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2020: the world went
into a tailspin.

The Trends

PUMP UP THE VOLUME

Grab your headphones because TikTok turned the sound on 		
and now audio has us listening on every platform.

GAMIFYING THE METAVERSE

The gamification market is expected to be worth £150B (!) in 2021 –
this is not the time to play around.

2021: we picked up where
we left off.
2022: we move forward.
Read on as we unpick and
pinpoint opportunities
for brands, marketers
and influencers alike.

THE CREATOR ECONOMY

From Patreon to Pearpop, influencers have found new routes 		
to payday and they don’t include #spon.

SOCIAL SHOPPING

QVC, but make it Gen Z. Livestreamed shopping is the future 		
of commerce, whether you like it or not.

POSITIVE IMPACT

The consumer has a conscience. If your brand isn’t living up 		
to their standards, they’ll find one that does.

A word from Sedge...
Influencer marketing is nothing new but over the past 12 months it’s exploded
exponentially. Between the pandemic and platforms recalibrating to keep up with our
insatiable appetite for content, our industry has gone from one slice of the marketing
pie to the whole damn dessert table.
There’s now an influencer for every brand and every product. As 2022 brings its
own set of challenges it also opens up new opportunities and new ways to make
real, meaningful connections, which let’s face it is the only way to gain and retain
a customer. Let Connects help you feel your way into this new dawn of social
marketing.
			
			

Sedge Beswick
Founder and MD of Connects

First added to WhatsApp back
in 2013, voice notes were
initially seen as a fad. But these
soundbites were our first initiation
to this trend. Quicker than a
phone call, more intimate than
a text or picture, they’re now
an essential form of casual
communication. Hinge even
features audio clips so daters
can see and hear prospective
matches.
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Clubhouse wouldn’t
have been the instant
success it was without its
powerful influencer network
– looking at you Elon Musk, Mark
Zuckerberg, Oprah and
Lindsey Lohan. These
celebs actively
participated in the
conversation, and
us users were
granted a seat at their
table.
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The voice is a rich and powerful tool. With the rise
of sound-on social content, 2022 will cement it as a
fundamental instrument for influencers.
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During the pandemic,
Clubhouse, which launched in
2020 as an invite-only platform,
became the market
leader in digital
conversation
with strangers. It
had close to 13M
downloads by its
first birthday. On this app, users
either enter or create a ‘room’
where they can listen, participate,
or moderate a conversation. For
influencers it’s a dynamic way to
tap into authentic conversation
with followers.
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But it’s not just conversation
that’s taking over the internet.

Credit: TikTok, @EmilyMariko

Noise more generally is as much
a part of our digital diet as
email. We’re used to the ping of
notifications, like a cash register’s
‘ka-ching’, and the clacking of
phone typing.
In fact, as early as 2010,
our ears were first perked up by
non-verbal digi-sounds with the
brain-tingling taps, whispers, and
crunches of ASMR (autonomous
sensory meridian response).
Thanks to the viral phenomenon
of TikToker Emily Mariko’s salmon
rice bowl recipe (her video
clocked in 7.6M likes), ASMR has
reached a new stage of maturity.
“The ASMR community
has always known that music
and different areas of sound can
make you feel something,” says
Emma Smith, whose ‘Whispers
Red’ YouTube channel has 985K
followers. “We introduced the
idea that sound makes you feel
something through social media.
Now we’re mixing our senses
because our videos are visual as
well.”

“Music and
different areas
of sound can
make you feel
something”
This is just one more step
in audio’s evolution. For decades,
radio broadcasters were the
gatekeepers, but then came
music streamers like Spotify (now
the global digi music market is
estimated to have 467M users).
This was followed
by podcasts, which 37% of
Americans tune into at least
once per month. All the while,
the biggest players in social –
the Facebooks, the Instagrams
and the Snaps of the world –
continued to play on our visual
receptors, rather than auditory.

A study by UC Berkeley found
that the human voice can
convey 24 different emotions
with nonverbal sounds.
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There’s two ways brands
get involved. Ted Baker for
instance hosts a regular segment
called Conversations in Culture.
Or, like adidas, brands can
sponsor a popular series.

Ironically, now the
platforms are listening.
Twitter introduced
Spaces back in late 2020 and
recently announced that you
no longer need a profile to tune
into the conversation, which
will open the door to more users
eavesdropping. Facebook’s
Soundbites also put a spotlight
on conversation. Rather than
a podcast, which is a passive
experience, this new school of
listening is more like a chat room.
Hello, real-time conversations
with influencers!

Beyond the chatter, it’s
music that will have the biggest
impact on the future of our
social platforms. 77% of TikTok
creators already integrate music
into their videos, which makes
sense as half of users say that
a beat makes content uplifting,
energising, and entertaining – all
reasons that drive engagement.
This has flipped the music
industry, and the way popularity
is charted, on its head.
The space for music
discovery has moved beyond
Spotify and YouTube. Warner first
inked a meaningful licensing deal
with Facebook and Insta back
in 2019, but its agreement with
TikTok has helped land number
ones as the trends of the platform
filter into the charts.
Whalar Sounds has
capitalised on the influencer
space by delivering high quality
‘pre-trending music’ from
Universal Music Group to creators
for use on TikTok and Instagram.

“This audio trend is
still evolving, we haven’t even
reached its peak yet,” reports
Rahmon Agbaje of Loud Parade,
which is a publisher of viral music
designed for social campaigns.
“Brands are trying to become
human, and humans are trying
to become brands so anything
that can give a tone of voice
– pardon the pun – through
sound on is a no-brainer.” Audio
services and platforms are where
we’re heading, if we’re not there
already. Don’t believe us? Ask
Alexa…

The Takeaway
Sound sparks emotion and
creates engagement.
Platforms are becoming
more audio-centric.
Audio content is more
authentic and like an IRL
interaction.

Our fondness for voice notes coincides with the rise of audio search. TheeDigital
found that Siri (and her android counterpart) were quizzed by more than half of all
smartphone users in 2020. Similarly, our attitude to voice search also mirrors the
acceleration of e-comM, which explains why 62% of Alexa (and the like) owners use
voice search to make a purchase.

The Inside Track
with Loud Parade’s
Rahmon Agbaje

Ever wondered how a song goes viral on TikTok? Loud Parade’s Rahmon
Agbaje has the answer. He helps create those catchy hooks that lodge
in your head and get you dancing. This man knows sound is the king of
any social campaign in 2022 and together we unpack what this means
for influencers and brands….

Connects: Why do you think we
engage more when the volume is
on?
Rahmon: People receive
sounds differently, but music is a
powerful force to grip audiences.
When you add a visual that works
with it that can excite people,
get them off their feet, evoke
emotion and make a lasting
impression. We’ve become
accustomed to just visuals, now
we need another dimension to be
sold on a product.
Connects: Why do you think the
audio trend is booming?
Rahmon: Firstly, this trend
is still evolving. We haven’t
reached its peak yet. We were
inside during the pandemic and
our attention spans are now
really short. Brands need to cut
through the noise and a great
way to do that is with a catchy
song. Music is the gateway to be
part of the conversation and a
way to sell a product subtly.

authentic way. Naturally, if you
have 1B+ monthly active users,
that’s a massive asset and
opportunity! Sometimes you’ll
see that convert to Spotify but
sometimes that’s not even
needed. The seed has been
planted in the consumers head
already and that has great
benefits to the artist in terms of
publicity. However, there’s more
work to do in terms of royalties
and publishing.
Connects: What changes do
you see for influencers now that
they can play on audio as well as
visual senses?
Rahmon: Everyone’s
trying to be an influencer now,
so it’s interesting because you
must think: how do I be different?
Sound really helps with that.
Influencers were using Instagram
as their portfolio but now you can
stick a sound over it, it’s possible
for it to seem more real, unique,
and playful.

Connects: What is the knockon effect of TikTok’s sound-on
format beyond the platform?

Connects: What difference does
it make for content creators to
own their own sound bites?

Rahmon: TikTok is a shop
window to sell culture in a more

Rahmon: A lot! I think
ownership of intellectual

property is very important. It’s
an asset, an investment. My
parent’s generation was obsessed
with owning houses, but Gen-Z
will be obsessed with digital

“My parent’s
generation was
obsessed with
owning houses,
but Gen-Z will
be obsessed with
digital property
and IP of digital
content”
property and IP of digital content.
Most musicians don’t own the
rights to their music because
of gatekeeping at record labels
but with TikTok you can benefit
independently if your soundbite
goes viral. Influencers need to
learn how to own their sound,
it may require upfront cash and
playing the long game, but in the
long term it will pay off.
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Vaulted into mainstream
by Facebook’s dramatic rebrand
to ‘Meta’, the metaverse is the
umbrella term for the digitally
switched-on world where
immersive realities (VR, AR and
MR), NFTs, gaming, social media
and cryptocurrency criss-cross.
Gamification, which Newzoo
predicts will generate more than
€180B (£150B) in 2021, will be
fundamental to the metaverse.

Gamification is nothing new – in fact, it was first coined
in 2003. But over the course of 2022 the integration
of game-inspired design will grow exponentially. Why?
Two words: the metaverse.
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The drive to copy a sense
of gaming is obvious – gamified
content can deliver a 29%
increase in site actions, a 13% rise

in comments,
and a 22% growth in
social sharing. Big brands
like Uber (which rewards users
that share the app with free
rides) and Garmin (the sports
tracker allows for multiplayer
competitions) are already playing
at it.
Driven by the pandemic
switch from office to Zoom,
gaming and entertainment tech
is now mass consumed. A Data
& Marketing Association study
reported that two-fifths of Brits
already use AR and VR on their
mobiles to test products.
Virtual spaces are one
area predicted to grow rapidly.
Digital venues will evolve
beyond gaming, mimicking the

multiplayer universes of Fortnite,
which will open avenues for AR
and VR shopping.
The fashion industry are
early adopters of the trend. In
June 2021, Gucci sold a digitalonly Dionysus bag for $4K –
costing more than a physical
one. Right now, on the mobile
shopping game Aglet, users
are buying rare sneakers from
Chanel, Balenciaga, and Nike.
One customer, Fast Company
reported, paid $15K for a pair.
Accessible fashion brands are
also investing in DTA (direct-toavatar) products. In July 2021,
American Eagle teamed up with
Bitmoji avatars to create VR
clothing.

Credit: Courtesy of Emily Ratajkowski and Christie’s Images Ltd 2021

This is the tip of the virtual
possession iceberg. NFTs are the
next stage for gamifying products
and, unsurprisingly, the fashion
industry is already toying with
them. Nike just purchased RTFKT
to make their virtual kicks into
NFTs while Burberry created a
collection with Mythical Games’
Blankos Block Party game.
Celebs and influencers
are also collecting NFTS, AKA
the metaverse’s equivalent of a
status symbol. Emily Ratajkowski,
Mike Tyson, Snoop Dogg, and
Jay-Z have dropped cash on
crypto-art. The latter’s Twitter
profile picture is an NFT that’s

rumoured to be worth north of
$119K.
In the first quarter of 2021,
the volume of NFTs traded passed
$500M. In the next quarter, this
jumped by 40%. While NFTs
aren’t mainstream….yet…a study
by The Harris Poll and Adweek
predicted millennials will be the
early adopters, reporting that 36%
said they would buy a song, 35%
an artwork, 33% a video, 17% a
Tweet, and 13% an essay. Think of
NFTs as the next vinyl – beloved
by millennials, easy to collect and
even easier to show off about.
However, unlike vinyl, they don’t
require a whole wall for storage.

“In the first
quarter of 2021,
the volume of
NFTs traded
passed $500M. In
the next quarter,
this jumped by
40%.”
Influencers are inherently
content creators, and NFTs are
just a new form of content. The
opportunities are endless –
from building hype and driving
interactions with followers,

to brand partnerships and
safeguarding IP. The latter being
the most valuable asset to
influencers.
Platforms can’t wait to
get a piece of this pie. Twitter is
rolling out NFT profile pics as a
‘Collectibles’ tab so users can
display their crypto-art gallery.
Meanwhile, TikTok’s curated a
‘Top Moments’ collection that
made some of the platform’s
most ‘culturally significant’
videos into NFTs.

Credit: Courtesy of Gucci and FootwearNews.com

While Snap Inc. hasn’t
announced if it will back the
NFT gold rush, the company
is an authority for AR. Their
trailblazing use of filters and
lenses has ushered in a new form
of try-before-you-buy. TULA, a

DTC skincare line launched an
under-eye cream with a Snap
lens for users to simulate the
application. Watch this space
as the platform’s stock is rising
– daily users reached 293M in
June ‘21 (a 23% increase), and it
recently reported its biggest stock
jump in four years (by 24%).
We’re still feeling our
way around the ever-changing
metaverse. However, the
opportunities are boundless,
especially as a report (by
Wunderman Thompson) revealed
the average consumer is willing
to spend $76K for a digital house,
$9K for an NFT, and $2.9K for a
digital designer bag. They might
just be getting pixels on a screen,
but they are paying with cold
hard cash.

The Takeaway
Gamified content performs
better and is more
engaging.
Virtual products may cost
real cash but they are the
future.
NFTs unlock so much
potential as a new medium
for content creators.

4 Ways YOU CAN
INTEGRATE GAMIFICATION
INTO YOUR
NEXT CAMPAIGN
1
2
3
4

Inside The Trend WitH
BLACK GIRL GAMER’s
Jay-Ann Lopez

Reward consumers for being in all the right places at the
right time. Give players in-app items in exchange for tuning
into a livestream for a certain length of time.

Create an influencer-led treasure hunt. Have influencers
post clues on their posts that users must follow to discover
rewards. In the process they will learn more about your
brand and product.

Take gifts with purchases to the next level! Use influencers
to promote a project that participation in unlocks exclusive
ownership of a metaverse object.

Create an actual game. Build a universe that involves your
influencers, your brand, and the product you’re marketing
to educate consumers while entertaining them.

Diverse influencer casting and more unique events –
these are founder and CEO of Black Girl Gamers Jay-Ann
Lopez’s trend predictions for 2022. With over 13K women
signed-up to her network and partnerships with the V&A,
Twitch and Facebook on her CV, she has the pulse of the
female digi gamer community. We tapped her up to see
what she makes of the metaverse…

Credit: Instagram @Jayannlopez_

Connects: What do you predict
the metaverse will mean for
influencers?
Lopez: The metaverse
could be an interesting space for
influencers. Influencers who think
beyond their current platforms
will be able to find fresh ways to
utilise the metaverse to better
connect.

but as I learn more, I see them as
a unique opportunity to expand
my ‘digital real estate.’ The most
I’d pay for an NFT is up to £1000
if I felt I could control how its
resell-ability would benefit me.
Connects: How much would you
pay for a virtual branded good?

costs are affordable and provide
me access to unplayed content
or content I like. The price I’d
pay varies, like anything else –
how valuable it would be to me,
how frequently I’d use it or how
valuable I think it’ll become.
Generally, gaming’s virtual goods
tend not to increase in value so
I wouldn’t spend too much. If
it were a branded virtual good,
I wouldn’t be inclined unless it
provided access to something IRL.

Connects: What do you predict
the metaverse will mean for you
and your personal brand?

Lopez: As a gamer, I buy
virtual branded goods all the
time – the games themselves,
game passes, DLCs, character
and item aesthetics. These

Lopez: The metaverse
will expand my ability to
curate communities, create
innovative events and foster
strong networks. NFTs and
cryptocurrencies are new to me

“Influencers who think beyond their
current platforms will be able to find
fresh ways to utilise the metaverse”

Credit: Meta

THE
CREATOR
ECONOMY

Starring Role

With more than
50M creators
around the world,
the influencer
industry has
reached maturity.
Brands are now
deprioritising
other forms of
marketing to ramp
up their work with
creators. In 2019,
Estée Lauder
announced that
it was allocating
75% of its budget
to #spon content.

Fans can now tip creators
with Facebook’s virtual
currency ‘Stars’ during Lives,
on-demand videos in Audio
Rooms. When Stars rack up,
a countdown timer appears
to gamify the experience. As
the clock winds down, if the
goal is met a shooting Star
animation will appear with a
‘Thank You’ message.

By 2022, the industry
is expected to be worth $15B.
However, half of marketers
say only 20% of this is actually
pocketed by influencers. Likely in
response, new finance streams
are appearing to give influencers
more autonomy over their
income. Traditional models of
co-creation, promotion, and
advertorial content are being
slowly chipped away at by
follower-fuelled funding. From
OnlyFans to Cameo, Pearpop to
TikTok’s creator fund, Patreon to
NFTs, influencers are no longer
reliant on brands to be their
bankrollers.

Credit: Instagram, @SaintHoax

Correspondent (@SaintHoax).
Meanwhile, Love Island’s MollyMae Hague, who treads the line
between influencer and reality
star, is now Creative Director of
PrettyLittleThing. The reach of
influencers is rippling beyond the
reach of social platforms.

“There’s no such thing as
an influencer and a celebrity –
they are and can do the same
thing!” says Connects’ founder
and MD Sedge Beswick, “Brands
need to think the same way too
The shift from single
– there isn’t an ATL team and a
screen to multi-platform has
digital team, all media is digital
unlocked new roles for influencers media.”
and celebs. At 2021’s Met Gala,
influencers became reporters –
Creators are the lifeblood
for the first time, they had a Meme of social platforms. The larger

platforms are also rolling out a
patronage model. Last March,
TikTok announced its Creator
Fund, which commits to paying
£231M over three years to
influencers that accumulate over
100K views in a month. While
there are T&Cs on engagement
and authenticity of the views,
the fund is there to supplement
earnings when content is
valuable but doesn’t sit naturally
with a brand partnership.

“There’s no
such thing as an
influencer and a
celebrity – they
are and can do
the same thing!”

Likewise, by the close of
2021 YouTube Shorts Fund will
have doled out $100M to creators
who use their new vertical
TikTok-like format. LinkedIn
have also entered the chat by
investing $25M in their Creator
Accelerator Programme.

but in the hands of the tech
industry it looks very different.
Substack, Patreon, and OnlyFans
operate with an iteration of
this model. On these platforms
followers become subscribers
and unlock content that
crowdfunds for the creator.

Beyond patronage, several
platforms – TikTok with Tips,
Twitter with Tip Jar and Facebook
with its virtual currency Stars –
are integrating a gratuity service,
so fans can gift money directly to
influencers.

“Moving forward brands
will need to find a different way
to work with creators,” actress
and influencer Sarah Jayne
Dunn says. “I can now be more
selective about the brands I work
with because I am getting the
financial benefits of OnlyFans.
With that security I can now pick
and choose the brands that align
best with me and my brand.”

The paywall model has
been activated with varying
success by media companies,

Credit: Twitter, @OnlyFans

It’s not just influencers
in their bedrooms exploring
these new social channels;
Cameo renumerates traditional
celebrities for creating
personalised videos for fans.

“Moving forward
brands will need
to find a different
way to work with
creators”
Levelling this up, Pearpop is an
auction site where the prize pot
is access to social media stars. In
return for payment, influencers

share a stage with their followers.
By leveraging the reach and
audience of an influencer, a
follower can growth hack their
own account.
“We built it for the
influencer,” Pearpop founder
Cole Mason told Techcrunch.
“If you’re a fan trying to access
your favourite TikTok star, then
[you] can access them through
PearPop instead of trying to
contact a manager and pay for
legal fees.”

Credit: Instagram, @Pearpop

The creator economy
isn’t happening in a vacuum.
Even though influencers can
now leverage their worth
and promote their content
independently, branded deals
will never disappear. Businesses,
platforms, and influencers are
already exploring new ways

(livestreamed shopping, for
instance) to further fuel their
collective relationship.
The difference being that
now influencers will be more
closely tied to their audience.
Our prediction? This will inspire
businesses to involve the creator
earlier in campaign timelines
to maximise their insights. It
will also task influencers with
being more actively engaged
in what and how they promote
their sponsorship deals as it
will impact their follower’s
participation in their independent
incomes.

The Takeaway
The platforms need
influencers and are
now rewarding them for
creating content.
Now celebs are on social
platforms and take on
#spon deals, the line
between A-Lister and
influencer is blurrier than
ever.
Patronage of influencers
and paywall content is the
new normal.

Sarah
Jayne
Dunn:

“I am not the first person
to jump on [OnlyFans]
because of the financial
benefits and I definitely
won’t be the last.”

5 minutes with
			Sarah Jayne Dunn

Influencer. Actress. Mother. PT. Charity ambassador.

Archetype:
Explorer
Explorers seek new adventures, with fulfilment at
their core. They are ambitious and desire the freedom
to find themselves.

When the actress Sarah
Jayne Dunn joined OnlyFans
she was both ‘dropped’ from
Hollyoaks and turned into a
Feminist spokesperson. But
something else happened too.
She became a leader of the new
Creator Economy.
By spreading her influence across
multiple platforms, she’s able
to tap into a new finance model.
Not just reliant on branded
sponsorship, she’s now funded by
her community.

Credit: Instagram, @sarahjaynedunn

Connects: Beyond OnlyFans,
what platforms do you use?
SJD: I tend to stick to
Instagram, Twitter and TikTok
as I enjoy them as a user and
that has guided my journey with
socials. It’s helped with their
growth too because the content
is real and relatable.
Connects: Who is part of your
online community?
SJD: My followers are 75%
women and aged between 3545. They are usually mums and
that is one of the reasons that
I took some of my content over
to OnlyFans. It meant I could
keep my Instagram wholesome,
family-friendly and brandspecific for parenting and fitness
content.
However, since joining OnlyFans
I’ve seen a massive spike in my
following. Interestingly, the ratio
between men and women has
stayed the same. With OnlyFans’
reputation and connotations, I
expected new followers to be
male, but the switch hasn’t been
that great.
Connects: What inspired you to
join OnlyFans?
SJD: I was thinking of
moving my content to another

platform and OnlyFans came up
in conversation. I instantly went,
‘no, that’s not for me,’ but I kept
circling back to it because it is
such a great business model. The
platform is amazing at what it
does and is for creators. I am not
the first person to jump on that
platform because of the financial
benefits and I definitely won’t be
the last.
Connects: Do you think the
Creator Economy will change
how influencers work with
brands?
SJD: I get financial security
from OnlyFans so I can now be
more selective with brand deals.
I can pick and choose the brands
that align best with me and the
type of content I’m putting out
on each platform. It will impact
the negotiation side and give
creators more power.
Connects: Beyond sponsorship
deals, there are now other ways
for influencers to make money,
have you tried them out?
SJD: I have set up my
creator tool on TikTok and that is
generating a little bit of income.
And Twitter has introduced
Tips, which is a similar concept
to OnlyFans. I’ve switched on
these tools but I’m waiting for

these platforms to catch up to
OnlyFans, which has been the
most financially beneficial for me.
I’m also launching a podcast so
I’m looking into using Patreon to
post accompanying visuals.
Connects: What do you predict will
happen next in this space?
SJD: More control and more
power to influencers, because
without influencers the platforms
don’t really exist.
I think we’re going to see social
media become even more
important than it is now. Hopefully,
with that, there will be stricter
regulations in place. Circling
back to OnlyFans, it feels very
secure – you need to have ID and
it demands facial recognition
for access – hopefully the other
platforms will catch up and make
it safer for users.

Credit: Clueless, 1995 Paramount HE

“I’d say to influencers, become an early adopter of updates”
recommends Lily Morris, a Senior Account Manager at Connects, “build
a case study to show brands your previous successes using the latest
social shopping tools.”
Imagine…you need a new
moisturiser. You’ve seen a trend
for glassy skin on Pinterest and
watched a product trialled on
YouTube. A friend peer reviewed
it on Snap while an influencer
unboxed it on TikTok. Eventually,
Meta served it as an ad on
Instagram, before you clicked
add to basket. Shopping in 2022
is a multifarious journey through
multiple apps.

We are witnessing a new age of commerce.
Every swipe and tap we make is being tracked
and analysed.

Social shopping used to be
like those movie montage scenes
of groups of girls wandering
the mall weighed down with
bags. Now, it refers to brands
empowering their audience
to purchase directly through
a media platform. A study by
Bazaarvoice found that 54%

of people now prefer ‘window
shopping’ online, which mirrors
the huge jump in e-comm
transactions (globally, it grew
by 25% in 2021). Social media
platforms and influencers
are fundamental to this digishopping revolution.
And when it comes to the
influencer’s role, whilst some are
fronting campaigns, others are
going one step further. Consider
Kendall Jenner, as the Creative
Director of FWRD she has the
power to influence at the point
of creation. Every step along the
way there is now a window for
creators to capture a customer’s
imagination and push them to
shop.

Each platform serves
a slightly different purpose
for the customer. Pinterest is
for inspiration, especially for
project-led purchases, such
as the home and garden.
Instagram captivates the fashion
and beauty community, while
TikTok’s unvarnished videos
and hyper-attuned algorithm
serves the trends. Kantar
revealed that 83% of consumers
browsing TikTok reported that
trending content inspired a
purchase, which explains why
#TikTokMadeMeBuyIt has 1.5B
views.
Being the point of
inspiration comes with power
and the platforms know this.
They are now eradicating

Facebook’s ‘Live Shopping
Fridays’ will follow a similar
format – a platform host
presenting a product and fielding
questions from viewers on behalf
of a brand.

Credit: Pinterest

For influencers, this is a
game-changing opportunity to
produce rich, reactive content
that places them central to the
purchase journey. As livestream
shopping becomes normalised,
we’ll see influencers growing
increasingly confident in the
style of content they produce.
Some will create feature-length
performances, others will push
out quick and effective videos.
“Brands shouldn’t
underestimate the amount of

the clicks between app and
purchase. With 120M users,
Facebook Shop was early to
this market but has remained a
consumer-to-consumer space.
Closely followed by Instagram,
where DTC flourished because
customers can purchase directly
from pictures and videos. Soon
influencers will be able to
curate shops from their feed,
too. Meanwhile, Pinterest has
also added ‘Buy It’ buttons for
influencers on Story Pins and
TikTok’s Shopify partnership
enables in-app affiliate shopping.
“I’d say to influencers,
become an early adopter of
updates, and build a case study

to show brands your previous
successes using the latest social
shopping tools,” recommends
Lily Morris, a Senior Account
Manager at Connects. “Look at
where the brand is present but
not maximising the platform – is
this a platform that you excel in?
Can you leverage your expertise
and reach to help the brand build
awareness? Can you help create
a smooth shopping experience for
consumers?”
Inspired by the popularity
of Viya (a shoppable live video
feed in China that has 37M
viewers), Instagram, Amazon,
Pinterest, and TikTok will be
integrating livestream shopping.

Like QVC but for Gen Z, it will let
users around the world watch
their favourite influencer pitch a
product in real time.
Early to the global market,
Chinese-owned TikTok partnered
with Walmart on a ‘Spring ShopAlong: Beauty Edition’ event,
where creators streamed for
an hour. It was reported that
this netted 7x more views than
anticipated and grew Walmart’s
TikTok following by 25%.
Ahead of Christmas
and before Meta’s attempt at
livestream commerce, Pinterest
TV was launched, fronted
by influencers and celebs.

planning and resource that goes
into making this a success,”
stresses Morris, who worked
on the launch of Coach’s
livestreamed shopping videos.
“It’s important to source the right
person to host the stream, who
can deliver it authentically.”
Livestream shopping
will provide influencers with
data they wouldn’t normally
have access to. They will be
able to track click-throughs, see
sales and brand uplift, and the
viewers perception of the brand,
all in real-time. This will create
a two-way conversation with
their followers with immediate
feedback.

The Takeaway
Livestreamed shoppable
content is the next
frontier.
AR and VR will be how we
try out new products.
Shopping at the point
of inspiration is easier
than ever, so we never
need to leave our social
platforms.

Tips FOR NAILING
LIVESTREAMED Shopping:
Work with an experienced
influencer who can hold
your attention like a TV
host.

Pick your platform
carefully. Choose one
where the viewers
payment details are
already stored to
decrease the steps to
purchase.

Think about your
storyboard. How will you
keep viewers engaged?

Prime your followers so
they know what you’ll be
presenting.

Communicate – this is a
two-way conversation
between you and them!

Remember, livestreamed
shopping shows are
still new in the West. Be
patient, trial and error
different strategies and
see which your audience
engages most with.

Credit: Instagram, @GirlfriendCollective

Based out of Seattle, Washington,
Girlfriend Collective produces monotone
gym co-ords out of recycled fibres.
Sustainability and traceable materials
are the company’s hero marketing
message. The founders, Quang and
Ellie Dinh work behind the scenes to
ensure that their team, at HQ and in
the factories, are treated with the
same level of respect as they treat
the planet. This philosophy is woven
into their digital storytelling, where
they use their Instagram feed to hero
community activities, like litter picking,
as well as supporting social influencer
collectives that promote environmental
responsibility.

We’re living through a
‘conscious consumer’
revolution. In the last two years,
60% of shoppers have been
making more environmentally
friendly, sustainable, or ethical
purchases. This is the result of an
ever-growing, multi-market movement to turn social responsibility
from corporate jargon into the core of a brand’s identity. It’s about
more than just better production, inclusivity or offsetting. Brands
are now 100% accountable.

Businesses are building
their DNA around making a
positive impact. This is internal
and external facing, a full
360-degrees reconsideration of
a brand’s proposition to ensure
what’s being put out in the world
is making a positive impact.
Sportswear label
Girlfriend Collective, for instance,
filters sustainability into every
touchpoint – from marketing to
packaging, team away days to
usage of raw materials.
Influencers are likewise
exploring this space. Every time
former Arsenal player Hector

“I care deeply about making a positive
impact for future generations,” Bellerín told
OneTreePlanted.
Bellerín scored a goal during
June and July 2020, he pledged
to plant 3,000 trees. To further his
efforts, Paddy Power joined the
campaign and promised to plant
6K trees if Arsenal lost. So far,
Bellerín and Paddy Power’s forest
totals 58,615 saplings.
Meanwhile, Marcus
Rashford mobilised his Twitter
followers to hold the British
Government accountable for

Credit: Twitter, @PaddyPower

child food poverty. His campaign
forced the Government to U-turn
and deliver free school meals
to 1.7M kids during the school
holidays.
When an influencer’s
message aligns with a brand’s
DNA, their collaboration feels
authentic. Rashford has carefully
chosen the brands he works with
to ensure they reflect his moral
values. While fronting Burberry’s
AW20 campaign, the label
supported youth centres and
charities that provided arts and

Consumers are UP to six
times more likely to
‘purchase, protect and
champion purpose-driven
companies’ a study by
ZenoGroup revealed.

food supplies to young people
globally. This year, Rashford
starred in Aldi’s Christmas advert.
The German chain pledged to
donate 1.8M meals to families in
need over the festive season.
As online shopping has risen
by 18% (to £64B) in the last
year, a brand’s shop window is
their online presence. Standing
out now means standing for
something.
Integrating positive
impact messaging has a twopronged effect. Firstly, it crafts an

always-on marketing message
that creates a natural calendar
of activations, especially for
companies that have evergreen
products. Secondly, as Forbes
reported, social responsibility
helps distinguish brands from
their competition – customers
can identify with their agenda
and feel warmed by their
activism.
At Connects, we believe
both brands and influencers
can be aligned to an archetype,
which is an individual psyche that
defines their needs, drives, and
desires. Identifying their shared
archetype, or values if you will, is
a fast track to creating authentic,
credible content that stands for
something and has cut through
with the desired audience. Unlock
this and you’ll discover how to
make a positive impact together.

The Takeaway
Customers will spend more
if what they are buying is
ethical.
Influencers and brands
can and should be
activists.

Credit: Instagram, @MarcusRashford;
Burberry; Rafael Pavarotti; Ibrahim Kamara.

Aligning a brand and an
influencer’s Positive
Impact message is
essential.

CASE STUDY:
Skittles’ 2021 Pride
The Brief:
Every year, Skittles strip themselves
of the rainbow and give it back to the
LGBTQIA+ Community. In 2021, Skittles
wanted to commemorate, celebrate
and support Pride with their campaign
#RecolourTheRainbow.

Our Approach:

1.6M

impressions

22.8K
LINK Clicks

Authenticity is always at the forefront of
our minds, especially when celebrating
Pride, so we wanted to hero real voices
with real stories. In collaboration with
Gay Times, we dove into the archives to
recolour iconic images from LGBTQIA+
history.
To bring this project to life, we partnered
with two influencers, Layton Williams
and Nicola Adams, who are passionate
Pride advocates that create fun,
spirited and genuine content. They
used their platforms to share their own
identity journey, to remind everyone to
celebrate the Pride every day and to
spark excitement for the 2021 Skittles
#RecolourTheRainbow campaign.

The Results:
This was a Pride campaign to be
proud of, with content to everyone’s
taste. We turned up voices that matter
and championed Skittles’ 2021 Pride
campaign all the way.
Credit: Instagram, @Skittles featuring Layton Williams and Nicola Adams

Well done, You Made It To The End!

We are the innovative, influencer marketing agency.
We harness the power of advocacy to create impact for brands – and we’re driven by data,
so we can prove it really works.
We work with clients and influencers to develop bespoke, idea-driven content. Our projects
genuinely engage audiences, communicating a unique, powerful, personal dialogue
between brands and consumers. We know that it’s not about how much you pay, it’s how
much you care because content that tries to sell doesn’t. Content that helps, does.
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