
and often imitate them. Whilst an aesthetically pleasing instagram
feed is desirable to brands from a professional point of view, it
however does not showcase the often imperfect reality that goes
on behind the scenes.

However, it can be argued that, whilst the influencer’s main
instagram feed remains carefully curated, the influencer
subsequently utilises alternative platforms to showcase their
personality and authentic content, such as through snapchat and
instagram stories, as well as youtube videos which allows for
a more face to face interaction in which personality can truly
be portrayed. Audiences like to see authenticity and uniqueness
through the content in which they consume, thus consumers will
soon get tired of the influencers that are increasingly blurring
into one. Brands need to work with influencers who express
individuality and posses their own unique qualities which attracts
their niche following, as ultimately individuality will shine through
and come out on top, as this is the content that is often more
relatable and therefore reliable.
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As consumers get tired of on oversaturated
market place, they are increasingly
seeking content with value and a purpose.
Where audiences are beginning to be
more cautious and aware about their
personal screen time and spending less
time on social media, which has emerged
as a result of the rise of wellbeing and
mental health awareness, in which it has
been made apparent that time spent on
social media can have a direct correlation
to the negative effects on mental health
(Independent, 2019), many people have
even gone to the extent of downloading
apps to monitor their screen time in
efforts to minimise time spent on social
media where possible (Forbes, 2019).

Thus, in the occasion where consumers
do go onto social media platforms, they
want to receive and consume content
that holds value and is contributing
something positive and helpful, such as
raising awareness surrounding social and
environmental issues.

It is evident that younger generations’,
particularly generation z’s, passion for
social and environmental causes has
reached critical mass (McKinsey, 2019),
with 79% of gen z consumers being
aware of the environmental impact of
the fast fashion industry (Vaughan, 2019),
thus leading brands to become more

fundamentally purpose driven in order to
attract both consumers and talent. Gen Z
increasingly back their beliefs with their
shopping habits, favouring brands that
are aligned with their values and avoiding
those that don’t, with 90% of generation z
consumers believing that companies have
a responsibility to address environmental
and social issues (Forbes, 2019).

With generation z being the consumer
group with the highest spending power, of
$44 billion (Forbes, 2019) and the most
active on social media (Marketing Charts,
2019), brands need to adjust their content
and messaging accordingly and cater to
this increasing need and awareness.

amaka.hamelijnck ses
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Figure 19: Infleuncers raise awareness for black lives matter movement,
Instagram, 2020



Figure 20: Grace Beverley launches TALA, Drapers, 2020

Influencer marketing has seemingly
contributed to unsustainable practices
within the fashion industry (Considered
Life, 2019), whereby influencers are often
sent large quantities of clothes for free,
as well as continuous PR packages that
influencers receive daily, coupled with the
excessive and unnecessary plastic packing
that comes along with it. In addition to
the way in which many fashion influencers
are often promoting and encouraging
the consumption of fast fashion labels,
often  through providing exclusive
discount codes in which the influencer
receives commission through sales, thus
encouraging fast fashion buying habits to a
large impressionable consumer group.

However, whilst fast fashion consumption
and ‘throw away’ culture could be
perceived as a reflection of fashion
influencers’ excessive ‘hauls’ that are
posted across social media, it can also be
argued that the increasing consciousness
and awareness surrounding sustainability
and ethical fashion practices is a result of
the increased content from influencers
which have brought to light and promoted
sustainable brands and methods (The
Drum, 2020). Whilst consumers are
increasingly concerned with where
there clothes and products come from,
many influencers have utilised their
platform to support and encourage more
environmentally ~ conscious  practices.
Therefore, whilst influencer culture is
not without its negative environmental
impacts, it can be argued that on the other
hand, social media, and the influencers on

the platforms, have contributed towards
the education surrounding sustainability
issues and essentially fuelled consumers
awareness and beliefs regarding more
ethical decision making and buying habits.

Sustainable and ethically produced
sportswear brand Tala, created by
influencer Grace Beverley, is an example of
how influencers can utilise their platform
for good, whereby she has created eco
gym wear using recycled plastic and factory
offcuts, in which the production process
is significantly considered throughout the
supply chain (Forbes, 2020). With over
I million followers on Instagram, Grace
has recognised a gap in the market and
taken advantage of her large following
to demonstrate how sustainability can
also mean high performance and style
(Drapers, 2019). The influencers that
continue to promote and bring awareness
to sustainable brands will most likely thrive
as they align themselves with the relative
values of the consumer, whilst influencers
who ignore these increasing needs and
beliefs and continue to work with brands
who contribute to unsustainable practices
will ultimately fall behind and lack longevity
in their role as an influencer.



BRAND PURPOSE MODEL

REAL

DIFFERENT

ALIVE

Consumers on social media are quick to
call out both brands and influencers who
message irresponsibly and ignorantly
surrounding prevalent topics and issues,
whilst often uncomfortable or controversial
to discuss, brands and influencers can no
longer be tone-deaf and remain ignorant
to the important messages that need to
be communicated and brought to light,
whether that be regarding inequality, gender
and race, or climate change (Sprout social,
2019). Any brand or individual that has a
large following possesses a responsibility
to utilise their platform for good, whilst
many may underestimate the power they
hold, they have the ability to influence
and raise awareness about issues to the
masses (Medium, 2019). Therefore brands
and influencers are at risk of losing their
audience if they do not begin to address and
discuss critical issues and create content
across social media with meaning and a
purpose, which align with the increasingly
‘woke’ values and beliefs of consumers,
particularly gen z.

The Brand Purpose model (Thind, adapted
from Frampton, 2018, p.64), illustrated in
figure 21, encourages brands to focus on
their purpose in order to create additional

BRAND

RELEVANT

CONSISTANT

COMPREHENSIBLE

Figure 21: Brand purpose model, Thind adapted from

Frampton (2009)

value. As demonstrated, a brand’s purpose
must be real, different, relevant, alive,
consistent and comprehensible, which
is subsequently relative to the purpose
of an influencer. In order to remain real
and different, influencers must showcase
authenticity and individuality in an intensely
overcrowded market, whereby they will
also have to maintain an awareness and
cohesiveness across multiple social media
platforms to stay relevant. To stay alive,
consistent engagement and communications
with their followers is essential (Thind,
2018, p.66), whilst influencers can gain
comprehensibility  through  obtaining
recognition and an understanding of critical
issues whilst actively encouraging their
followers to realise and act upon the critical
issues of today (Thind, 2018, p.67). This
model therefore highlights the importance
of having a purpose when marketing across
social media, thus ultimately strengthening
value for both the brand and influencer
involved within the marketing strategy.

Figure 22: Infleuncers raise awareness for Black Lives
Matter movement (Maria, 2020)
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Figure 23: Infleuncers raise awareness for Black Lives
Matter movement (Hamerlijnck, 2020)



CHAPTER 3:

COVID-19

AND BEYOND

In the midst of the global pandemic which
has quickly become the forefront of
everyone’s lives and provides increasingly
uncertain times, this unpredictability
does not exclude fashion brands and the
influencers of social media. With the
world going into lockdown and factories
halting production, brands have been
forced into the closure of stores, leaving
many at risk in terms of profitability, as
sales decrease, and therefore resulting
in cutting budgets where at all possible,
which in many cases means slashing
marketing costs where influencers could
be the first to go. Whilst finance teams
understand the rationale behind investing
in media during the coronavirus pandemic
(Marketing Week, 2020), many simply
don’t have the money to do so, with
just 7% of brands claiming to seize the
opportunity to invest more in marketing
during Covid-19, according to a survey
of 447 UK brand marketers conducted
by Marketing Week (Marketing Week,
2020). When looking at funding specific
areas, the survey concluded that offline
media is taking the biggest hit with 57%
of marketers cutting their budgets in
this area, 41% maintaining it and just 3%
increasing. Whereas, in digital media,
32% are cutting budgets, 44% maintaining
and 24% increasing spend (Marketing
Week, 2020), thus indicating to how
digital marketing is expected to be more
prominent than offline media. However,

several brands are pausing their affiliate
marketing programs to save money during
Covid-19, meaning for many influencers,
affiliate revenue is next to disappear
(Business of Fashion, 2020). Thus, this
leads many influencers, who rely on
sponsorships and brand campaigns and
partnerships as their primary source
of income, feeling very vulnerable and
insecure regarding their future and how
their role of being an influencer will have
to change.

A successful influencer’s schedule and
events calendar will typically consist of
brand trips abroad, launch events such as
brunches, and cocktail parties, and some
will even have their own campaign or
collaboration with a brand that requires a
substantial campaign shoot on location in
order to create promotional content. Not
to mention the much anticipated fashion
week calendar in which influencers are
increasingly prevalent attendees sitting
front row throughout the year (Vogue
Business, 2019). All of these events and
shoots have had to come to a sudden
halt due to current circumstances and
social distancing measures, meaning many
influencer’s plans and jobs have been
postponed, if not cancelled, therefore
leaving their role as an influencer at risk
(The Guardian, 2020). Not to mention
leaving brands without this much needed
content and exposure, as several brands
often rely on influencer affiliates and
collaborations for the majority of their
sales, particularly fast fashion online
retailers, such as | Saw it First and Nasty
Gal (Drapers, 2017).




Whilst initially the role of the influencer
was deemed at risk with the slash of
influencer marketing budget from brands,
due to Covid-19, however it is apparent
that this notion has been challenged.
With brands having to market fully online
now it can be argued that the role of
the influencer is more important and
prominent than ever (Vogue Business,
2020). Despite some brands not being
able spend budgets on influencers, it may
be the most effective, if not only way for
brands to reach consumers at this time.
Therefore brands may need to consider
cutting budgets elsewhere and instead
invest more into influencer marketing,
with brands depending on digital
and interactive experiences for their
consumer. As a result of the lockdown
measures and the additional free time
that comes along with it, consumers are
on their phones more than ever, resulting
in a significant increase in engagement
across all social channels for brands
and influencers (Business Wire, 2020),
thus brands are forced to rely on digital
content in order to continue to reach
their audience, which subsequently
involves influencer marketing.

For strong players looking to accelerate
demand online, staying ahead of fashion’s
digital step change will mean adopting
these next-level modes of engagement,
whilst consumers will acclimate to digital

content creation becoming their
primary mode of interaction (McKinsey,
2020). According to a McKinsey survey,
almost a quarter of US and European
consumers expect to increase their
spend via social channels in April 2020.
Whilst the crisis additionally pushes
13% of European consumers to browse
online e-tailers for the first time,
brands should take the opportunity to
become not just more digitally adept,
but to become digital frontrunners,
according to the State of Fashion
Coronavirus Update (McKinsey, 2020).
Thus, it is apparent that the the role of
the influencer could prove increasingly
useful to brands in helping them stay
relevant and maintain brand awareness
and equity (Aaker, 1991) during this
time, whilst they are unable to utilise
more traditional and physical mediums
of marketing.

Figure 24: Influencer Emma Leger, Instagram, 2020



Figure 25: Verge Girl influencer content, Instagram, 2020

With brands being restricted in terms of
creating new content, companies who have
traditionally depended on their own shoots
for material will now have to fill that gap
alternatively, and so influencers are a logical
place to source that content. In many cases
influencers have been asked to post content
for free, as well as brands using influencer’s
imagery across their social channels,
meaning brands who will succeed during
this time will be the ones who leverage
influencer partners with a deep connection
to their audience which stems from years
of interaction. Online womenswear retailer
Verge Girl, based in Australia, is leaning on
this approach, whereby the company has
proactively opted to work more closely
with influencers to deliver a broad range of
creative content for its website and social
media. According to the brand’s managing

director, Daniella Dionyssiou, setting up
locations shoots all around the world, in
addition to photographers, makeup artists
and catering, is an expensive exercise, which
is why they’ve been working with influencers
(Vogue Business, 2020). Dionyssioy says,
“Not only do they [influencers] work
as ambassadors for our brand to build
exposure and trust, but they’re also strong
content creators and it’s far less expensive
than organising traditional photo shoots”
(Dionyssiou, 2020). The hands-off approach
of leveraging external influencer content is
also paying off now that group gatherings,
including photo shoots, are no longer a viable
option, with Dionyssiou stating that aside
from some slightly adjusted marketing spend
and tweaks to its messaging, the brand has
not seen the current crisis negatively impact
its sales (Vogue Business, 2020).

According to influencer marketing expert Jordie
Black, brands with existing influencer partnerships
have a degree of leverage and a safety net compared
to those that don’t. She says, “As consumers look
to influencers as a voice of authority, brands who
leverage these relationships will win” (Black, 2020).
Thus, smart brands will use these partners to reach
customers with content that truly resonates (Vogue
Business, 2020). Before the crisis, strong relationships
with influencers has been at the core of evolving brand
marketing strategies. Now, those who have invested in
influencer marketing find themselves with a valuable
asset as consumer communications have been forced
to change in light of Covid-19 (Hyder, 2020).

Where brands are finding themselves at risk of tone
deafness in marketing, they are turning to influencer
partnerships to communicate to customers, indicating
to influencer’s currency having in fact increased during
the Covid-19 crisis (Vogue Business, 2020). Although
69% of brands expect to decrease their advertising
spend this year (The Guardian, 2020), the amount of
time that consumers are spending on their devices also
means that social media engagement has increased,
whereby, in a time of crisis, people are also looking
online to feel less alone. Thus, brands are leaning into
influencer marketing to deliver relevant and consistent
messages that keep their audiences engaged amid
the coronavirus crisis. Additionally, working directly
with influencers has paid off for brands that now
have content banked from past trips and access to
new creative content outside of photo shoots (Vogue
Business, 2020).

Therefore it is evident that carefully managed, close
relationships with influencers can help brands continue
to deliver higher quality content during uncertain
times, indicating to how influencers as a whole will
not be at risk but have the potential to thrive during
this period, through forming closer and more genuine
connections with their followers which will pay off in
the long run.



Despite these troubling times and
the uncertainty that comes with it,
in many cases, influencer content has
accelerated and proven to be more
successful than ever. With most people
being confined to their homes, it has
enabled for an increase in content
creation, where influencers haven’t
stopped doing their jobs, but rather
just introduced new ways to create
content and communicate with their
audience.

A study from UK based digital
performance agency Attain, who
analysed data from over 500 Instagram
influencers, ranging from both
micro and macro, found that 65% of
influencers have posted less sponsored
content within the past two months
starting from March, in comparison
to the eight weeks prior (Tietjen,
2020). However, whilst two-thirds
of influencers posted less sponsored
content in March and April than they
did in 2019, nearly 25% claimed to post
more content than before (Tietjen,
2020). Therefore, implying that despite
the circumstances, content creation
still remains very much consistent, if
not increased, but with less sponsored
posts which could ultimately work in
their favour in the long run as their
audience will appreciate the more
genuine and un-paid content. It can be
suggested that the results of covid-19
have in fact provided influencers with

the opportunity to get creative and
connect with their followers like never
before, not only through providing
escapism and entertainment for those
stuck at home, but also by showing a
more vulnerable side to themselves.
Influencers are portraying more raw
and relatable content to their audience,
where previously consumers would
often aspire to have the picture-perfect
lifestyles of the influences they follow,
content creators are demonstrating
how they are in the same boat as their
followers, in which both influencer
and followers are seen as equals,
through which a sense of community
is increasingly prevalent, with the
bond between the influencer and their
audience being more prominent than
ever. This enables consumers to feel
a sense of belonging, in which their
social needs are met, in accordance to
Maslow’s hierarchy of needs (1943) (see
appendices 2).

Figure 26: Influencers post at-home content, Pinterest, 2020
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Figure 27: Influencers poét at-home content, Pinterest, 2020

Influencers continue to connect on a
more personal level with their followers,
with the significant increase in social
media engagement, content across all
social platforms have been on the rise
including Instagram live-streams where
followers are able to interact directly
with the influencer, providing a more
engaging experience which several brands
and celebrities have also incorporated
within their instagram content, whereby
audiences are able to communicate in
real time with the influencer and brand,
creating a more candid and genuine
interaction and helping to bridge the gap
between influencer and audience.

Daily VLOGS on youtube have additionally
proven to be more prevalent, in which the
authentic day-to-day lives of the influencer
can be showcased, often allowing the
follower to feel a closer connection to
the influencer as it can portray a more
genuine and relatable side to their life, in
addition to more lighthearted and often
educational content including fitness,
baking and DIY videos, which have
proven to be more apparent than ever on
Youtube in particular (Paper magazine,
2020). Audiences are looking for ways
to spend this new found free time and
influencers are taking advantage of this
opportunity to share and educate their
followers on what they can do at home,
with audiences seemingly appreciating
this more ‘homey’ and stripped-back
content (Vogue Business, 2020).




Figure 28: Bella Hadid for Vogue Italia over facetime, 2020

With influencers feeling the pressure
to continue to post content daily,
often ‘outfit of the day’ photos,
particularly as brands are increasingly
relying on them to produce content
for their Instagram pages, they
have implemented creative ways to
continue to do so at home without
having to leave their house, where
several have created make-shift at
home ‘studios’ consisting of a white
bed sheet and props from around the
house.

Face time photo shoots have
additionally emerged as a result of
the stay at home orders as a creative
way for both brands and influencers
to continue to collaborate with
photographers in order to maintain
content for their social media
platforms (Business of Fashion, 2020).
Not only have big name fashion
publications utilised this medium of
photography, including Vogue Italia,
who enlisted model Bella Hadid
to self-photograph herself for its
upcoming issue (Vogue, 2020), in
which she posed through FaceTime
whilst  photographer Pierre-Ange
Carlotto captured screenshots from

half way across the world (see figure
28), but also smaller micro influencers
have incorporated this content as a
fun and creative way to keep up with
their instagram content.

Whilst influencers have been forced
to get creative and shift the ways in
which they produce content, their
lives haven’t had to change too much
in the sense that they essentially
worked from home to begin with.
During this time many consumers
have been made aware of the ease
and luxury of working from home and
several people have utilised this time
at home to begin creating their own
content. Along with people taking up
new found hobbies with the excess
spare time on their hands, several
consumers have contributed to the
increase in user generated content
which has been apparent across social
media in more recent times (Social
Media Today, 2020), with the notion
of consumers becoming influencers.

People are embracing this time to
do things they’ve always want to but
haven’t had the time for previously,
including investing in their instagram
feeds and creating youtube channels,
for example. Apps like Tik Tok,
which has quickly become one of the
most used social media platforms
throughout 2020, allows for this
increase in user generated content in
which ‘regular’ people are given this
platform which enables them to often
gain hundreds of followers overnight,
in turn contributing to the rise of the
MICRO influencer (WARC, 2019).



With influencers using this time to show a
more vulnerable and authentic side to their
followers, several content creators have
taken this opportunity to open up about
mental health struggles (Market Place, 2020),
such as influencer Lauren Elizabeth who
created the ‘truth series’ on her Instagram
stories in which she posts her candid and
unfiltered thoughts regarding how she
is actually feeling at the time, in hopes of
making her followers feel less alone whilst
she further encourages and ‘nominates’ her
fellow influencers and followers to the same.
It is apparent that the effects of Covid-19
could in fact provide for a rebranding
opportunity for influencers, whereby they
can be more honest and helpful than ever,
with less focus on superficial and sponsored
content (WIRED, 2020). Therefore, it is
apparent that the effect of the current
climate could subsequently improve the
relationship between influencers and their
audience as they continue to share at-home
content, showcasing their real lives, rather
than a filtered fantasy life spent on luxury
holidays, which is no longer relatable or
genuine to the consumer.

Several influencers have also taken further
measures to raise awareness for COVID-19
related causes (Influencer Intelligence,
2020), including raising money for the
NHS, for example, along with brands such
as ASOS who have created t-shirts with
‘heroes’ and ‘choose our carers’ printed
on, in which 100% of proceeds from the
sales are donated to local NHS trusts
and communities (Asos, 2020). Thus, it
is clear that both brands and influencers
are utilising their platforms to spread
messages of positivity whilst also trying to
be educational and helpful during this time.
Many brands have adjusted their typical PR
packages filled with free clothes that are
sent out to influencers to care packages
instead, containing self care products
including face masks and candles etc, along

with utilising email marketing to send
supportive messages to their customers
such as “We're still here for you”. Hashtags
have additionally been implemented by
brands, such as Asos’ #homewithasos
Instagram campaign which aims to coincide
with the ‘stay home save lives’ message.
Therefore it is evident that brands are
continuing to invest in influencer marketing
(Elle, 2020) and taking measures to stay
relevant and topical to their consumer, as
well as keeping their cliental of influencers
happy and on-side, whilst they demonstrate
to their consumer that they care, they're
supporting a cause and are ‘doing their bit’.
Whilst it can be questioned whether brands
are simply ‘woke washing’ (The Drum,
2020) and claiming to support these causes,
it is important that they maintain total
transparency with their consumer and are
demonstrating the ways in which they are
legitimately making a difference, in order
to maintain a sense of integrity and convey
authenticity to the consumer throughout
their communications.

Influencers have subsequently used their
voice and utilised their platform throughout
times of revolution and social injustice,
such as the black lives matter movement, in
which several Youtubers made the decision
of donating all Adsense revenue made from
select youtube videos towards organisations
that help this issue (Business Insider, 2020),
in addition to content creators posting links
to sign petitions and ways to donate money
towards the movement, across all social
media platforms. Thus, demonstrating
how influencers are realising the power
they posses in creating awareness and
encouraging their audiences to act upon the
messages being communicated.
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Figure 29: Asos shirts for NHS, Asos.com, 2020

Figure 30: Asos shirts for NHS, Asos.com, 2020




Figure 31:
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The new MICRO infleuncer, Instagram, 2020

The social media landscape is going
through a lot of changes, as users’ focus
switches from celebrities to trusted
influencer, whilst social media platforms
are redefining themselves as places for
meaningful interaction and social activism.
Yet, it is evident that influencers are not
going anywhere (The Drum, 2020), with
market analysts predicting that influencer
marketing will be worth over $15 billion
by 2022, an increase from $8 billion in
2019 (Forbes, 2020). In fact, the scale at
which influencer campaigns are conducted
is greater than ever, in part due to the
advent of micro-influencers (The Drum,
2020).

Regarding what to expect from social
media marketing going forward, whilst
until recently influencer campaign
managers have been focused on acquiring
the biggest names they could afford,
it's becoming increasingly apparent that
these strategies no longer work, whilst

social media habits change, celebrities are
evidently not engaging on these platforms
(The Drum, 2020). According to the
State of Influencer Marketing 2020 report
(Linquia, 2020), only 22% of marketers plan
to use celebrity endorsements in 2020,
while 77% plan to utilise micro-influencers
(Schotland, 2019). Whilst all influencer
marketing campaigns are built on trust
reliability, with the recommendation
becoming reliable if the brand is endorsed
by a trustworthy person, the kind of trust
consumers have for public figures can
come and go unexpectedly. Having trust
for celebrities can take a lot of effort to
maintain, and even the slightest public
wrongdoing can lead to its loss (The
Drum, 2020).

The level of engagement celebrities offer
is additionally questionable, where the
average instagram engagement rate for
those with over 100,000 followers is a
mere |.1%, compared to micro-influencers
engagement rates being seven times higher
at 7.2% (Forbes, 2019). Thus, indicating to
how engagement trumps reach, suggesting
that micro influencers hold the key to
the future of social media marketing,
whilst they build more solid relationships
with their followers, compared to more
prominent instagram users (The Drum,
2020).
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As an increasing number of influencers
build up a following in 2020, brands
will need to be cautious of contracting
influencers who'’s follower base overlap
with those of influencers already in their
clientele, otherwise they risk double-
spending to advertise to an audience
they’ve already reached. Brands will
need to consider analytics more before
pursuing a partnership, where brands and
influencers alike should ensure brand fit,
meaningtheyarealigned withthebrandand
product, as well as questioning whether
the influencer will bring value to the
brand. Going forward, successful brands
will structure their influencer marketing
strategy around a small core of diverse
influencers who demonstrate higher levels
of engagement and authenticity (Forbes,
2019). In a highly saturated market, these
qualitative attributes override follower
count alone, whilst brands should develop
a streamlined network of high-quality
influencers to diversify their bets, as
brands are likely to prioritise longer-term
partnerships with fewer, more authentic
influencers (Business Insider, 2019).

Whilst people are wanting to get more
out of their screen time, creativity
matters more and content creators are
evidently fulfilling this need. Tik Tok,
arguably the most prominent platform
to gain popularity in the past couple of
years, with the fast-growing influencer
app gaining over | billion active users in
2019 (Forbes, 2019), indicates to how
this app will further be utilised within
brand’s influencer marketing strategies

to engage the gen z consumer. Where
instagram used to be the place to post
pictures of food and relatively surface
level content, it is evident that there has
been a shift in content creation with its
users increasingly writing longer, more
elaborate captions in order to bring
something more substantial to the table
(The Drum, 2020). Even selfies have
been taken to a new level thanks to new
creative innovations such as augmented
reality (see figure 32), in addition to the
new digital influencers, such as robot
influencer ‘Miquela’ (see figure 33), which
have been created through the use of
artificial intelligence, raising the bar for
the kinds of content quality that social
media users expect to see online (LSN,
2020). Taking these trends into account,
it is apparent that the future of influencer
marketing will see a further increase
in content complexity, with a focus on
creativity, which brands will need to
reflect within their influencer marketing
strategies.

Figure 32: Augmented Reality used for selfies, Millan (Instagram, 2020)

Figure 33: robot influencer, Miquela, Pinterest, 2020



The future of influencer marketing
consists of activism and accountability.
It is almost impossible to be unaware
of the injustices taking pace around
the world, whilst an ever-increasing
number of young people, gen z-ers
and millennials, are using the internet
to combat issues like climate change,
race and gender discrimination, as
influencers take their social media
presence, and the voice that comes
with it, very seriously and will refuse to
work with morally ambiguous brands
and products (The Drum, 2020). Thus,
brands that utilise influencer marketing
can no longer ignore the prominent
issues and topics of today, which will
need to be addressed across their
social media platforms.

All the micro trends discussed, including
the demand for greater accountability
and authenticity and the focus on user
generated content, align simultaneously
with the increased demand for micro
influencers. Micro influencers will soon
realise the power they yield and push
for an even grater democratisation of
the online media (The Drum, 2020). It
is predicted that the niche blog space
will face a steady decline in overall
web traffic and engagement, with
the influencer marketing space likely

to continue to trend towards social
media influencers who capitalise on the
growth of platforms such as Instagram,
Tik Tok and Youtube (The Drum,
2020).

The outlook for influencer marketing
for the coming decade is evidently
positive (Forbes, 2020), however
whether this trend will persist depends
on whether social media platform
growth trends hold up in the future.
According to eMarketer, Instagram,
the current leading platform for
influencer marketing by gross revenue,
is predicted to grow to 112.5 million
U.S.-based users in 2020 and 117.2
million the following year (Forbes,
2020), thus testifying to how the
leading social media platforms are
here to stay. An increasing number of
advertising agencies and brands are
making space in their strategies for
this practice of influencer marketing,
therefore every indication is pointing
toward the continued growth of this
marketing sector.
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Figure 35: Pinterest, 2020

CONCLUSION &

RECOMMENDATIONS

This report has highlighted the consumer shift
in which audiences are increasingly demanding
authenticity and transparency within the use
of influencer marketing, whilst exploring the
role of the influencer and how it has adapted
accordingly to consumer trends and needs.
Whilst consumers are seeking content with
value and a purpose, in response to the over
saturation of paid content on social media, it
can be questioned whether brands need to
move away from implementing influencers
within their marketing strategies. However,
it is has been made evident that brands do
not have to rule out the use of influencer
marketing, but can do so in a purposeful and
productive way of utilising their platform
for good, with integrity. It is apparent that
the brands who build partnerships with
influencers will do well, whereby influencers
can create value for brands through the
relationships in which they have formed with
their audience. Brands will however need to
be more selective of the influencers they work
with, with a focus on creating more meaningful
long-term partnerships, whereby they work
with influencers who have already formed
a trusting relationship with their followers
in which they post sponsored content very
sparingly, and so when they do it is more
meaningful and genuine.

Influencer marketing is no longer about using
celebrities, but instead focusing on the micro
influencers, as engagement trumps reach, and
the celebrity influencer is no longer relatable
of reliable, whilst micro influencers provide
more genuine recommendations with a
higher level of engagement. With the world
slowing down, where the fashion industry
has followed suit with the reduction of the
fashion week season collections, influencer
marketing will be reflective of this and adjust
accordingly, with less sponsored content and
more meaningful relationships between brand

and influencer, with a focus on individuality,
creativity and authenticity. Whilst consumers
begin to question which influencers are doing
their job, the role of the influencer is holding
greater responsibility, whereby the influencers
who aren’t tone-deaf and are using their platform
to be helpful and post genuine content will
stay and be successful. Whereas, consumers
will lose interest in those that continue to post
excessive advertisements and superficial content,
which consumers can view as disingenuous and
ignorant to the critical issues within the current
climate, whilst their role as an influencer will lack
longevity.

There are potential risks regarding the future of
influencer marketing, whereby the sustainability
of influencers can be questioned, as with the rise
of the micro influencer, it could be suggested
whether consumers will eventually take on
the role of influencing, whereby brands will no
longer have to utilise influencer marketing and
instead solely depend on customers for word
of mouth marketing. However, the findings from
the report have in fact proved that influencer
marketing is only going to accelerate more in
the future, whilst the mediums and platforms
of influencers are changing, it can be expected
that this from of advertising will remain in the
marketing mix (Scherle, 2020). It has been
identified that influencer marketing can be an
invaluable tool for brands if used correctly,
with the correct individual, whilst the role of
the influencer is no longer solely about shaping
consumers purchasing decisions but they now
hold a greater responsibility to use their platform
for good. It can be concluded that social media
influencers will continue to be a crucial trust-
building mechanism that can tapped by brands to
establish brand identity, whilst it can be expected
to see influencer marketing surge in the new
decade, with an increasing share of marketing
strategy budgets allocated to this effective
outreach method (Forbes, 2020).
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APPENDICES

Self-fulfillment
needs

Self-
actualization:
achieving one's
full potential,
including creative
activities
Esteem needs:
prestige and feeling of uccomplishment Psycho|ogicc:|
needs
Belongingness and love needs:
intimate relationships, friends

Safety needs:

security, safety Basic
Physiological needs Y
food, water, warmth, rest

Maslow’s Hierarchy of Needs (1943)
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