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I N T R O D U C T I O N

All companies, from a small startup to a big corporation, are living through 
a time of constant change where they’ve had to adapt efficiently and in a 
timely manner. In this situation of permanent modifications the key 
element is to anticipate. 

The most important questions to ask yourself on business terms with 
2022 right around the corner are: What’s the best way to attract new 
prospects and retain my clients? Which platforms are best to 
invest in to effectively reach my audience? What focus 
should my message have in order to reach my 
goals? 

Before taking the time to answer 
these questions, it’s crucial to have a 
good understanding of what’s 
coming and where it’s 
going, and to know 
what’s trending. 

A study by Deloitte Insights, showed that marketers are constantly 
evolving with the world around them and if 2021 was about responding to 
unprecedented shock, 2022 is about recovering and thriving in this 
customer-centric world. 

The analysis is based upon results from a survey responded by  a total of 
12,600 executives and consumers from the following countries: United 
States (62%), United Kingdom (11%), Netherlands (9%), France (9%), and 
Japan (9%) from industries like consumer products, technology, media 
and telecom, financial services, health care and life sciences, energy, 
resources and industrials, and government and public sector. 

The study concluded that 68% of consumers believe that they can make 
corporations change and 86% of people expect CEOs to be ambassadors 
on societal issues (whether this means creating a more equitable world, 
lowering emissions, and more). In 2022, you should be anticipating the fact 
that you must have and communicate a purpose that drives your business 
as a strategic priority. 

I N T R O D U C T I O N

So what this means is that it’s important now more than ever, in all 
industries, to know what a customer-centric world means and what that 
world is searching for so that you can deliver exactly that. Consumers really 
are making purchasing decisions based on what the brand stands for, 
rather than more traditional criteria, such as price. According to Deloitte 
Insights’s study, the following should be a priority going into 2022: 

Purpose: The new growth. While still needing to deliver price and 
quality, your main focus should be a differentiation like a personal 
purpose that is equitable and inclusive. 

Growing with a holistic approach: Accountability is a must. 
Delivering a clear message, guiding employee decision-making, 
driving social responsibility, and an inspiring product and service 
delivery. 

Create your ‘ethos’ plan: Have a clear view and understanding of 
your company’s values, history and products offered. Align all of 
these and deliver a clear message. 

An important aspect to always keep in mind is that although this is what is 
anticipated for the next year and is also a great start, as mentioned before, 
changes can occur at any time. Therefore, it’s important to keep an eye 
out for novelties in what our consumers want and need. It’s never too early 
to start your investigation process and to develop strategies accordingly.
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With that said,
we’re ready
to tell you all about our: 
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A D  T R E N D S
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S M A R T  T V
AI is l ikely to grow in 2022, as 
it  is already building strength 
in Amazon ad campaigns.

T h e o r a n g e l a b . c o 8
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Because of its economic impact, (AI) can definitely convert the nature and 
effectiveness of PPC (pay-per-click) campaigns next year. 

Some of its boosting benefits include: optimization of keywords and ads, 
determination of ad performance with regards to quality scores, analyzing 
what’s more likely to achieve maximum traffic, and prediction of the CTR 
(click-through-rate) for future ads. All which enhance future PPC 
campaigns. 

AI is likely to grow in 2022, as it is already building strength in Amazon ad 
campaigns. This will be the perfect way to automate bids, optimize ad 
campaigns for long-tail keywords, and provide diagnostic data for your 
active keywords. 

Artificial Intelligence �



For the past two years, Tik Tok has become the fastest-growing 
platform and for this reason, more and more brands are placing their 
attention on this platform to get their message across through the use 
of emotive full-screen video ads. 

This year, Tik Tok partnered with Shopify to assist marketers advertise 
on the platform in an easier way. At the moment, Tik Tok counts with 
over 800 million active users across the world and will definitely 
showboat in 2022 and beyond as one of the best platforms for ad 
campaigns. 

Tik Tok �

T h e o r a n g e l a b . c o 9

Tik Tok counts with over 
800 mil l ion active users 
across the world.
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A D  T R E N D S

Launching successful campaigns in 2022 forces you to focus on 
mobile platforms and take them very seriously. According to Truelist’s 
editor’s choice PPC stats, 70% of all paid search impressions are on 
mobile. 

A majority of people use the internet straight from their mobile 
devices. When planning to create an ad campaign, make sure it’s 
tailored to fit mobile friendly platforms to get the most out of your 
investment. 

Switching to Mobile-Friendly Options  �

According to Truelist ’s 
editor’s choice PPC stats,  
70% of al l  paid search 
impressions are on mobile.

T h e o r a n g e l a b . c o 1 0
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S M A R T  T V
People are watching YouTube 
on their TVs for more than 
250 mil l ion hours a day.  
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As smart TVs become more popular in households, YouTube is 
preferably being accessed through their screens. A fact you may want 
to know is that people are watching YouTube on their TVs for more 
than 250 million hours a day. This is what allows us as marketers to 
make great use of the fertility our TV screens have for ad campaigns. 

YouTube’s Masthead is a digital billboard on the YouTube homepage 
which will allow you to reach a wider audience when you place your ads 
on YouTube. 

YouTube and TV Merge  �
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S O C I A L  M E D I A  T R E N D S

In 2022, you can certainly expect Facebook and Instagram to expand 
even further in regards to shoppable posts (Facebook will potentially 
develop FacebookPay and its own digital currency). 

With that being said, live-stream shopping has already become a trend 
in China and its market is now on track to become a $423 billion market 
by the end of this year.

eCommerce Focus on Facebook 

Live-stream shopping 
has already become a 
trend in China.

T h e o r a n g e l a b . c o 1 3



In the past 18 months, Twitter has added a lot more features and its 
numbers continue to improve in terms of engagement and revenue. 
Their Super Follows and Ticketed Spaces options are facilitating direct 
monetization for users. 

Twitter Blue: Keeping an eye out for this system now available for 
Australian and Canadian users that seems very promising in terms of 
maximizing the app’s earning potential. 

We expect to see Twitter’s in-stream buying system ramp up during 
the second part of 2022. If Twitter gets this right, we’ll have a winner 
along with its new video tools, as videos continue to grow as a trend.

Twitter Blue and Tweet Shopping �

T h e o r a n g e l a b . c o 1 4

We expect to see Twitter’s 
in-stream buying system 
ramp up during the 
second part of 2022.
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S O C I A L  M E D I A  T R E N D S

As we’re all well aware, Instagram is a key player in all aspects. As it 
continues to stay right behind all other trends like SnapChat and 
TikTok, it remains popular with the younger crowd. 

In 2022, eCommerce becomes the key focus on Instagram, as it will 
make all posts shoppable, which will build on habitual usage. The 
platform also seems to be headed to an even more video-focused 
platform, meaning reels and stories will continue to take ownership 
over regular photo posts. The only area in which traditional static posts 
are used will most likely be for eCommerce purposes. 

Instagram  �

In 2022, eCommerce becomes 
the key focus on Instagram, as 
it  wil l  make al l  posts 
shoppable

T h e o r a n g e l a b . c o 1 5



T h e o r a n g e l a b . c o 1 6

S M A R T  T V
TikTok is working on making  
eCommerce more accessible and 
creating branded partnerships as 
much as possible.
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Instagram’s rival is a huge player on the market. Here’s what you can 
expect from TikTok in 2022… 

Its one and only challenge is that creators don’t seem to be making 
much money in the app, meaning they’ll likely find other platforms that 
will reward them. TikTok is working on making  eCommerce more 
accessible and creating branded partnerships as much as possible. You 
will see these changes in terms of sponsored content and creator 
marketplaces throughout the upcoming year. 

TikTok  �
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From questionnaires, surveys, games, videos, to interactive eBooks. 
According to CyberClick, the new content marketing trend doesn’t 
want to captivate the audience passively, it’s actually looking to hook 
them and therefore get them to interact.  

In fact, interactive content isn’t only seeking monetary results, but 
more importantly a memorable experience for the user. 

Interactive Content 

Content marketing

Entertaining,
Interactive,

Visual

Educating,
Consulting

Written content

Branded Games
Branded Video

Blogs
Whitepapers
Content Hubs

Interactive
Content

C O N T E N T  M A R K E T I N G  T R E N D S

T h e o r a n g e l a b . c o 1 8
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C O N T E N T  M A R K E T I N G  T R E N D S

T h e o r a n g e l a b . c o 1 9

There are many educational podcasts out there and they’re expected 
to be boosted and used by many businesses in 2022. Since podcasts 
are a wonderful way to share information with your audience across 
the globe, they also have a great potential for your content marketing 
strategy. 

In 2022, making good use of podcasts will help you share your story 
and use them to draw attention to your purpose and the positive 
aspects of your products. Don’t forget to leverage them on social 
media as blog content. 

Podcasts have more of a personal touch over written content or a 
static photo, it will help your audience relate to your tone of voice and 
emotions. Overall, it’s a great way to get your message across. 

Podcasts   �

F ro m :  B 2 C  ( b u s i n e s s  2  c o m m u n i t y )  

50% OF ALL HOMES
ARE PODCAST FANS

THAT’S OVER 60 MILLION HOMES
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19

Startups can have a difficult time when it comes to building brand 
awareness and recognition. With specialized content you can simplify 
your marketing message and place all your focus on the best aspects 
and uniqueness of your company.  Take steps to stay informed about 
what’s happening in your niche by paying close attention to the needs 
of your target and then providing solutions. 

Specialized content will achieve: 

Specialized content  �

Clear and concise view of what your content of relevance is. 

Stand you apart from your competitors. 

Demonstrate your knowledge of your product.

With special ized content 
you can simplify your 
marketing message.

T h e o r a n g e l a b . c o 2 0
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C O N T E N T  M A R K E T I N G  T R E N D S

In 2022, you can expect account-based marketing to become the 
leading B2B strategy. It’s no longer about creating blog posts to catch 
leads, it’s now more about forming and maintaining relationships in this 
customer-centric marketing world. Customized content and 
experiences are where you’ll bear the most fruits. 

As a study by ABM Leadership Alliance and ITSMA suggests, 76% of 
marketers saw a higher return on investment using ABM than any other 
marketing strategy in 2020, 71% of B2B companies improved their 
relationships with users and increased 55% in revenue after trying out 
ABM. 

It’s time to move on from traditional marketing and start taking 
advantage of all that account-based marketing has to offer. 

F ro m :  B 2 C  ( b u s i n e s s  2  c o m m u n i t y )  

Traditional
Marketing

Account-based
Marketing

Attract Leads

Score
leads

Identify
Accounts

Land + Expand Relationships

Personalize
+

Engage

Personalize
+

Engage

ABM (Account-based marketing) �

T h e o r a n g e l a b . c o 2 1
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C O N T E N T  M A R K E T I N G  T R E N D S

It’s time to move from storytelling to storydoing. Brands are now not 
only expected to catch the audience’s attention, to excite them and 
give them memorable content. They’re now expected to make a real 
effort to create experiences through the use of their products and 
services. 

Through the use of experiences that relate to the brand, Storydoing 
means taking those products and services and putting them to use in 
real life. 

Storydoing 
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Here’s an example.

B I C  o p e n e d  s h o p s  i n  A m s te rd a m  a n d  A n t we r p  w h e re  yo u  p a y  
w i t h  m o n e y  yo u  d ra w  yo u r s e l f .
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Social media platforms like Facebook, Instagram and Tik Tok generate 
over $30 million every year. They facilitate sales for third parties 
without the user having to leave the app. 

With that said, live shopping will become a trend in 2022. It consists of 
starting a live video to show your products (many times using an 
influencer to show them) while the audience can simultaneously shop 
while you’re live. 

Live shopping and “shoppertentretainment” will complement each 
other while also increasing engagement from clients.

e C O M M E R C E  T R E N D S  

Social media channels as sales channels (Live shopping)  

Social  media platforms l ike 
Facebook, Instagram and Tik 
Tok generate over $30 mil l ion 
every year.
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You may be familiar with Alexa (Amazon), Google Home and Siri. These 
are all voice technology platforms that assist with turning lights on and 
off, play your favorite song, call your mother (amongst much more). 

This technology will become a leading way to make purchases. Now is 
the perfect time to adapt your eCommerce site’s SEO, web structure 
and user experience to stay on top of important search engine results. 

Voice Commerce  

This technology wil l  become 
a leading way to make 
purchases.
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Facebook Messenger, iMessage, SMS, and WhatsApp are being used 
for more than just chatting up your family members and friends. They’re 
constantly being used for networking purposes by businesses. 

In 2022, they will likely be used to help reach their target audience and 
provide links to contacts in their database with offers, sales, and new 
collections to incentivize them to click on a link and make a purchase 
through eCommerce sites, as well as engage their users. 

e C O M M E R C E  T R E N D S  

Social Messaging  
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EWe’re still going through a pandemic, which means people aim to stay 

safe and avoid  physical contact.

This trend started in 2020 but has continued to grow ever since 
through 2021 and should continue to do so throughout 2022. 

These events will have different purposes. They can be used for 
entertainment, business, schooling and much more.

T R E N D S  I N  T E C H N O L O G Y

Virtual Events  

TV’s traditional experience has tremendously shifted throughout the 
past couple of years, as on-demand streaming services have become 
the king of the hill. One of its many perks is that you can watch on your 
mobile device as you go. 

For these reasons, said platforms have noticed the great opportunity 
they have right in front of them to evolve and successfully mutate by 
adding on Shoppable TV.

The idea is to provide QR codes (which have become very popular 
during the pandemic) during specific tv shows or movie scenes. For 
example, they’ll show up in the leading role’s watch or the beer they are 
drinking in said scene. Scan the code, make the purchase, wait for it to 
arrive.

Shoppable TV  
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Virtual reality is a growing technology that continues to become more 
and more popular as it improves. Being ahead of the game and noticing 
how many frontiers VR opens can level up your ad and PPC campaigns. 

Users can have a good look and try out your product in a virtual space 
before purchasing it. For example, New Balance has already launched a 
Display and Video 360 to allow users to sample new running shoes 
before buying them. This trend will take force in 2022 and continue to 
grow throughout the years. 

T R E N D S  I N  T E C H N O L O G Y

Virtual Reality   

Virtual real ity is a growing 
technology that continues to 
become more and more popular.   
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implement in 2022?” and it makes sense, all businesses need to make 
the right choice to obtain the best results. Nonetheless, there isn’t a 
straightforward generic answer we can give you. 

Each brand requires a tailored digital marketing plan designed to meet 
the needs, audience and objectives of said brand. 

Being a digital marketing agency, The Orange Lab specializes in 
creating the perfect strategy for each individual brand. We aim to meet 
the needs and goals of the business at play. Contact us and tell us how 
we can be of help. 

Conclusion



T H E  O R A N G E  L A B

T H E  O R A N G E  L A B

Contact us
+57 301451 1731

comercial@theorangelab.co
www.theorangelab.co
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https://www.instagram.com/theorangelab/
https://www.facebook.com/theorangelab
https://www.linkedin.com/company/theorangelab/

