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Introduction

As influencer marketing becomes an increasingly important tool to market your business,
NeoReach wanted to take a deeper look at the ways we can inform future strategies. The goal
of this report is to give insight into how and when to use influencer marketing on TikTok. We
looked at data from 2022 and analyzed the performance and types of sponsored content at
different times of the year, with the goal of using the previous year to help shape future
decisions. By the end of this report, we hope to answer any and all questions about influencer
marketing on TikTok.
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Research

Methodology

The data presented in this report was collected using our weekly data compilations of
sponsored TikTok videos. In order to qualify, and be included in our dataset, each video had to
comply with FTC disclosure regulations. Our dataset consisted of sponsored TikToks posted
from January to December 2022, from creators based in the United States and Canada.

We analyzed over 9,700 videos in our dataset to analyze trends in sponsored content on
TikTok over 2022. We looked at quarterly metrics, finding what brands and industries were
sponsoring the most content at that time, and what type of ads they were using. With this data
and analysis, we can see the trends that formed in 2022, and use them to inform future
marketing strategies.
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2022
Quarterly Data

Here we will investigate the top brands and industries in each quarter, along with
the most popular types of ads.
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Number of Videos

Top Brands

~

75 In Q1 2022, Bang Energy —
sponsored 74 videos, more
than 2 times any other brand
that quarter. Other top brands
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Number of Videos

Top Industries

/In Q1, Food & Drinks dominated\—

600
the space with 522 sponsored
videos. Food & Drinks, Beauty,
Fashion, and Entertainment
brands sponsored 75% of the
400 — videos sponsored by these 10
industries
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Top Industries
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Number of Videos

Content Types
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Brands

SHEIN
amazon
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Number of Videos

\_

In Q2, Shein sponsored the \
most videos, despite not
being in the top 10 for Q1. This
quarter had 6 new brands at
the top and more variation in
the number of videos

sponsored. /
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Industry

Food & Drinks
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Content Types
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Number of Videos

Top Brands
4 )

100 In Q3, Amazon was the top
brand, with 85 sponsored

" videos. Vooz Hydrate,
McDonald’s, Feet Finder,

7 — and Dunkin’ all sponsored -
22 videos in Q3.
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Number of Videos

Top Industries

~

~
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In Q4 Amazon sponsored
100 TikToks, the highest of
any brand over 2022. In this
quarter, we saw three new
brands rise to the top: Hi
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Industry Data
Breakdown
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Number of Brands
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Number of Creators
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y

Quarterly
Brands vs Creators
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.

Q2 was the busiest quarter for influencer marketing on TikTok, with the highest number of brands
sponsoring content and the highest number of creators being sponsored. Meanwhile, the fewest

brands sponsored content in Q4, with less than 1000 brands.
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his graph is showing
the frequency of
sponsored videos
posted at each hour
of the day. More than
50% of these videos

12PM and 5PM. 3PM
was the most popular
time to post a
sponsored video in
2022, with a total of
967 videos.
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Number of Views vs. Hour
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Monthly Brands
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/ This chart shows the \

brand that sponsored the
most videos each month
of 2022. Both Shein and
Amazon were the top for
4 months, and had the
biggest months in April
and October, respectively.
In March, Bang Energy
was the top brand with
only 17 videos, showing a
general decrease in
videos sponsored by

K brands that month. /
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Campaign Types by Industry

=N Ve )
Branding and Awareness Only Contest/Giveaway
Industry Count Views Industry Count Views
Food & Drinks 1,866 981.3M Food & Drinks 43 33.6M
Beauty 1,327 565M Fashion 15 141M
Fashion 1,259 495M Electronics 1 ™
Entertainment 1,065 572M Beauty 7 2.2M
Tech 612 405.3M Finance 6 5.3M
4 \ J
R i N
Download or Install (Performance) Limited Time Offer/Promo Code
Industry Count Views Industry Count Views
Apps 42 8 Fashion 205 297M
Gaming 29 91M Beauty 94 7.5M
Tech 9 1.3M Food & Drinks o1 42.8M
Entertainment 6 253.9K Entertainment 27 61M
Education 4 1.9M y Health & Wellness 22 1.9M
\ J

Cracking the Code: Unveiling the Top 2023 TikTok Campaigns | 50



What Does this
Mean for 20237

How we can use the data shown in this report to look into the future
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The Future
of TikTok in 2023

Using the data and analysis showcased in this report, we can make some predictions

about influencer marketing on TikTok in 2023:

Expect to see a shift in the most popular industries

=»> While, Food & Drinks, Fashion, Beauty, and Entertainment sponsored the most videos each
quarter of 2022, the number of videos these industries sponsored was on a decline
quarter-to-quarter.

-)

Industries, such as Gaming and Tech, were on the rise throughout the year. We expect these
industries to continue to grow in the space.

- J
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The Future

of TikTok in 2023

We will see a shift in the size of creators brands want to work with

=»> Throughout the year many big brands chose to sponsor more videos, with smaller
creators, rather than sponsoring the bigger creators for fewer videos

=»  With this strategy, brands can reach a more diverse audience and run more campaigns,
without blowing the budget.

The best time for influencer marketing on TikTok is Q2 and Q3

=» The highest number of brands are sponsoring content within these few months, and are
working with the highest number of creators

=»> The average engagement is high in this quarter and can be a valuable time for brands to
make themselves seen on TikTok

J
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Key Takeaways

>

Based on the data in this report, we were able to determine some key takeaways about the top
2023 TikTok Campaigns

( \ [ Brands focus on \
Food & Drinks,

awareness campaigns
Fashion, Beauty, and ( on TikTok, not only
( \ Entertainment Industries such as\ being the most / \
Q2 is the most brands have Gaming and popular with 92% of all Amazon is the only
saturated time for dominated the Consumer sponsorships being of brand that was
influencer marketing space, making up Electronics are this type but also among the top
on TikTok, with 1,140 61% of videos gaining momentum averaging the highest brands for each
brands sponsoring sponsored and 54% on TikTok and will amount of diggs with quarter. It had almost
1,252 creators, the of brands in 2022. continue to rise, more than 20.7K per double the amount of
most of any quarter in \ J with a 91% and video. views of any other
both brands and 239% increase in \ J brand with a total of
creators. views, respectively,
\_ Y,

more than 205M
\ over 2022. J

views over 267

\ videos. J
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Editor’s Note

Influencer Marketing is becoming a central part of TikTok, for creators and brands alike. In this report,
we look at how certain trends change quarterly, and when the best time for influencer marketing on
TikTok is. We analyzed the brands and industries that were sponsoring the most on TikTok in 2022, and
the ways in which they were doing this, looking at the types of ad campaigns brands were running. We
look at how views changed over the year and the engagement rates for brands and industries. With so
many brands wanting to join the space, there is always more information and trends that can be used
to get the best results. Using the information in this report, brands can plan out future campaigns,
knowing the best strategies and what to expect.
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Let us run your next campaign!

Ready to launch your most lucrative influencer marketing campaign ever? Are you prepared to go viral with the biggest
powerhouse influencers on social media? Let NeoReach and our talented team of experts bring your campaign to life!

We let our results speak for themselves:

1B+ 100K+ 25K+ 5K+

Impressions Generated Pieces of Content Live Creators Activated Campaigns Managed

Click here to submit your campaign request or reach out directly to our VP of Agency Services,
Jess Waxer, at jess@neoreach.com

We look forward to hearing from you!


https://neoreach.com/get-started/

