
CFR EARLY INSIGHT #23
NEW TRENDS IN INFLUENCER MARKETING -

HOW CAN RETAILERS ADAPT?

Center for Retailing (CFR) at the Stockholm School of Economics has a mission to provide 
high-level academic education and to conduct world-class research on retailing in close 
collaboration with the Swedish retail industry. CFR Early Insight is a breakfast seminar series 
through which CFR faculty members share insights from ongoing research projects. The series 
provides a platform for employees at our partner companies to meet and discuss current 
challenges in retailing.
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WE WILL START IN A FEW MINUTES











Short- vs. long-term influencer collaborations

• Swedish accessory brand

• 17678 influencer collabs 
2018-2020

• Short- term < 3 quarters

• Long-term > 4 quarters

• Variable measured is ROI

Source: Dahlkvist (2021)
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Influencers as co-creators



Consumers as co-creators – the case of Muji  
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Consumers as co-creators – luxury goods
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Influencers as co-owners



Typology of influencer roles

Spokespersons Co-creators Co-owners

Influencers degree 
of control over the 
product creation 
process

Influencers 
degree of 
control over the 
communicative
process

• Billboard

• Ambassador

• Stylist

• Co-designer• Consultant

• Sole
proprietor

• Partner

• Facilitator

Source: Rundin and 

Colliander (Forthcoming)



Types of social media influencers

Source: Campbell and 
Farrell (2020)



ROI over time from different types of influencers
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Revenue and cost share from 
different types of influencers
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The effects of micro- vs. macro-influencers (1)
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The effects of micro- vs. macro-influencers (2)

“This research shows that micro-influencers (that have 
10,000 to 100,000 followers) are more persuasive than 

mega-influencers (that have more than 1 million followers), 
because the endorsements by micro-influencers (vs. mega-

influencers) bestow higher perceptions of authenticity on 
the endorsed brand.”

Forthcoming article 
in the Journal of 
Advertising



But…
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Reach x Conversion
Cost



MID NOVEMBER
Next CFR EARLY INSIGHT

Thoughts, comments, ideas:

karl.strelis@hhs.se



Questions?

Jonas.colliander@hhs.se


