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Executive summary 

 

 

Influencer marketing continues its exponential growth trajectory, with the industry’s market size 

projected to reach $32.55 billion (USD – US dollars) in 2025 (1). In today’s digital landscape, social 

media influencers (2) play a growing and powerful role in shaping the attitudes, behaviours and 

consumption patterns of European Union (EU) citizens, and in particular of young people across 

Europe. Their reach and perceived authenticity make them trusted sources of inspiration and 

information, particularly among Generation Z. 

This influence, however, is not without risk. As highlighted in the 2022 Intellectual Property and Youth 

Scoreboard (3 ), 8 % of young people reported intentionally accessing illegal content based on 

recommendations from influencers or famous people, while 11 % cited such recommendations as a 

motivating factor in purchasing counterfeit goods. In addition, the EUIPO has been made aware by 

Observatory stakeholders of instances and practices of influencers promoting counterfeit goods or 

pirated content. These findings and insights underscored the urgent need to better understand how 

influencers engage with intellectual property (IP) and the extent to which they contribute to or help 

prevent IP infringement. 

Against this backdrop, the EUIPO, through the Observatory on Infringements of Intellectual Property 

Rights, has launched the first of its kind ‘Influencers and IP’ EU-level study as part of its 

2030 Strategic Plan  (4), under the Priority Impact Area ‘Inclusive IP landscape in Europe’. The study 

focuses on influencers active on Instagram, TikTok, and YouTube, which are the platforms that are 

 

(1) Influencer Marketing Hub, 2025. Influencer Marketing Benchmark Report 2025, 

https://influencermarketinghub.com/influencer-marketing-benchmark-report/#toc-0. 

(2) For the purpose of this study ‘influencers’ shall be understood as ‘online content creators who post content on social 

media or video-sharing platforms through which they impact society, public opinion and the personal views of their 

audience, often showcased through their authenticity-based relationship with their audience. Influencers often have a 

commercial intent and engage with commercial actors through different business models for monetisation purposes. 

Influencers can also engage in off-line activities, such as patronage, meet-and-greets and product lines’ as per the Council 

of the EU’s 2024 Council conclusions on support for influencers as online content creators, 

https://data.consilium.europa.eu/doc/document/ST-9301-2024-INIT/en/pdf. 

(3) EUIPO, Intellectual Property and Youth Scoreboard 2022, June 2022, https://euipo.europa.eu/tunnel-

web/secure/webdav/guest/document_library/observatory/documents/reports/IP_youth_scoreboard_study_2022/IP_youth
_scoreboard_study_2022_en.pdf. 

(4) EUIPO, Strategic Plan 2030, https://www.euipo.europa.eu/en/about-us/governance/strategic-plan. 

https://influencermarketinghub.com/influencer-marketing-benchmark-report/#toc-0
https://data.consilium.europa.eu/doc/document/ST-9301-2024-INIT/en/pdf
https://euipo.europa.eu/tunnel-web/secure/webdav/guest/document_library/observatory/documents/reports/IP_youth_scoreboard_study_2022/IP_youth_scoreboard_study_2022_en.pdf
https://euipo.europa.eu/tunnel-web/secure/webdav/guest/document_library/observatory/documents/reports/IP_youth_scoreboard_study_2022/IP_youth_scoreboard_study_2022_en.pdf
https://euipo.europa.eu/tunnel-web/secure/webdav/guest/document_library/observatory/documents/reports/IP_youth_scoreboard_study_2022/IP_youth_scoreboard_study_2022_en.pdf
https://www.euipo.europa.eu/en/about-us/governance/strategic-plan
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the most relevant to young audiences, and examines their attitudes toward counterfeiting, piracy, 

and responsible content creation. 

To support this analysis, a comprehensive online survey was conducted among a sample of 300 

influencers from all 27 EU Member States with a predominantly younger followership. Influencers 

were selected to reflect the demographic distribution of the EU population and were categorised by 

follower tier to capture a diverse range of perspectives. The methodology offers a directional insight 

rather than precise metrics, and the findings should be interpreted as more qualitative than 

quantitative, given the limited representativity of the sample. 

Getting to know our influencers 

The survey was completed by influencers based in one of the 27 EU Member States. Most 

respondents (92 %) report that they earn income from their content, confirming that they operate 

professionally. 

According to follower count, most influencers fall within the mid-tier 50 000 to 500 000 followers 

(49 %) and 10 000 to 50 000 followers (30 %), while 13 % are macro influencers with 500 000 to 

1 million followers, or more. 

When it comes to having relevant business assets, 30 % of respondents report owning a brand, 

18 % say they run an online store, and 18 % say they hold registered IP rights (5). The latter can be 

seen as relatively low, considering the IP intensiveness of the content creator sector. 

Figure 0.1 Business assets 

 

Base: 300 Influencers in the EU. A total of 365 answers were collected, as the question allowed for multiple answers. 
Screening Question: Q5 Do you have any of the following? (Select all that apply) 

The data also indicate that influencers claiming to hold registered IP rights are one step ahead in 

their entrepreneurial journey. More than half (55 %) have their own brand and one-third (33 %) run 

 

(5) Having a brand does not necessarily mean the influencer holds a registered IP right. 

30%
18% 18%

56%

Own brand Own online store Registered IP rights
(such as, trade
mark or design)

None of the above
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an online store. In comparison, of those without registered IP rights only 24 % have a brand and just 

14 % have an online store. 

Figure 0.2 Business assets of IP owners and non-IP owners 

 
Base: 54 IP owners; 246 non-IP owners. The question allowed for multiple answers. 
Screening Question: Q5 Do you have any of the following? (Select all that apply) 

Sense of responsibility towards the audience and valuing brand authenticity 

96 % of influencers feel either fully or somewhat responsible for the impact of their promotional 

content on their audience, while only 4 % report limited or no responsibility. Furthermore, 92 % of 

influencers report always verifying the legitimacy of brands before promoting them as part of brand 

collaborations. 

Familiarity with IP rights 

A combined 86 % of influencers report being very or somewhat familiar with their own IP rights 

including copyright, trade marks, and designs. 12 % of influencers indicate limited or no familiarity. 

Figure 0.3 Familiarity with IP rights 

 

Base: 300 Influencers in the EU 
Question 3: Q3 How familiar are you with your own IP rights (such as copyright, trade marks, designs) as a content creator? 

  

55%

24%
33%

14%

IP-owners Non-IP owners
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Impact of addressing IP on follower count 

Almost half (48 %) of respondents believe that addressing the importance of respecting IP in their 

content would have no impact on their follower count, 21 % are unsure of the effect, 14 % anticipate 

a positive effect while 17 % expect it to have a negative impact. These mixed opinions suggest that, 

while respecting IP is considered important, the influence of IP advocacy on audience engagement 

remains uncertain and context-dependent for influencers. 

Having 17 % of influencers believing that talking about the importance of respecting IP could 

decrease the number of their followers is a concerning finding, as it indicates that a notable share of 

influencers perceives IP advocacy as potentially detrimental to their engagement. 

Figure 0.4 Impact of addressing IP on follower count 

 

Base: 300 Influencers in the EU 
Question 4: Q4 Do you think talking about the importance of respecting intellectual property in your content might affect your follower 
count? 

Respect for IP 

The responses indicate strong ethical awareness when it comes to respecting IP among influencers, 

with the vast majority reporting having actively avoided promoting counterfeit products (94 %) and 

pirated digital content (93 %), while only 4-5 % admit to having promoted IP infringing goods or 

content in the past 12 months. 

Influencers and artificial intelligence 

The adoption of AI tools is widespread among influencers, with 51 % using them often or sometimes. 

47 % believe their content might be altered and used by AI for someone else’s benefit. 72 % are 

aware that AI-generated content may infringe IP rights, while 28 % show limited awareness. 
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No, I believe my follower count 
wouldn’t change.
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Conclusions 

Influencers who own registered IP rights are significantly more advanced in their 

entrepreneurial and professional journey. A higher proportion of IPR-owning influencers have 

established a brand and operate an online store, as compared to those not holding IP rights. 

Influencers are reluctant to talk about the importance of respecting IP in their content. Even 

so, they do report high levels of responsibility towards their followers and display an 

awareness of the positive value of IP. They also display an awareness of the risks that 

counterfeiting and piracy can pose to the health and safety of their audiences. 

One in two influencers use AI tools for their activities. Half of influencers are concerned that their 

content might be altered and repurposed by AI for others’ benefit, while two-thirds are aware 

of the possibility that AI-generated outputs may infringe existing IP rights. 

Recommended future actions 

A key future action would be to work with relevant respected influencers to address the 

importance of respecting IP within their communities by involving them in awareness raising 

and media campaigns, especially by encouraging them to undertake such campaigns on their 

own initiative. 

In order to prepare the grounds for this first action it is important to provide influencers with 

evidence, facts and real-life cases about the negative economic and social impacts of 

counterfeiting and piracy and to continue upskilling their knowledge on IP, including as part of 

compulsory national certification training for influencers. A particular focus in future training 

initiatives should be on the intersection of IP and AI, as influencers demand more clarity when 

it comes to content creation in this regard. 

Furthermore, it is recommended to share the study’s findings with policymakers for their 

consideration when drafting new legislation or revising existing laws. 

Considering the rapid evolution of the influencer landscape, a follow-up study within two years is 

recommended to dive deeper into the different aspects of this first edition, e.g., how, in practice, 

influencers verify brand, product and service authenticity, as well as to look into gender segmentation 

among influencers. 
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