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UNFILTERED: THE SHIFT OF SOCIAL MEDIA IN 2022

INTRODUCTION

Are we starting to see a shift in social media? People are saying a big f you to social media and 
going unfiltered. After the past couple of years, its become apparent to all, especially Generation 
Z, that faking your life on social media just isn’t worth it. 

People are trusting micro-creators over fashion influencers, are dropping brands for unauthentic 
practices and really are posting whatever the hell they want.

In our latest thought leadership piece, we explore what its like to be truly unfiltered and the biggest 
shift in social behaviour in decades.

WITH SPECIAL THANKS TO
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WHAT IS UNFILTERED? WHAT IS UNFILTERED?

We believe that we are living in a world portrayed to be perfect through society. 

You never know if the difference between edited and unedited or unfiltered and you never 
differentiate the difference between what’s real life and what’s been infiltrated, as both brands, 
influencers and the everyday consumer fail to portray all aspects of their real life. The good the 
bad and the ugly.

According to a study by etactics those aged between 13-14 that spend over 10 hours on social 
media per week are 56% more likely to report being unhappy.

Social media, the lack of representation and the over filtered fake world that has been pushed for 
as long as social media has been around is becoming detrimental to consumers mental health.

However, we are starting to see a shift. 

Social media platforms and brands are taking a stand and trying to show the world as it is through 
an ‘unfiltered’ lens, where we are seeing more unedited versions, more representation and more 
platforms making it less easy to fake a life. 

But where has this stemmed from?
 
Let’s take a look at Generation Z and their needs. 

“The increase in smartphones 
has also boosted the use 
of these popular social 
platforms. But unfortunately, 
that’s not the only thing 
increasing.”
Maria Clark, etactics.com 
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GEN Z CHARACTERISTICS 

It can not be denied that Gen Z have insane buying power. Based on an article from True List, we 
know that 70% of Gen Zers influence their family purchasing decisions on food and household  
products.

Another report from My Total Retail reads that young students and professionals now command 
$360 billion in disposable income which is massive.
 
They’re massively influential and there’s no denying it, especially when it comes to their social 
media usage.

Forbes reports that 97% of Gen Z consumers use social media as their top source of shopping 
inspiration. Not only this but social commerce platforms are aiming specifically at Gen Z, including 
Instagram, Pinterest and TikTok, with the hashtag #tiktokmademebuyit racking up over 2.3 billion 
views. 

What does this mean for brands? 
 
It’s time to start taking this generation seriously as they are the social media generation that wants 
to make a difference. You can reach these users on the mentioned platforms by providing them 
with short form video content. Brands will need to adjust their strategies to harness this consumer 
demographics needs, as their expectations are completely different to those of Millennial’s.

This generation have lived their teen hoods through a pandemic, world disasters and horrific 
worldwide events that have had a significant effect on the way they view the world. They’re not 
looking for brands or their consumed media to try and portray a world which they already know 
isn’t perfect nor pristine.  

To quote an article from Student Beans:

“The way we consume content 
has changed. Authenticity  
isn’t just a buzzword  for Gen 
Z –it’s a way of life. Growing 
up in times of global crisis 
has only  broadened  the gap 
between  a fantasy ‘perfect 
world’ and reality.”



UNFILTERED: THE SHIFT OF SOCIAL MEDIA IN 2022

A SHIFT IN SOCIAL MEDIA



UNFILTERED: THE SHIFT OF SOCIAL MEDIA IN 2022

INSTAGRAM ALGORITHM CHANGES 

Although we know Instagram is massive for this generation, we have seen a shift in the platform. 
Since the announcement that the platform will be prioritising video, creators and e-commerce, 
we’ve seen a shift in the algorithm that has made Instagram, which was once a platform for 
sharing pictures of your friends and your breakfast, is now a sales and advertising platform. 

Facebook used to do something similar, in the sense it was and still in a way is all about sharing 
what you’re up to with your friends, however Gen Z perceive the platform for an older generation. 
It’s the platform where most of their parents are and that isn’t somewhere they want to perceive 
themselves. 

There’s now a huge gap that needs to be filled where consumers can just share content because 
they like sharing content. 

But who can fill that gap?
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INTRODUCING BEREAL

Being real and social media platforms. That’s two things that don’t really come hand in hand these 
days. There’s a huge gap in the market for an image sharing platform and what better way to do 
this than combining authentic in the moment posting with feed style content?

BeReal first found fame through TikTok. We all know Gen Z base their entire life through 
authenticity. From their social media profiles to the values that shape their actions. So it’s no 
surprise they’ve taken to this app so kindly.
 
The ‘BeReal’ app is a picture sharing app which is attacking the norm of the public’s idea of using 
social media to portray perfectionism. It works like sending a selfie to your friends on Snapchat 
however if you re-do it will flag this to other users exactly how many times you’ve tried to retake it. 
The way it works, is that the app will prompt you at random times in the day to take a quick snap 
using your front and back camera simultaneously. You have a two minute posting window in which 
to do so and this will post to a feed which allows your friends to see what you’re doing in real 
time. If you post outside of the allocated two minutes this is also flags to users. Friends can also 
respond in real time with either emojis or pictures or themselves which is called a ‘RealMoji’.

The app uses your front and back camera simultaneously, which without curation could arguably 
look quite boring. Another immediate point to note is, lots of chin selfies! But that’s just what the 
app is all about.

As it currently stands the app is pretty basic, you can only add your friends and there is no ‘follow 
feature’. You can’t also view a profile to see any previous snapshots but they do come up in the 
home feed.

At the top of the feed you can see a tab for your friends feed and is set this way by default, 
however, there is also a section for ‘Discovery’ which allows you to view public snapshots as well. 
  
To do so, when sending your BeReal just simply select the discovery option. If you ever change 
your mind about the public viewership of your post, you can go into your option of your BeReal 
(select the three dots in the top right of the post) and then you can change to public or private 
depending on what you prefer.
 
As mentioned, we are at the very early stages for this app. There are no brands, no creators, no 
ads, and no different formats other than image. The big question is, how do we monetise this? 
The smartest way to do this would be product placement through ‘creators’ however this does take 
away the authenticity of the moment. The other way is flash ads. If you have two minutes to post a 
picture, why not have two minutes to claim a discount code from your favourite brand? 2 minutes 
to bulk order your takeaway and snap and tag it? There are countless opportunities, but nothing is 
set in stone just yet.

BeReal are already working on making video moments are reality, but their primary focus is 
making the app as good as possible. As we know video has been made a huge priority across all 
major social platforms.
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HOW HAVE SOCIAL MEDIA 
CHANNELS CHANGED?

Instagram isn’t the only platform that has changed, we’re seeing shifts in other social media 
platforms as well. 

We’re seeing platforms shift their behaviours, with TikTok we’re seeing its e-commerce is 
becoming more prominent, and everyone can be a creator with it’s unique algorithm so follower 
count really comes out of the question and that has a huge effect on self confidence. 

But we’re still yet to see the protection for this younger generation from platforms, as the filtered 
features are still very prominent across all their most used channels.
 
However, one prominent feature that has really taken off across all these channel is Live 
Streaming. There has been a massive boom with this feature and is now available across most 
platforms but is most popular with TikTok and Instagram.

This feature removes that edited element and actually is a perfect look into someone’s life in real 
time. This brings us back to building a trusted community. Brands, celebrities and influencers a like 
all use this feature to get closer to their audience. It’s raw and it’s authentic and that’s why it is so 
popular.

According to a Statista report we can see the real impact live streaming has had over the past 
couple of years. 

482.5 bn 29.5% YOUTUBE
hours were spent on 

mobile live streaming apps 
worldwide in 2020

Increase of weekly reach 
of live streaming videos 
worldwide in Q4 2021

was the most popular 
platform for live stream 

e-commerce in the US in 
2021

Although platforms are yet to catch up when it comes to filtering and mental health protection, 
there are steps brands can take and features for brands to utilise which allow them to become 
more ‘unfiltered’. Live Streaming is a perfect way to come across to your customers authentically 
and should be a huge consideration when content planning. 
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WHAT ABOUT INFLUENCERS?

The rise of influencers has been massive. According to the Influencer Marketing Hub, the 
influencer marketing industry will reach and estimated £12.5 billion by the end of 2022.

It’s safe to say we can attribute this growth back to popularity of short video content. As we know 
this was made most famous by TikTok but has also been pushed by Instagram Reels and YouTube 
Shorts as well. 

When we look at how Gen Z respond to influencers we know that they do back them with 
nearly two-thirds reporting that they follow influencers and 50% of them say they trust influencer 
recommendations (influencer marketing hub). 

But should we trust influencers? If the stats aren’t enough, we also asked our contributors.

“(Influencers should be trusted)100%. But it’s about choosing and consuming content from 
the right ones. I think we need to forget the idea that good influencers need to have millions 
of followers to make an impact. Micro and Nano Influencers are the ones creating informed 
and engaged communities and this is where the money is. These communities are a gold 
mine of ideas and inspiration.” - Melissa Hawkins

“I believe brands should trust influencers, but they need to align with the brand. Be it a 
product or service solely being shown by an influencer who has ‘ no use’ for said product 
or service, and we’ve crossed into sales mode versus sharing mode.” - Katherine Nikkel

The question that is posed is how do you know if they are trust worthy? With so many creators 
out there then what’s the difference between a genuine brand advocate and an influencer just 
trying to make money out of brands. Bryony Lees says: “...I’ve worked in influencer marketing 
for about 5 years now, and there are influencers you can trust. There are also influencers 
that you absolutely can not. Trustworthy influencers are those that have a humble but 
loyal following, and aren’t afraid to say no to a partnership. They will only promote things 
that they know their audience will like. I’ve worked with influencers before who definitely 
haven’t even looked at the product, they just want £££. I’ve even had to write the captions 
out for them. 

I think influencer marketing is super important for brands and services now, and you’re 
kinda missing the mark if you don’t use them. However it’s always best to start with smaller 
influencers who create wholesome honest content.”

Authenticity is key when choosing the right influencers for your brand. You need to be cautiously 
optimistic as the pool of creators could actually be extremely valuable to your brand, you just need 
to make sure you are choosing the right ones who authentically love your brand. This is how you 
will gain a trusted community, from their trusted community and in turn you are more likely to see 
sales increase.
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ARE BRANDS GOING UNFILTERED?

Now we’ve looked at social media and influencers, what about brands?  

Brands are starting to hit back at the over filtered world. Taking Dove’s most recent campaign 
for example. The campaign, aptly titled The Selfie Talk: Social media & self-esteem, is a 
representation of how much retouching and filtering can distort beauty standards. Their campaign 
was launched with the means to boost self confidence and body positivity across social media for 
young women, and aids to reverse the negative effects of social media. 

This project is a perfect example of brands standing up against filtering and becoming more 
authentic.

“...Some brands are becoming 
more personable by inquiring 
about their followers’ well-
being. Brands are also adding 
posts that seek user-generated 
content, adding to the 
inviting flow of their image.”
- Brittany Reese
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WHO’S DOING IT WELL?

To understand unfiltered properly, we need to firstly look at who’s doing it well. We deem these 
brands as experts of the unfiltered world.

These brands embody the definition of unfiltered and are trying to portray a more realistic viewing 
for their consumers.

Hero Cosmetics

This brand embody the unedited selfie, showing natural skin across 
all their posts. Their embodiment of embracing flaws has hit really 
well with their audience, meaning they’ve built a trusted community 
and gain a ton of user generated content, proving ‘unfiltered’ can 
have great brand benefits also.

Establishing and demonstrating these tactics within your current and future marketing strategies 
will exhibit your business as a leader within your space. Representation is massively important in 
all walks and fills a huge gap for those needing more from brands. 

Yitty

Lizzo’s persona has carried through from her body positivity personal 
brand all the way through to her shapewear brand Yitty. This brand 
are extremely representative of women in general and their content 
is completely unedited, embracing celulite, lines and curves from 
everyone.  

Savage x Fenty Lingerie 

Rihanna’s brand Savage x Fenty, has from day one set out to be as 
inclusive as possible, showing as many different skin and body types 
as possible and representing as many people as possible, creating a 
more inclusive fashion and advertising landscape.
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WHO’S NOT DOING IT?

But, not all brands are there yet. 
 
Contrary to what we’re seeing with some brands, these brands still struggle to portray a well 
represented and unfiltered world. 

But do all brands need to? We explore this more...

Kylie Cosmetics

Back in August 2021, Kylie Jenner, owner of Kylie Cosmetics, was 
called out by fans back in August 2021, for using a filter on an 
Instagram post that was promoting some of her beauty products. The 
Jenners and Kardashians a renowned for editing their pictures, so its 
no surprise this is how Kylie has decided to portray her brand. 

Not all brands are there yet when it comes to portraying an unfiltered work. The fashion and 
beauty industry are much further ahead and we can expect that this is where we will see the 
innovators in the game as well as where brands not portraying the unfiltered way will be hit the 
hardest.

Victoria’s Secret

Ironically, it’s no secret that the brand of Victoria’s Secret are known 
for portraying some of fashion’s most dangerous values. With no 
representation of plus sizes and the diet culture that has been built 
off back of the shows, with the interviewed models discussing their 
harmful routines to prep for the shows, the backlash for the brand 
has been incurable, meaning the brand have struggled to grow its 
customer base.

McDonald’s

The fast food brand is known for their process of food-styling, so 
that’s it’s products look the best possible for its advertising. It was 
also confirmed that Photoshop is used to enhance the imagery. But 
this isn’t uncommon for food brands. Does it make it morally right? 
No. But we’re unlikely to see food and beverage brands trying to 
make their products look less desirable anytime soon.
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HOW TO BECOME ‘UNFILTERED’ 

So, how can you become more ‘unfiltered’. We asked our expert contributors on what their advice 
would be to a brand that’s trying to portray a more unfiltered version of themselves. This is what 
they said:

“If you’re going to be inclusive of all, be that. Show disabilities, skin 
complications, all genders, races, sexual orientations. Don’t just stop at 
stretch marks. The worst thing you could do is exclude a group of people, 
or make them feel they aren’t suited to your product. Everybody wants to be 
represented, and if brands start to represent everyone and everything, then 
people will grow up being influenced by this and not feeling ashamed.”

“I would advise brands to be mindful and intentional with the content they 
are putting out there. Consider it mindful media. It’s essential to take off 
the marketing and sales hat from time to time and put themselves in the 
consumer’s shoes -- how do they like to be marketed to on the receiving end?”

“Brands can send out surveys to get a feel of current customers and or 
supporters. Then based on the results, use that feedback to slowly roll out 
posts, checking their analytics to determine if the new content is a good fit 
Even a simple “Did you like this post?” and linking to it may do very well for 
brands that thrive off or develop a plan that shows their willingness to be 
vulnerable. It’s beneficial for brands to think from the perspective of their 
audience. Would they appreciate unfiltered posts, or do they prefer a more 
pure information approach?”

Bryony Lees
Marketing & PR Manager at Little Leaf Agency

Catherine Nikkel
Founder, Ghost Writer at Catherine Nikkel

Brittany Reese
Communications Writer & Social Media Strategist at Freelancer 
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HOW TO BECOME ‘UNFILTERED’ 

“I would advise them to stay as true to themselves as possible. Even through 
their content. I wouldn’t say put all your business out there in regards to 
finances etc, but show a day in the life of the staff, the jobs that they do, the 
roles they play. Depending on the type of business and the audiences they are 
talking to or wanting to, define each channel you’re going to do that. TikTok is 
great for fun work related content and ways to tell your brand story and engage 
with your community. Don’t try to be something that you are not and be clear 
on the purpose and how much you want to show. When you’re comfortable 
with who you are in a business, the content and how you come across 
becomes real.”

“You’ve really got to know what you want your brand to stands for, talk about 
it - and even shout about it - from day one. Don’t just jump on a trend when 
something crucial happens. If the issues people are talking about are important 
to you and your brand, you won’t only give it space when you think an 
audience is listening.”

Rochelle White
Founder & Creative Director at Rochelle White Agency 

Melissa Hawkins
Director & Editor-in-Chief  at Disgraceful Magazine Limited
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SO WHAT?

It is evident that there has been accelerated huge shifts across social media and we have 
Generation Z to thank for that. Although we’re starting to see this rapidly change in behaviour, not 
all brands and platforms are there yet. However, it is becoming an expectation.

There’s still an aching gap for authenticity from brands and social media platforms, but we can 
predict this is likely to shift more and more over the next few years as we see brands slowly 
making the move over and new platforms entering the market such as BeReal. 

As a brand, you should be able to be as authentic as possible to cater to the Gen Z market. This 
helps with your audience trust and makes your brand so much more relatable to a wider audience. 
You can portray this through the content you post and the way you act with your audience. 

You can also do this through the influencers you choose to use. Remember it’s vitally important to 
choose brand advocates over influencers who are chasing the money. You can usually differentiate 
this through how a creator interacts with their audience, how many partnerships they post and 
what products they’re actually posting about (e.g. if they’re posting about a skinny tea, its almost 
definitely not genuine. 

The world is starting to go unfiltered and its time that brands and social media platforms buckle up 
and cater to the masses.

Megan O’Brien
Content & Digital PR Manager at Altair Media London

If you’re interested in being a contributor or have any 
questions in regards to anything we’ve written then 
please don’t hesitate to get in touch:

megano@altair-media.com
@meganobrienpr (Twitter)
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