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Notable Highlights
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FHESVBBr¢e) NMark@king B nchmarkeReport RORB%*our latest overview of
the BB Nten ndati$etingindustry 1t purwnarizs the t®rughts of more than
3500 m@rketing agéneigs: biphyly, &rid hhedrel@vadtprofessionals regarding
theleupient state sH)Flenges madketing, tond itttsdme predictions of
ot pE9pleexpectit) toHridye gvebrhd riextUdsb and into the future.

e worldmrgand s B3s-tBanged onsjderdblyJvet the last Ffew years. The
arrivdeof Codd inf 2RO trried mirch afftherwortd ef) P& h@ad, with enforced
lockE&Brid iB)d 3c8nBS redpiiriiscent of 3 Hollywood disaster movie. By 2022,
howevétnUchtf the workiwas [8arnifig té!livedwith €ovid, clamoring for
somekhipg résembting thaigwd4i$er. Waforkinatelyshey were also learning
t& liye with)tiebedo)ristpnbtiuetices éf Ctvidiwith supply chain
digtupRisrist akhronic)setdage o@gWoskes, asd creeping inflation
thiejdeningio)unsedtle the global economy.

Srsurpisifighy’ th&@)y)busiffestey havg struggied®orsurvive in the new
Bvigoydmied t. And thbsethat Havevhat 98 Hhis far @ri$heeding to find new
way¥ to miatket: sé they $tand ut Mtik#)ints) of*cBrisumers. Creator and
isFY®N cer mArketing Ipppar tFerBsye b6 ptrddiit $ifan ever for connecting
bikridstwith thejrbarget customers.

As)welt #s*@frarimugsurvey collpting dayasetided to the influencer
marketihy industry A1) INflyedcosMarké&)ing Benchmark Report 2023 also
to)lettsWatafam durpartnert HypeAuditor, and our Diersity £ quity &

1St sBFB DI BB H)Shter )V B& I g 83HS)2HB) Eendiz&)netjualities Report
2022.
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Survey Methodology
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Ulg="th 8k ofla8 1¢3p8h de B8 ,cnd. Mo &BrelStively'siall prdanizations, with
38%*ré Bivsen by t8mpPanj8Budbh'f8eBEhaBB8emamPl8yées. 21% had 10-50
881pl8gee3# 1R B JBA0B, B)%)1'90831,6(85:arkt.16% came from large
BI8rpri8es Withr Biobe'tBanIMOBBMPEB/eds-B8Salp IBBveRer, there are

b i68:asPn aBy rO8ndebitsF8amHarger'abganiz¥ti8ny than last year, which
Might: haBe ;s mdlt Hipia'cvood BHRF cOmRQ8r& ivémesults.

Sligbtly$nBre: df oRiF+88{86 nd@nts1pe i & IrBedbe Hor8s than those who
o Rt FoBA$A8p(8,:51% &r& ea&9pondant$ssuste YomBmeBca stores versus
49%mot 'doing soSTIESIpres$entt Wsralb® UIBreRtc8aBle UeBrease in the
R adeof Fh ctbcbhtractiity: bd&dsapetfiBrsBe @orBmerce stores.
L&k Bepir, Blfto6L 5496 of Such:Bré&5anieC8mmerce stores.

Ohis islstrprisingly: IB$8$ Bete #tbdr th&S U8 U8 rE&sPéndents come from
garidus batkdroudds's hia6adpark@triy)agerd es, PPagensies, and "Other."
CRanty SHBdBercd & iteressing W pepuldsitd for'all'8yBes of businesses.

He&8Ye!l8dne tHing'Bo b8:awate 6bixt8at18'ednflE886er Mdrketing Hub now
Bd¥e8 s:bo-all Byp&s. ofeGHd 5 rcs: B:miors Yarificatit, R6r8io8o8f the site is
RODB& B0 A6ticRs ahvws eERBHBerce: tHaB&in prédvials y&drdoks a result,
\Bebma§ Biave BhiGHes e +8n 8 bS8 e H NGidk& e HrIrk@FEps{compared to
infRIBA cBr 688618 bk s) i sttitgheoStOah @ arsvterin@® 196 survey than
bB&vidusly.

A Meivi ¢S W B&HINGV/EY pld Kb d3H6 \@ 0V PO BE-NROFCNW
WO B2 2>BHNXh UU2G2ENLHN ?<?;

BespiBeatbR bi¥is thatiBf8eBceBMmdtke BB ndk @3 Mraskedhig) might
€86r@a80dB8dta (eIl ):.96tdeip0); hd fe¥eohRhYed BoBirkrease in
bSpuldsity'SBidet2 02% Inilialhd: son%ir8duskbies%tth $s'Bouri@n:and airlines,
hadto 886r&Hcl® dbdrinBticaldyEitd L BOCR thedr perddidn68vd m)arketing,
t96 83 mpoBhe Bcd iRk Bhed-a8o dils lo& &8ivesr8th& o\drt-a9td-Bo3t-Covid
w@ ¢ 1%® 8he8&B :8/8r8BnBnedh lifé:$ Bhe&eOn|B8584BSvid-affected
irdusires.
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Results From Our Survey

Sideable Itic®ase in%Gontefttin Recent Years,
BuklRatécSlowing
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bMa]EX aficoraBXy ey ge Uiz dcd s \MGTVaVEf, Watingip FaducgbNRet "aiZ_az_ RbT;
ggbIfsIBBEIP

Bg3pibsghx\¢gnupitijiv EatbinkhRRatsd tdntiehd gnacaFXgZoqtiMbZaiMd TXURR_jgt
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BRgbiR ele wgio ca@iXyiz X o btin tall )X biZifiodréRkey eNigh 0 sty gikagd_doier dbjy”_aYgj_Zgigj_
Jadblbie tdgXlagdikeRikdgpkHUdHadQ

An Intrsasiig Majprity Hale a Standalone
Budget for EoAtént Marketing
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63% of Respondents Feeling the Impact Of
2023’s Macroeconomic Woes

€haYyotitexd b 6Q VRO MEothalolite MRkYElaly S D b ¥ X b atiad MIRtM Y ©PLc_ LP"UYOPL
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MaratiRy M¥hNaGnebSasl Q) reypoidaEd GusitaisietRee RidhoP@\pifalkKaa\PUMY Lb:
EldZad Z6BYB S Y K ¥ Spof DG HuZimld EYER DR[O ORn N ifeydCaaP2IM Y sbaYPSG_ XL
B axroaxod GRIX YIXRMs@Dtes) XaOJ

The Vast Majority of Ré&spOndents Still Believe
Iffluencdr Markéting to Be Effective, Though
There is Mdre Negative Thinking Than
Rrévibusly
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More Than 80% of Our Respondents Intend to
Dedicate a Budget to Influencer Marketing in
2023
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67% of Respondents Intend to Increase Their
Influencer Marketing Spend in 2023
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OVdrall, thi i§ Further prdofthat influencer marketing continues to be
succdssful and is'now Sufficiently maif'stream that it can’t be considered just
a fad. Brands dnd tharketers still recognize the effectiveness of influencer
miarketifg and'are ffot searching for something new.

2398 0f5ReSBThdents 164F1d5B03S9g@adMb)e Than
80%f JTheir MAaGkaEiny Buds8F ontifltehcer

Mer&eting

mfluénter marketing is! of cburse, therelyhhone part of the marketing mix.
Blost businksses'bdlance thefr markéting budget across a wide range of
media to reach the brdatest posZiblé relevant audience. However, as we saw
abouk)182% BFf our Espondents' firms intehd to include some influencer
miarketind irmtheir mix.

Khis year, we saw a"notiddable trend!in firms devoting a sizable percentage of
theéir'marketing budgét to ihftueBcer matketing. Clearly, quite a few brands
have found suc¢ess witH their influef’cer marketing and decided to return for
mdte.

REX of resporidents are dedicdtéd fans of influencer marketing, intending to
spend maZBithan 40% of their marketing budget on influencer campaigns.
Khis is a decited indBMsc ovir2DBNAGEY6 0202 1'8BNIBANAZFD20's 9%.

@B Jf respandéniss (uMBbIN @6 in 2022) Dd@Bro deVote 30-40% of their
miarketing budget'to influencémdratketing. An additional 18% plan to
dllocMBZDBO% of théir'total marketing spending to influencer marketing.
Khis is down ot [dd0yeaMBRBY6 gAd 2021's 19% assigning this level of
miarketinglibudget.

Khe most cdbmmon'percentage of thdrketing devoted to influencer marketing
again comeBinNiBz 10-20%M¥ngée, with 25% of respondents intending to
spend iff this range, but thislis déBMsigmAcahtBy dn 2022's 39%. 20% expect
to spend legBitham "10%, sithitar!to last year's result.










































































































































