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[tivating a culture of equitable and mutually benefiting collaboration between

brands and career creators are vital to the sustainability of influencer marketing.

In ‘The State of Influencer-Brand Deals 2024, Jasmine Enberg of EMarketer writes,
“U.S. marketer spending on sponsored content on social media will rise by 16.0% this
vear to $8.14 billion. Most brands are increasing their influencer marketing budgets.”
This is a nominal figure compared to the $82 billion marketers are anticipated to spend
on social network ad spend by 2025, per Statista. This figure underlies the fact that
career creators still have a barrier to entry to make a meaningful income.

Most creatorpreneurs strive to realize the American dream, which can be defined by
the ability to pursue creative passions, enjoy financial independence, and obtain quality
of life. The path to financial freedom is highly complex and can be inconsistent.
Creators must be resilient in a constantly evolving ecosystem. Social media-first small
business owners require a sizeable amount of monthly brand deals

to sustain their livelinood. Through creative ingenuity, career creators must also be
willing to source income outside brand deals from creator marketplaces, affiliate
programs, shout-out services, content or course subscriptions, product storefronts,
and more.

Creators need equity advocates within the business community who recognize the
unigue operational challenges the professionals driving the creator economy face.

The demand for authentic user-generated content continuously grows. Professional
safeguards for career creators must also mature simultaneously and be prioritized by
platforms, brand marketers, casting agents, and creative agencies. According to the
U.S. Chamber of Commerce Small Business Bill of Rights, “The promise of a profit
rewards entrepreneurs’ hard work and makes it possible to keep a business going.”
Let’'s commit to strengthening economic growth for the career creator workforce.
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BY THE ...
NUMBERS

Most career creators surveyed prioritize
opportunities that aligh well with their
audience's interests and values, underscoring the
importance of authenticity in brand partnerships.

O—>b —N—N—— =

Most respondents indicated that social media
platform brand marketplaces are the most
popular means of sourcing brand partnerships,
followed by influencer marketing platforms (39.2%)
and incoming proposals directly from brands (35.19).

Half of the respondents expressed financial
uncertainty about managing money from brand
deals in the future: just okay (29.15%), uneasy (13.9%),
and stressed (7.1%).

Influencer marketing is one of many conversion and
awareness tactics for marketers. Career creators
compete for paid media dollars. Livable wages are
dependent on the frequency of deals. Many
responders indicated they need two to four
monthly deals for sustainable income.

Building a book of business is vital for the growth and
sustainability of a small business. Less than 10% of
those surveyed can convert a one-time brand deal
into repeat work. Brands have an opportunity to
build creator loyalty by prioritizing retention.

DECODING BRAND DEALS

2nd Annual Creator Economy Trend Report
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A mutually beneficial strategic partnership
between creator(s) and one or more
business(es) to create an online or offline
experience, content campaign, product, or
service to achieve a business goal or
marketing objective. The collaboration
leverages the creator's digital footprint, social
media audience, and/or personal branding to
drive sales, increase website traffic, expand
email lists, grow brand awareness, reach new
audience segments, and drive user-generated
content. It is also referred to as a co-branded
advertising partnership.

Full-Time
Ccarcer Creator

Canopy Q;&

HypeAuditor

DEFINIT
IONS

cCarcer Creator

An individual small business owner
whose primary income is
generated from activities and
partnerships related to producing

and marketing digital custom
content across multiple social
media platforms.

Part-Time
carecci Creator

Copyright © 2024 American Influencer Council — AIC. All rights reserved. 7
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Reesa Lake
TREND 1 VP and Head of
Creator Agency &
Partnerships
LTK

LTK provides a safe
haven for creators,
independent of social
entertainment
platforms, to build
their businesses and
engage their shopping
audiences with

Collahorative e spayves
(]
value Creation

e-commerce empires.

What is vour primary mechanism for
sourcing brand partnerships?

IN FOCUS
Social Media Marketplaces Social media
(Instagram or TikTok Marketplaces or YouTube Partner Program) Il?nr\aarpkdetplace
Influencer Marketing Platforms s have an
(Aspire, LTK or #paid) oppor\tu n|ty
Incoming Proposals to entice and
o ) recruit a
Cold Outbounds (Email Pitching) glryaenr‘ése
i matrix, as
Cold Outbounds (Social DMSs) cr‘eatotr‘s e
Aviati : ; eager to use
Talent Management / Agencies
Note: Respondents could select up to 3 relevant options
Data analyzed by HypeAuditor‘
567 career creators responded to the online survey between February 20 to March 31, 2024
sSource: Decoding Brand Deals Survey, International Creator Day 2024
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Elly Brown

TREND 2 AIC Member

Fashion Creator

Relyving solely on a single
platform or brand deals
for income leaves you
vulnerable to sudden
changes or downturns.

Diversifying your income
isn't just a smart move,
it's an absolute necessity.
By spreading out your
revenue Sources, you
create a financial safety
het, which we all want at
the end of the day.

How many monthly brand deals do vou
heed to have a sustainable income”?

o4 INFOCUS
Exploring
different
revenue
5-9 streams
allows you
to tap into
10+ diverse
audiences,
experiment
1% with hew
content
formats,
and adapt
to industry
trends
Note: Respondents could select up to 3 relevant options
Data analyzed by HypeAuditor
567 career creators responded to the online survey between February 20 to March 31, 2024
source: Decoding Brand Deals Survey, International Creator Day 2024
*Indicates respondents with one or less brand deals a month
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Vik Khagram
TREND 3 Head of Influencer

Ketchum

"/ /~0nce brands see that you
are a genuine fan, they can

analyze your previous
interactions with them and
then evaluate what kind of
parthership they want to
pursue with you. If you love

a brand and want to partner.,
then make sure you are
visible to them. If you have

Let,s pa I‘tnel‘ worked with them before,
then open up the

conversation with them—

again, show interest! /

How can a brand build a long-term
relationship with you as a creator?

Be responsive and answer all
correspondence on time

Invitate to a brand event

Personalize all communications

Be open to feedback on the
campaign brief
Offer an affiliate program

Send a thank you note after the
brand partnership is completed

Set up a phone call to
introduce themselves and go
over the brief

Note: Respondents could select up to 3 relevant options

Data analyzed by HypeAuditor

567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Patrick Janelle
TREND 4 AIC Member
Founder
Untitled Secret

/" Influencer marketing is
built on genuine

connections between
influencers and their
audiences. When branded
content resonates
authentically, it ensures
that both the message and
its delivery are in harmony
with the expectations and
values of both the audience
pal‘ nel‘ and the brand. This is

another way to say: trust

pl‘i o I‘ities iﬁhﬁﬂgggﬁﬁ%

What criteria are most important to you
when gqualifying a brand partnership?

Brand resonates with my audience
Dollar value of partnership
Creative freedom

Payment terms

Interaction with brand team

Brand size and awareness
Ease of contracting |7/ s

Note: Respondents could select up to 3 relevant options

Data analyzed by HypeAuditor

567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Christen
TREND 5 NinoDecuzmen A g
Founder 4
Clara for Creators g ,

%

5

v

It's promising to see
creators are being paid

more quickly for their
work. Unfortunately, we
still see many Fortune 500
companies insisting on
payment terms extending
60 to 90 days. The reality is
No person wants to wait 2
or 3 months to get paid for
work they’ve already done
ay ay and the prolonged wait
undermines the principle
of timely and fair
compensation.

The most popular/standard payment
term you receive from a brand

INFOCUS

Instant Payment
The best
investment you
can makeisin
yourself and
our financial
uture. Career
Creators
should feel
confident
negotiating
pavment terms
that support
financial
wellness

30 days
15 days

Performance Based

60 days

90 days

Data analyzed by HypeAuditor
6567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Jessica Morrobel
AIC Member
Career Creator

TREND 6

Brands should focus on
crafting easy-to-scan
creative briefs, eliminating
corporate jargon, and
clearly stating goals, needs,
and vision. Incorporating
examples of the creator's
past work communicates,
'"This is what we admire in
your content!' This
approach minimizes
misunderstandings and
reduces revisions, allowing
creators to excel from the
start.

Finding the
Win-Win

The biggest challenges to executing a
successful brand partnership

Brands pushing

Anunclear or

back on isali
misaligned
INFOCUS
feedbapk to t he creative brief A collaborative
creative brief from the brand mindset

reduces risk
as creators

. and brand
Audience . bartners
engagement with (rjlnutualjcy «
esire to make
content Iapeled as 19.0% 51.5% a meaningful
an advertisement : . business
Multiple rounds of impact. Be
feedback and 23%%%3@%3”"
Changes n platfor_‘m revisions from the blindspots in
algorithms impacting the creative
: brand process
campaign performance
Data analyzed by HypeAuditor‘
567 career creators responded to the online survey between February 20 to March 31, 2024
sSource: Deooding Brand Deals Sur‘vey, International Creator Day 2024
An error of 0.1 was lost from rounding up
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Brandon
TREND 7 Smithwrick

Head of Content
Kickstarter

/" B2B brands often need

to be convinced about
the effectiveness of
influencer marketing
compared to their B2C
counterparts.

Monitoring
post-performance

over time is a powerful
esu s I‘e n way to validate your

pricing and showcase

the actual value of
your posts. /

Do vou track the performance and send a
performance summary of your campaign
to a brand?

Yes ,
This is best practice as a
creator

Sometimes
It depends on if | want to
work with the brand again

No
| expect the brand to track
performance themselves

Data analyzed by HypeAuditor
567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Lindsey Gamble

of Influencer

TREND 8 Associate Director

Innovation
Later
p v
] Offering creatorsthe
. opportunity to post multiple

,,;-‘ times offers a more holistic
and accurate view of
performance while also
providing repeated
exposure to audiences,
which is often essential for
consumer action.

) Additionally, these _
Book Me Again
can help brands be more
cost-efficient with their
budgets.

Annually, what % of one-time brand
partnership opportunities have yvyou been
able to convert into follow-up work?

25%

Less than 10%

50%

75%

100%

Data analyzed by HypeAuditor
567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Kristen Bousqu_et
TREND 9 Founder & CEO

Your Soulcialmate

7 While accepting

payment for a single
post might be
tempting, prioritizing
lasting relationships
over short-term gains
can lead to better
opportunities aligned

commitments

_/

What is the average length of a brand
partnership?

1 month

3 months

7 days or less

6 months

12 months

Data analyzed by HypeAuditor

567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024

An error of 0.1 was lost from rounding up
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Dena Silver
TREND 10 Senior Marketing

Manager

| Y\ I Beauty pie ;

Brands will tie a KPI to
your content—and
that is a fact! Ask your
brand partners what
data they’ll be using to

define success.
@ Understanding how
o your content can help
Tlme achieve their goals is
paramount to your
continued relationship

Ma nageme“t with that brana.

When executing an end-to-end brand
partnership, where is vour time spent?

B Making Content [ Sourcing [ Negotiating [l Contracting

B Revising Content [l Tracking Performance Metrics

Most time spent

Significantly high time spent

Moderate time spent

Less time spent

Minimal time spent

Least time spent

0.0 20.0 40.0 60.0 80.0 100.0 120.0

Note: Respondents were asked to prioritize from most time to least time spent, from 1-6 (with one (1) being
most time spent)

Data analyzed by HypeAuditor

567 career creators responded to the online survey between February 20 to March 31, 2024

Source: Decoding Brand Deals Survey, International Creator Day 2024
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Giselle Huasipoma

TREND 11 Senior Coordinator

Global Influence
CalvinKiein

/~ As marketers, we should

gauge how well a creator
will perform based on
engagement rate, reach,
impressions, etc., to avoid
‘make good’ posts. The
responsibility lies between
the brand and the creator
to bring something to life
e e that resonates with their
Relationship
brand’s side, creating a

comprehensive strategic

B .Iu. brief while giving the
u I I “ g ‘ ior‘eator‘ creative flexibility.

If a brand asks for a free performance-
based post because the campaign has not
performed, how likely are you to create a
“make good” post?

Sometimes
It depends on if | want to work with
the brand again

Vervy Likely

| see “make good” posts as an
investment into building a
long-term brand relationship

Not Likely

It is not my responsibility to
guarantee that a video or photo
will perform

Data analyzed by HypeAuditor
567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Gigi Robinson

TREND 12 Founder:, Author

Career Creator ’
. »

/" Relying on brand
deals is a blessing and

a curse. The good
partis that you know
you are going to get a
lump sum of money at
some point for a video
or post that vou
created for a brand—
. . hopefully, you love,
FI “ a ncl al use, and trust! The
challenge can

sometimes be that

brands want to
Wellness CoRtIol how you're
“ creating.

When it comes to financial planning, how do
you feel about the money coming in from
brand deals in the future?

Just okay

Mostly positive

Cconfident

Uneasy

Stressed

Note: Respondents could select up to 3 relevant options

Data analyzed by HypeAuditor

567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Jamillah Davis
TREND 13

Hernandez
AIC Advisor

/~ Creators are becoming

more strategic in their

———————— AN\ brand partnerships
indicating a growth
mindset. Knowing their
worth, career creators
are negotiating
lucrative deals with

longevity and with
F“tu I‘e partners that can
elevate their brands

and expose them to

Thin Ki“g new audiences. /

The creator economy is positioned to
help me become financially secure.

Neither agree nor disagree
Agree
Strongly Agree

Disagree

Strongly Disagree

Data analyzed by HypeAuditor

567 career creators responded to the online survey between February 20 to March 31, 2024
Source: Decoding Brand Deals Survey, International Creator Day 2024
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Juliann Kane
PRO Tlp Influencer &
_ _ _ _ Content
Marketing Lead
Klarna

The creator economy is
constantly evolving, and
we are continually
learning.

Understanding goals or

having a North Star as a
creator can help

F t I‘ establish a growth
mindset.
e e Throughout the process,
Thlnklng there is always room to
pivot, so it's important to
consider diversification

I | a I‘t II of content and strategy.
Setting clear values and

milestones helps

Closing the gap of B suives For Bliceess
uncertainity in the creator economy.

49.3° mrooe
e o Strategize to visualize your

financial unknowns, then focus on
what you can control, like updatin
your media Kit with case studies o
past partnerships, allocating more

The precentage of respondents who time to adding new connections
expressed uncertainity about the money At Tha Bants v s roaging
coming in from brand deals in the future with on social media

‘ Uncertain ‘ Mostly Confident

Data analyzed by HypeAuditor
567 career creators responded to the online survey between February 20 to March 31,2024

Source: Decoding Brand Deals Survey, International Creator Day 2024
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OPINION PIECE

BY ALIZA LICHT

Vice President, AIC Board of Directors
Founder, Leave Your Mark
Author of ON BRAND

_ GOING THE
4 DISTANCE

THE IMPORTANCE OF
PERFORMANCE METRICS

Does anyone remember when follower count meant
something? Gone are the days when it equates to creator
validation. Brands can't rely on those numbers anymore (even
with high engagement rates) because it's challenging to justify
the investment. The truth is that sponsored content
performance has been suffering for years due to erratic
changes in the algorithm. So, what can creators do to protect
their businesses and ensure brand partnerships in the future?
The answer is for them to start thinking like a DTC brand.

Where social media has been audience conditioned to shop
historically Known as a brand from your links can take work,
awareness tool and, to a large but proving to brands (with
extent, still is, what brands care receipts) that you can convernrt
about is conversion. Focusing is the most crucial way to grow

yvour strategy on cultivating an your business.
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UNDERSTANDING

latforms like Shop My
help brands prioritize

creators through monthly
recurring revenue rather
than follower count. Being a
creator who consistently
drives thousands of dollars
in revenue for a brand is
exponentially more
important than vanity
Mmetrics. Also, it leaves
room for micro-creators
to have a piece of the pie.

Creators that demand high
flat fees with nothing to
show for it are in jeopardy

Copyright © 2024 American |

GOING THE
DISTANCE

PERFORMANCE METRICS

INTERNATIONAL CREATOR DAY APRIL 2024

OPINION PIECE

of being an extinct breed
when so many creators
have already shifted to a
high-generating affiliate
Mmodel. This also makes
Instagram Story
performance a priority, an
area of content strategy
that often feels like the
stepchild. It's time to
change the creator
Mminadset and realize that
the real party is where the
links are. Your ability to
convert your audience is
the present. Everything
else is just background
Nnoise.

. All rights reserved.
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BY CYNTHIA BARSTOW

Senior Lecturer, Teaching Influencer Marketing
Isenberg School of Management
University of Massachusetts, Amherst

Building relationships often gets relegated to the bottom of
the prioritylist, overshadowed by the constant demand for
improved content creation, engagement with followers,
and/or the demonstration of authenticity. However, fostering
strong connections with brancds should not be viewed as an
optional task or something a manager handlesbutasa

crucial component of success.

In today's competitive
landscape, influencers who
Mmaintain transparent and
ongoing relationships with
individuals at companies or
agencies are positioned as
top-of-mind for these
decision-makers when
considering campaign
candidates. Established entities
with a track record of success

are inherently less risky and
more appealing than
embarking on new
partnerships. So, how does one
effectively manage brand
relationships?
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INTENTIONAL
RELATIONSHIP
BUILDING

l t begins with small yvet intentional steps,
from connecting regularly with brand

leaders on Linkedln and organizing email
schedules for regular “check-ins” to
ensuring that all interactions are
automated in a CRM system like Asana,
Hubspot, Monday, or Teamwork. When you
have press mentions or new partnerships,
share your successes in a newsletter, and
be sure to add potential clients and
partners to your communication lists. These
seemingly minor actions can significantly
contribute to fruitful partnerships over
time.

By consistently prioritizing brand
relationships, career content creators can
lay the groundwork for long-term success
and sustained growth.

CONNECT WITH CYNTHIA
isenberg.umass.edu/people/cynthia-barstow
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AMERICAN INFLUENCER COUNCIL
Membership trade association devoted
exclusively to advocating for the

i educational and professional advancement
|| of U.S.-based social media career creators.

| | © americaninfluencercouncil [ aic_nyc

CANOPY FOR CREATORS

A hew peer-to-peer social networking app
for content creators, aimed at increasing
transparency across the industry.

canopy.for.creators ] underthecanopy

HYPEAUDITOR

The all-in-one solution for influencer
marketers that provides essential tools for
successful campaigns and goes beyond the

‘standard tool’ concept.
M hypeauditor
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