
Report: Creator Marketing for Consumer 
Brands: 2024 Trends and 2025 Outlook 
 

Key Insights and Summary 

● Creator Marketing Maturity: Inüuencer/creator partnerships have become a mainstream 
strategy – 86% of US marketers will use inüuencers by 2025 (29 Influencer Marketing 
Statistics for Your Social Strategy in 2025). Budgets are climbing as nearly 59% of 
brands planned to increase inüuencer spend in 2024 (35 Influencer Marketing Statistics 
Shaping 2024), driving the industry’s value to $24 billion by end of 2024 (35 Influencer 
Marketing Statistics Shaping 2024). 
 

● Top Social Channels: TikTok and Instagram dominate as the go-to platforms for creator 
campaigns in 2024. TikTok’s rapid rise has surpassed Instagram in usage (68.8% of 
brands use TikTok) (35 Influencer Marketing Statistics Shaping 2024), while Instagram 
remains a close second (around 57% of brands’ preferred platform) (29 Influencer 
Marketing Statistics for Your Social Strategy in 2025). YouTube is now the third-largest 
channel (used by ~33% of brands) overtaking Facebook (35 Influencer Marketing 
Statistics Shaping 2024). 
 

● Collaboration Models Evolving: Brands employ a mix of formats – from one-off 
sponsored posts and aýliate link partnerships to co-branded products and long-term 
ambassadorships. Trends show a shift toward always-on, long-term collaborations, 
which yield ~70% higher engagement than one-off campaigns (Why Long-Term 
Influencer Collaborations Outperform One-Off Campaigns on LinkedIn) and foster 
greater authenticity and sales impact. 
 

● Micro/Nano-Inüuencers on the Rise: Smaller creators (nano- and micro-inüuencers) 
have become highly sought after for their niche reach and high engagement. 44% of 
brands now prefer nano-inüuencers (1–10k followers), up from 39% last year (35 
Influencer Marketing Statistics Shaping 2024), while partnerships with micro-inüuencers 
(~10–50k) have slightly dipped as brands shift even smaller (35 Influencer Marketing 
Statistics Shaping 2024). These creators often deliver engagement rates 2–3× higher 
than macro-celebrities, especially on TikTok (35 Influencer Marketing Statistics Shaping 
2024). 
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● Data & Measurement Focus: Brands are adopting advanced tools to manage creator 
programs and measure ROI. 70% of brands now track inüuencer ROI (35 Influencer 
Marketing Statistics Shaping 2024), focusing on KPIs like engagement, reach, 
conversions, and sentiment. Instagram currently delivers the highest ROI for inüuencer 
campaigns (30% of marketers say IG drives the best returns) (35 Influencer Marketing 
Statistics Shaping 2024), but marketers also use multi-touch attribution to capture the 
full impact on awareness and consideration. 
 

● Consumer Impact: Creator marketing is highly effective in shaping consumer behavior. 
Nearly half of consumers have made purchases based on inüuencer recommendations 
(5 Insights You Need to Know About Influencer Partnerships in 2024), and Gen Z in 
particular is strongly swayed – 43% of Gen Z prefer to discover products via inüuencers 
(35 Influencer Marketing Statistics Shaping 2024) and over one-third have bought 
something an inüuencer recommended (35 Influencer Marketing Statistics Shaping 
2024). Authentic creator content builds trust: 78% of consumers trust brands more if 
they are promoted by relatable creators they admire (The Power of Influencer Marketing 
in 2024: A Guide). 
 

● 2025 Strategic Outlook: To stay ahead, brands should integrate creators as a core 
element of marketing – adopting always-on inüuencer programs, leveraging 
multi-platform campaigns (TikTok, IG, YouTube, etc.), deepening long-term creator 
relationships, and utilizing emerging tools (e.g. AI-driven discovery, social commerce 
features) for an edge. Authenticity and alignment will remain paramount, as consumers 
respond to genuine creator endorsements over polished ads. 
 

 

1. Channel Landscape in 2024 

Dominant Platforms: In 2024, social video platforms reign supreme for consumer brands’ 
creator partnerships. TikTok, Instagram, and YouTube are the top three channels enabling 
brands to reach wide audiences through creator content. TikTok’s explosive growth – fueled by 
its short-form video format and viral algorithm – has made it the most widely used inüuencer 
marketing channel (used by ~68.8% of inüuencer-active brands) (35 Influencer Marketing 
Statistics Shaping 2024). Instagram, long the leader via posts and Stories, now closely trails 
TikTok and remains a staple for over half of brands (29 Influencer Marketing Statistics for Your 
Social Strategy in 2025). YouTube, with its long-form content and loyal creator communities, has 
seen a resurgence; about 33% of brands leverage YouTube inüuencers, recently surpassing 
Facebook in popularity for inüuencer campaigns (35 Influencer Marketing Statistics Shaping 
2024). Facebook (including Facebook Groups) is still used (approx. 27% of brands) but often as 
a secondary channel or for older demographics (35 Influencer Marketing Statistics Shaping 
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2024). Niche or emerging platforms like Snapchat, Twitch, and Pinterest play roles for speciûc 
audiences – e.g. Snapchat for AR-driven youth engagement, Twitch for gaming/tech live 
streams – though their adoption (single-digit percentages) lags the <big three.= LinkedIn remains 
a minor but growing player (~10–12% usage) for inüuencer marketing (29 Influencer Marketing 
Statistics for Your Social Strategy in 2025) (35 Influencer Marketing Statistics Shaping 2024), 
mostly in professional or B2B contexts rather than mainstream consumer campaigns. 

(35 Influencer Marketing Statistics Shaping 2024) Platform usage by brands for inûuencer 
marketing (2024): TikTok and Instagram lead, followed by YouTube. Facebook usage is declining, 
while LinkedIn, Twitter (X), and Twitch are niche channels (35 Influencer Marketing Statistics 
Shaping 2024) (35 Influencer Marketing Statistics Shaping 2024). 

Shifts Over Recent Years: The platform landscape has tilted heavily toward short-form video. 
TikTok’s ascent from a fringe app in 2019 to a central marketing channel by 2024 has pushed 
competitors to adapt. Instagram introduced Reels and YouTube launched Shorts, continually 
layering new features and monetization tools for creators to compete with TikTok’s format 
(Inside the creator marketing trends expected to go viral in 2024 | Marketing Dive). This has kept 
Instagram and YouTube highly relevant – brands often deploy a multi-platform strategy, 
repurposing content across TikTok, Reels, and Shorts. The focus on video is driven by consumer 
behavior: digital video consumption is at an all-time high, led by creator content (Inside the 
creator marketing trends expected to go viral in 2024 | Marketing Dive). In parallel, traditional 
platforms like Facebook have seen a relative decline in inüuencer activity (often skewing to 
older user bases), and Twitter (rebranded X) has minimal inüuencer marketing use for consumer 
brands (under 10% of brands use it) (35 Influencer Marketing Statistics Shaping 2024). 

New and Niche Entrants: Brands keep an eye on emerging social platforms, but none have yet 
displaced the major players. For example, Snapchat has attempted a comeback with creator-led 
content series and new ad links in its AI chatbot (Inside the creator marketing trends expected 
to go viral in 2024 | Marketing Dive) (Inside the creator marketing trends expected to go viral in 
2024 | Marketing Dive) – some marketers believe Snapchat could <take a bigger role= in the 
creator landscape going forward (Inside the creator marketing trends expected to go viral in 
2024 | Marketing Dive) given its engaged Gen Z user base. Pinterest and Reddit host inüuential 
communities in niches (e.g. home décor, DIY on Pinterest; tech and lifestyle on Reddit), but 
formal brand-creator collaborations there are less common compared to visual-centric 
networks. Live-stream and community platforms (Twitch, Discord) are signiûcant in gaming 
and tech industries, where inüuencer streamers collaborate with consumer tech and 
entertainment brands. 

Overall, the past few years have shown that brands follow the consumer attention: as Gen Z and 
young millennials üocked to TikTok, brands dramatically increased their TikTok partnerships 
(nearly 70% now include TikTok in the mix, up from virtually none in 2019) (35 Influencer 
Marketing Statistics Shaping 2024). Instagram remains critical, but its role has shifted from 
primarily static posts to a video and commerce hub (IGTV gave way to Reels; shopping tags and 
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aýliate features were integrated to support inüuencer-driven social commerce). YouTube’s 
enduring strength for long-form, high-production content (product reviews, tutorials, vlogs) 
keeps it important for tech, beauty, and education-focused collaborations. In summary, 
consumer brands in 2024 maintain a multi-channel presence, but prioritize the platforms where 
algorithm-driven reach and youthful audiences are greatest – namely TikTok, Instagram, and to 
a slightly lesser extent, YouTube. 

2. Brand–Creator Collaboration Models 

Brands have developed a diverse range of collaboration formats with creators, tailored to 
different marketing goals. Common partnership models in 2024 include: 

● Sponsored Social Posts: The classic one-off (or short-term) sponsorship where a 
creator features a product or service in their content (Instagram post, TikTok video, 
YouTube integration, etc.) in exchange for compensation. These may be feed posts, 
Stories, or short videos labeled with #ad or #sponsored. Sponsored posts are effective 
for quick bursts of reach and awareness, tapping into a creator’s audience with what 
feels like a personal recommendation. However, one-off posts can sometimes come 
across as less authentic; many brands now prefer to structure multi-post campaigns or 
series of content for more impact. 
 

● Aýliate Partnerships and Discount Codes: In this performance-driven model, creators 
share a unique link or discount code and earn a commission on any sales generated. 
This format directly ties the collaboration to sales conversions and ROI. For example, a 
beauty inüuencer might share a link/code for a skincare product; the brand can track 
resulting sales. Aýliate collaborations are highly effective at driving lower-funnel 
outcomes – i.e. actual purchases – and allow for easy measurement of revenue. They 
work well with creators whose audiences trust their recommendations enough to act 
immediately. Many brands layer aýliate incentives on top of paid sponsorships, aligning 
the creator’s interests with sales performance (5 Insights You Need to Know About 
Influencer Partnerships in 2024). This hybrid approach <incentivizes inüuencers to 
deliver high-quality, impactful content= by rewarding results (5 Insights You Need to 
Know About Influencer Partnerships in 2024). 
 

● Long-Term Brand Ambassadorships: Rather than a one-off post, brands increasingly 
engage creators in ongoing, long-term relationships – some lasting 6–12 months or 
more. Ambassadors might commit to regular content (e.g. monthly posts or appearing 
at events) and become a consistent <face= of the brand. This model fosters deeper 
integration: creators develop a strong association with the brand and often have input 
into campaigns or product development. Long-term partnerships tend to yield higher 
engagement and credibility – in fact, 70% of brands report higher engagement rates 
with long-term inüuencer partnerships vs. one-off campaigns (Why Long-Term 
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Influencer Collaborations Outperform One-Off Campaigns on LinkedIn). Repeated 
exposure of a creator authentically using or talking about a product builds audience trust 
over time. As one expert put it, sustained relationships turn inüuencers into genuine 
brand advocates who speak more authentically and passionately, which followers notice 
and trust (Why Long-Term Influencer Collaborations Outperform One-Off Campaigns on 
LinkedIn). While a one-off campaign might give a quick spike in views, <long-term 
partnerships ensure continuous interaction and a steady increase in reach= (Why 
Long-Term Influencer Collaborations Outperform One-Off Campaigns on LinkedIn) – 
ultimately driving greater loyalty and even brand lift among consumers. 
 

● Product Collaborations and Co-Branded Products: In some industries (especially beauty, 
fashion, and food), brands co-create products with inüuencers – for example, a makeup 
palette co-designed by a beauty YouTuber, or a special menu item inspired by a foodie 
creator. These collab products leverage the creator’s insights into their audience’s 
tastes. They tend to generate signiûcant buzz and direct sales, as fans of the creator 
üock to purchase the limited-edition item. Notable examples include fast-food chains 
teaming with viral TikTok food creators to launch new meals, or apparel brands releasing 
inüuencer capsule collections. Co-branded product collaborations can produce spikes in 
both engagement and revenue, effectively monetizing the inüuencer’s creative inüuence 
in a tangible product. They also deepen the partnership – the creator has a stake in the 
product’s success and often heavily promotes it as a passion project. 
 

● Events, Takeovers, and Live Activations: Another format involves inviting creators to 
participate in brand events (store openings, webinars, product launches) or do social 
media takeovers on the brand’s channels. For example, a travel brand might have an 
inüuencer run their Instagram Stories for a day from a resort, or a beverage company 
might host a live Q&A with a popular creator. These collaborations create interactive 
experiences and content beyond the inüuencer’s own channel. Live-stream shopping 
events have also emerged – creators host a live session (on Instagram Live, TikTok Live, 
or a platform like Amazon Live) demonstrating products with real-time audience 
interaction, blending entertainment with commerce (a modern spin on <home shopping 
network= via inüuencers). Such live formats can drive high engagement and immediate 
purchases, especially with limited-time promo codes. 
 

● Content Licensing and UGC Campaigns: Brands sometimes pay creators not for a 
sponsored post on the creator’s channel, but to produce content (photos, videos, 
reviews) that the brand can repurpose on its own marketing channels. These UGC 
(user-generated content) style collaborations give brands authentic creative assets to 
use in ads, websites, or social media, beneûting from the creator’s talent and credibility 
without a direct endorsement post. This model has grown with the demand for 
authentic-looking ads – a creator might ûlm a testimonial or demo that the brand then 
runs as paid social advertising. It’s a cost-effective way to refresh content libraries and 
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often outperforms traditional brand-created ads (since it feels more organic). A survey 
found that 36% of brands say inüuencer-created content outperforms brand-created 
content, versus only 11% who found it underperforms (35 Influencer Marketing Statistics 
Shaping 2024), highlighting the value of leveraging creators’ content creation skills. 
 

Effectiveness of Formats: Different formats map to different objectives, but recent trends 
indicate longer-term and more integrated collaborations are most effective overall: 

● For driving engagement and brand love, ongoing partnerships and ambassador 
programs excel. Creators who authentically incorporate a brand into their lifestyle over 
time see more genuine engagement from followers (likes, comments, DMs) than one-off 
hashtag ads. As noted, the majority of brands see higher engagement with long-term 
collaborations (Why Long-Term Influencer Collaborations Outperform One-Off 
Campaigns on LinkedIn). These also allow creators to tell a deeper story, which can 
include followers in the journey (e.g. an inüuencer sharing their ûtness progress over 
months with the help of a certain nutrition brand). 
 

● For maximizing reach, campaigns with top-tier macro-inüuencers or celebrities can 
generate immediate large impressions. A single post from a celebrity inüuencer (with 
millions of followers) can introduce a brand to a vast audience overnight – useful for 
product launches or broad awareness pushes. However, the tradeoff is typically lower 
engagement rates and higher cost. Many brands strike a balance by running a hero 
campaign with a macro-inüuencer for reach, while activating many micro-inüuencers in 
parallel to amplify engagement and word-of-mouth within niche communities (the 
so-called <hub-and-spoke= strategy). 
 

● For driving direct sales and ROI, aýliate and discount-code collaborations are proven 
winners. Inüuencers who integrate products into genuine recommendations (e.g. a 
fashion YouTuber doing a try-on haul with trackable links) can move signiûcant product 
volume. Social commerce is on the rise: TikTok’s new in-app shopping features, for 
instance, have enabled some brands to see immediate revenue spikes. A recent 
example is beauty brand BK Beauty, which activated TikTok Shop and saw its sales more 
than double within three months due to creator-led videos and live shopping (Inside the 
creator marketing trends expected to go viral in 2024 | Marketing Dive). That said, 
experts caution that inüuencer marketing should not always be judged on one-touch 
conversion; it often functions like <a TV commercial or billboard= – requiring multiple 
impressions to eventually drive a purchase (Inside the creator marketing trends 
expected to go viral in 2024 | Marketing Dive). Thus, even if an inüuencer post doesn’t 
generate instant sales, it may plant the seed that leads to a sale later (something brands 
measure via attribution models). 
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● For brand credibility and sentiment, co-creative partnerships and ambassadorships 
where the inüuencer has genuine enthusiasm perform best. When followers see an 
inüuencer truly loves a product (e.g. they mention it repeatedly, or co-create a product), it 
shapes brand perception positively – the brand is seen as credible, trendy, or 
high-quality by association. On the üip side, inauthentic one-off ads or overly scripted 
content can harm sentiment, making the audience skeptical. Thus, many brands are now 
collaborating with inüuencers in the content planning process to ensure a good ût, 
allowing creators creative freedom to present the brand in a way that resonates with 
their followers. 
 

In summary, consumer brands in 2024 use a portfolio of inüuencer collaboration models. A 
typical campaign may involve multiple tiers of creators and formats – e.g. a major sponsored 
post with a celebrity for reach, a group of micro-inüuencers doing aýliate posts for conversions, 
and a long-term ambassador who continually reinforces the brand story. The most effective 
programs prioritize authenticity and alignment: formats that allow the creator’s genuine voice 
(such as long-term or co-created campaigns) tend to drive the strongest engagement and 
sustained impact on sales. 

3. Identiûcation & Vetting of Creators (2024–2025) 

Finding the right creators – and vetting them for brand ût – is a critical step. In 2024, brands rely 
on an array of platforms and tools to discover inüuencers and evaluate their quality, moving 
beyond manual searching. They also use reûned criteria and processes to ensure a creator 
partnership will be effective and safe for the brand. 

Discovery Tools & Platforms: A number of inüuencer marketing platforms have become 
industry-standard for identifying creators across social networks. These software platforms 
provide searchable databases of millions of inüuencers, often with ûlters for niche, audience 
demographics, engagement metrics, and more (Top 16 Influencer Marketing Platforms for 2025 
| Sprout Social). Some of the leading platforms and marketplaces include: 

● CreatorIQ: A popular enterprise platform used by large consumer brands and agencies. 
It offers a vast database and advanced search ûlters, plus analytics on creators’ 
audiences and past performance. Brands use it to ûnd vetted inüuencers, manage 
relationships, and benchmark against competitors. (CreatorIQ’s State of Inûuencer 
Marketing report data is frequently cited in the industry.) 
 

● Grin: An AI-powered inüuencer management platform that supports the entire worküow 
<from discovery to campaign launch to reporting= (Top 16 Influencer Marketing 
Platforms for 2025 | Sprout Social). Grin provides a searchable inüuencer database and 
even a browser extension to get data on creators while browsing social media (Top 16 
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Influencer Marketing Platforms for 2025 | Sprout Social). It also helps with relationship 
management (contracts, payments, product seeding) in one dashboard. Many DTC and 
mid-sized consumer brands use Grin to scale their programs eýciently. 
 

● Inüuencer Marketplaces (e.g. TikTok Creator Marketplace, Shopify Collabs): These are 
platform-speciûc discovery tools. TikTok Creator Marketplace is TikTok’s oýcial portal 
where brands can ûlter and directly reach out to TikTok creators based on criteria like 
location, follower count, industry, etc. It gives access to hundreds of thousands of 
TikTokers and their audience insights (TikTok Creator Marketplace: Ultimate Guide for 
2024 | NoGood). Shopify Collabs is another example – for e-commerce brands on 
Shopify, it’s a built-in marketplace to ûnd inüuencers and even set up aýliate programs, 
all integrated with the store’s backend (Top 16 Influencer Marketing Platforms for 2025 | 
Sprout Social) (Top 16 Influencer Marketing Platforms for 2025 | Sprout Social). Such 
marketplaces simplify discovery for brands focused on one platform or looking for 
creators already interested in partnerships. 
 

● Inüuencer Databases & Search Engines: Tools like Heepsy serve as global search 
engines for inüuencers. Heepsy, for instance, lets brands search millions of inüuencer 
proûles across Instagram, YouTube, TikTok and more, ûltering by niche, location, 
follower count, etc. (Top 16 Influencer Marketing Platforms for 2025 | Sprout Social) 
(Top 16 Influencer Marketing Platforms for 2025 | Sprout Social). These are useful for 
quickly generating a list of potential partners in a speciûc category (e.g. <ûtness 
inüuencers in California with 10k–100k followers=). Other database platforms include 
Upüuence, Inüuencity, and Meltwater (Klear), which boast large creator indexes and use 
AI to suggest relevant creators. Upüuence notably has an AI <creator matching= tool and 
integrates aýliate tracking, catering to e-commerce brands (Top 16 Influencer Marketing 
Platforms for 2025 | Sprout Social) (Top 16 Influencer Marketing Platforms for 2025 | 
Sprout Social). Meltwater (which acquired Klear) offers AI-assisted ûltering of 30M+ 
inüuencers and the ability to analyze multi-platform presence (Top 16 Influencer 
Marketing Platforms for 2025 | Sprout Social) (Top 16 Influencer Marketing Platforms for 
2025 | Sprout Social). 
 

● Social Listening and Brand Community Tools: Some brands identify potential creators 
by listening to who is already talking about their brand or category. Tools like 
Brandwatch (with its consumer intelligence and inüuencer module) allow brands to 
monitor social conversations and spot emerging creators or passionate fans of the 
brand (Top 16 Influencer Marketing Platforms for 2025 | Sprout Social) (Top 16 
Influencer Marketing Platforms for 2025 | Sprout Social). Additionally, many brands keep 
an eye on their own follower base for micro-inüuencers who organically love the product 
– those individuals can be invited into ambassador programs. Employee advocacy 
platforms are also used in vetting <internal inüuencers= (employees who create content, 
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especially relevant in tech and lifestyle sectors). 
 

Vetting Criteria: Once a pool of potential creators is found, brands apply stringent vetting 
criteria to ensure quality and brand safety: 

● Audience Authenticity & Fraud Check: A top concern is verifying that a creator’s 
followers and engagement are real (not bots or purchased). Brands commonly use 
analytics tools like HypeAuditor or built-in platform metrics to audit an inüuencer’s 
follower growth patterns, like-to-follower ratios, and comment quality. Encouragingly, 
platforms are cracking down on fraud – e.g. TikTok removed 32.6 million fake followers 
in Q1 2024 as part of its anti-fake efforts (35 Influencer Marketing Statistics Shaping 
2024). Many brands and agencies also leverage AI to assist here: 63% of businesses use 
AI techniques to identify bogus followers and ûlter out inüuencers with inüated metrics 
(The Power of Influencer Marketing in 2024: A Guide) (The Power of Influencer 
Marketing in 2024: A Guide). This ensures the chosen creators truly have the reach and 
impact their numbers suggest. 
 

● Engagement and Performance Metrics: Beyond follower count, engagement rate is a 
key indicator of an inüuencer’s connection with their audience. Brands often set 
benchmarks (e.g. prefer inüuencers with >3% engagement on Instagram, or >10% on 
TikTok, given TikTok’s typically higher rates (35 Influencer Marketing Statistics Shaping 
2024)). They also look at the quality of engagement – are people commenting 
thoughtfully, asking questions? Micro and nano-inüuencers often have the highest 
engagement rates, which is why 47% of marketers reported the most success working 
with micro-inüuencers in campaigns (35 Influencer Marketing Statistics Shaping 2024). 
If historical campaign performance data is available (some platforms provide past 
collaboration results), brands will review those as well. 
 

● Audience Demographics & Fit: Brands vet whether an inüuencer’s audience aligns with 
the target market for the product. Data on followers’ age range, gender split, location, 
and interests is considered. For example, a premium skincare brand targeting women 
25–40 will vet that a potential inüuencer indeed has a majority of followers in that 
demographic (and not, say, mostly teenage followers). Many identiûcation tools provide 
audience demographic breakdowns sourced via platform APIs or surveys. Alignment on 
geography is important for U.S.-focused campaigns – an inüuencer might have a big 
following, but if a large chunk is overseas and the brand only sells in the U.S., that’s a 
mismatch. 
 

● Content Quality and Brand Alignment: Marketers or their agencies manually review a 
creator’s past content (at least recent few months) to judge quality, style, and brand 
safety. They look for consistency in posting, aesthetic ût (e.g. does the inüuencer’s 
photography or video style match the brand’s vibe?), and any red üags. Red üags can 
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include past controversial statements, off-brand content, or competitor partnerships. 
Most brands avoid inüuencers who have recently promoted a direct competitor. Many 
have exclusion lists for sensitive categories (for instance, a family-friendly consumer 
brand might avoid inüuencers who frequently post about gambling or political topics). 
This qualitative vetting is often time-consuming but crucial – tools can surface data, but 
human judgment is needed to ensure a creator’s persona and values align with the brand 
image. 
 

● Category Expertise or Niche Inüuence: Depending on the campaign, brands might vet 
for speciûc niche inüuence. For example, a tech gadget brand launching new 
headphones might speciûcally seek inüuencers known for audio reviews or tech 
tutorials. Credibility in the product category can boost the effectiveness of the 
collaboration, as the inüuencer is seen as a trusted voice in that niche. In 2024, there’s a 
noted rise in seeking specialized niche inüuencers over generic lifestyle inüuencers 
(Types of Collaborations With Influencers to Look Out for in 2025) – because niche 
creators have highly engaged audiences looking for content in that domain (e.g. a vegan 
recipe inüuencer for a plant-based food product ensures the right audience ût). 
 

● Platform-Speciûc Vetting: On certain platforms, additional vetting might occur. For 
instance, for TikTok creators, brands may examine the creator’s consistency in video 
virality (do they frequently land on the For You page?), their proûciency with 
trends/music, and how they handle disclosures (since TikTok has strict rules around 
sponsored content disclosure). On YouTube, brands might vet production quality and the 
sentiment of viewer comments (YouTube comments can be very telling of audience 
loyalty or skepticism). For LinkedIn creators (in B2B or career space), vetting might 
include checking their professional background or thought leadership in relevant topics. 
 

Industry Standards and Emerging Tools: As inüuencer marketing has matured, a few platforms 
have emerged as common industry standards for discovery and vetting. CreatorIQ, Grin, Tagger 
(Sprout Social’s inüuencer tool), Traackr, Upüuence, and Aspire are frequently cited by brands 
and agencies as go-to solutions. A recent trends report noted that investing in robust inüuencer 
platforms can alleviate top challenges like ûnding the right inüuencers and managing 
campaigns (35 Influencer Marketing Statistics Shaping 2024) (35 Influencer Marketing 
Statistics Shaping 2024). These platforms often come with built-in vetting features – e.g. 
credibility scores, past fraud alerts, audience overlap analysis – turning what used to be a 
manual vetting slog into a more data-driven exercise. 

In addition, AI and machine learning are starting to play a bigger role in creator identiûcation by 
predicting which creators will best resonate with a brand’s speciûc audience. Some tools claim 
to forecast an inüuencer’s likely engagement or conversion performance for a given industry, 
using historical data patterns. By 2025, we expect more widespread adoption of AI-driven 
discovery to augment human decision-making. 
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Finally, the human touch remains important: Many brands involve their marketing teams or 
inüuencer agencies in gut-checking inüuencer selections (sometimes even interviewing creators 
or doing trial collaborations). Especially for long-term ambassadorships, the <ût= in terms of 
personality and professionalism is key – brands will observe how a creator communicates 
during the negotiation process as part of vetting. 

In summary, identiûcation and vetting in 2024 is a sophisticated, tech-enabled process. Brands 
leverage platforms with millions of creators indexed, then apply ûlters and AI insights to 
shortlist candidates. Each candidate is then vetted for authenticity, alignment, and quality. The 
result is that brands are more conûdent than ever in their choices – reducing the risk of a 
mismatch and increasing the likelihood of a successful partnership. As one report put it, <an 
inûuencer platform gives you access to a searchable database of authentic, vetted inûuencers= so 
you can ûnd partners that truly align with your audience and campaign needs (Top 16 Influencer 
Marketing Platforms for 2025 | Sprout Social) (Top 16 Influencer Marketing Platforms for 2025 | 
Sprout Social). With these tools and methods, brands heading into 2025 are building stronger, 
more reliable creator rosters to power their marketing strategies. 

Table: Recommended Tools & Platforms for Inüuencer Discovery, Management & 
Measurement 

To assist with creator identiûcation, campaign management, and performance tracking, here is 
a selection of notable platforms used by consumer brands: 

Platform / Tool Description & Capabilities 

CreatorIQ Enterprise-grade inüuencer marketing platform. Large database for 
discovery (multi-platform), advanced audience analytics, campaign 
worküow, and ROI measurement. Used by many Fortune 500 brands; 
known for robust analytics and integration capabilities (e.g., CRM and 
e-commerce integrations). 

Grin End-to-end inüuencer management software (popular with DTC brands). 
Offers AI-assisted discovery and a browser extension to gather 
inüuencer data on the üy ([Top 16 Inüuencer Marketing Platforms for 
2025 

Sprout Social 
(Tagger) 

Sprout Social’s inüuencer platform (from its Tagger acquisition) 
provides AI-driven creator discovery, campaign management, and 
uniûed analytics alongside other social data ([Top 16 Inüuencer 
Marketing Platforms for 2025 
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Upüuence An inüuencer & aýliate marketing platform with AI features. 
Particularly suited for e-commerce brands – can scan a brand’s own 
customers or followers to ûnd inüuencer potential. Provides tools for 
auto-generating outreach messages and promo codes, and 
streamlined inüuencer payments ([Top 16 Inüuencer Marketing 
Platforms for 2025 

LTK 
(LiketoKnow.it) 

A platform originally built for fashion/lifestyle inüuencers to share 
shoppable content, now evolved to a full inüuencer marketing network. 
Offers brands access to an invite-only roster of vetted inüuencers with 
proven sales results ([Top 16 Inüuencer Marketing Platforms for 2025 

TikTok Creator 
Marketplace 

TikTok’s oýcial creator-brand collaboration portal. Allows brands to 
search for TikTok inüuencers by niche, follower count, audience 
demographics, etc., and initiate collaborations directly. Brands beneût 
from TikTok-veriûed data on views, engagement, and audience proûles. 
The platform also supports campaign management features speciûc to 
TikTok (e.g. usage of trending sounds, performance benchmarking on 
the app). It’s a go-to for brands prioritizing TikTok – tapping into the 
huge Gen Z user base with ease ([Inside the creator marketing trends 
expected to go viral in 2024 

Shopify Collabs An inüuencer recruitment and management app integrated into Shopify 
(for merchants). Free for Shopify users ([Top 16 Inüuencer Marketing 
Platforms for 2025 

Meltwater (Klear) A consumer intelligence and social listening suite that includes Klear’s 
inüuencer discovery and analytics. Its strength lies in data: ûltering 
through 30M+ inüuencers with smart AI tools ([Top 16 Inüuencer 
Marketing Platforms for 2025 

Heepsy A dedicated inüuencer search engine with a simple interface. Brands 
can quickly ûnd inüuencers worldwide by category, follower count, 
location, engagement rate, etc. Useful for initial discovery, especially in 
new markets or niches. Heepsy also gives basic analytics on audience 
demographics and allows creating lists to organize prospects ([Top 16 
Inüuencer Marketing Platforms for 2025 



HypeAuditor An analytics tool focused on vetting and auditing inüuencer audiences. 
Widely used to detect fake followers, suspicious engagement, or 
audience quality issues. HypeAuditor provides an <Audience Quality 
Score= and can audit an inüuencer’s proûle for red üags (e.g., sudden 
spikes in followers). Brands or agencies often run potential partners 
through HypeAuditor (or similar) as a ûnal vetting step to ensure 
authenticity. It doesn’t manage campaigns but is valuable for trust and 
safety veriûcation. 

(Sources: Platform oücial websites and Sprout Social analysis of top inûuencer platforms (Top 16 
Influencer Marketing Platforms for 2025 | Sprout Social) (Top 16 Influencer Marketing Platforms 
for 2025 | Sprout Social) (Top 16 Influencer Marketing Platforms for 2025 | Sprout Social) (Top 16 
Influencer Marketing Platforms for 2025 | Sprout Social) (Top 16 Influencer Marketing Platforms 
for 2025 | Sprout Social).) 

4. Campaign Management & Measurement 

Executing creator campaigns at scale and measuring their impact has its own set of tools and 
best practices. In 2024, brands increasingly use integrated platforms to manage inüuencer 
partnerships from outreach to payment, and rely on a combination of standard social media 
metrics and business KPIs to gauge success. 

Campaign Management Platforms: The same platforms mentioned for discovery (CreatorIQ, 
Grin, Sprout/Tagger, etc.) usually include campaign management modules. These allow 
marketers to track each collaboration through stages – invitation, content brieûng, content 
review/approvals, posting schedule, and payment. For example, a brand can use its platform to 
send a campaign brief to multiple inüuencers, collect their draft posts or video content for 
approval, and ensure all required hashtags/disclosures are in place. 

Key features that aid in campaign execution include: 

● Centralized Communication: Instead of back-and-forth emails or DMs, inüuencer 
management tools offer a messaging hub or even email integration so that all 
communication stays in one place. This helps when coordinating dozens of inüuencers 
at once. 
 

● Content and Contract Worküow: Brands can generate contracts or agreement terms 
(often templated) for inüuencers to sign digitally, specifying deliverables (number of 
posts, timelines, usage rights for content, etc.). They can also receive and review content 
drafts if needed. Having this in-platform ensures nothing slips through – e.g. an 
inüuencer doesn’t forget to include the #ad tag or required talking points. 
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● Product Seeding & Fulûllment: For campaigns that involve sending products to 
inüuencers (common in beauty, food & bev, apparel), many platforms integrate with 
e-commerce systems to handle shipping. For instance, Grin and Upüuence let you 
manage product gifting – selecting items for each inüuencer and tracking when they’ve 
been shipped and received (Top 16 Influencer Marketing Platforms for 2025 | Sprout 
Social). Shopify Collabs directly ties into inventory for sending samples (Top 16 
Influencer Marketing Platforms for 2025 | Sprout Social). This streamlines what used to 
be a very manual logistical task. 
 

● Payment & Compensation Management: Inüuencer payments (fees, commissions, 
rewards) can be handled at scale. Platforms either have in-built payment processing or 
allow exporting data for ûnance. This is especially useful for larger programs – if you 
have 50 inüuencers each to be paid a different amount, the software can record 
deliverables completed and either automate the payout or generate a report for payroll. 
This reduces errors and ensures inüuencers are paid promptly (important for 
relationship building). Some tools even support converting sales results to commission 
payouts automatically (for aýliate deals). 
 

● Team Collaboration & Approval Flows: For brands with multiple team members or 
agencies, these platforms provide user roles so that, for example, a legal team member 
can log in just to approve content for compliance, or a marketing exec can view reports. 
It centralizes everything, making inüuencer programs more like any other marketing 
project with proper oversight. 
 

The end goal of using such management platforms is eýciency – as noted in one analysis, <an 
inüuencer marketing software gives you a single platform for end-to-end campaign 
management, from negotiating terms to reviewing content=, eliminating the need to juggle 
spreadsheets and emails (Top 16 Influencer Marketing Platforms for 2025 | Sprout Social). This 
is increasingly crucial as programs scale (some large brands work with hundreds of creators in 
a year). 

Measurement Methods & KPIs: Measurement in creator marketing has advanced from just 
<likes and comments= to a more holistic view of ROI and business impact. Key performance 
indicators (KPIs) and methods include: 

● Reach & Impressions: Basic awareness metrics – how many people saw the inüuencer 
content. Platforms often pull in impression data (especially for Instagram Stories or 
TikTok views) via API or from the inüuencer’s self-reported insights. Reach helps 
evaluate if a campaign achieved the desired scale. For big awareness campaigns, total 
reach (unique viewers) is a primary KPI. Impressions (including repeat views) are also 
tracked. 
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● Engagement Metrics: Engagement rate (engagements divided by followers or views) is 
a core metric for content resonance. Marketers track likes, comments, shares, saves, 
retweets, etc., depending on the platform. Engagement rate indicates how well the 
content connected with the audience. In campaigns, they might compute an average 
engagement rate across all inüuencer posts to benchmark success. Comments are 
often qualitatively analyzed for sentiment (e.g. positive feedback, questions about the 
product = good sign). A high engagement rate suggests strong audience interest or trust 
– which is why brands prize inüuencers with high engagement even if their follower 
count is smaller (35 Influencer Marketing Statistics Shaping 2024). 
 

● Clicks & Traýc: If inüuencers are sharing links (in bios, swipe-ups, or link stickers), 
brands track click-throughs to the website or e-commerce page. Using UTM parameters 
or unique referral links for each inüuencer, marketers can see how much traýc each 
creator drove. This is crucial for evaluating mid-funnel performance (interest generated). 
Some campaigns aim to boost app installs or website visits, where link clicks is a key 
KPI. For platforms like Instagram where clickable links in posts are limited, trackable 
promo codes serve as a proxy to measure action – if consumers use the inüuencer’s 
code at checkout, it indicates they were driven by that inüuencer. 
 

● Conversions & Sales: Ultimately, many campaigns measure conversions – be it sales, 
sign-ups, or other deûned conversions. Brands will attribute sales to inüuencer 
campaigns through methods like unique discount codes, aýliate link sales, or 
post-campaign surveys (asking customers how they heard about the product). For 
example, an inüuencer might have a code that gives customers 10% off; the brand can 
track total sales using that code to gauge that inüuencer’s direct impact. Social 
commerce integrations are making this easier – e.g. purchases made directly in TikTok 
Shop or Instagram checkout provide immediate data on sales from a creator’s content. 
As social commerce grows (U.S. social commerce sales are expected to double from 
$67B in 2023 to $144B by 2027 (Inside the creator marketing trends expected to go viral 
in 2024 | Marketing Dive)), conversion metrics in inüuencer campaigns are becoming 
more standard. 
 

● ROI and Cost per Outcome: Brands are increasingly calculating return on investment 
(ROI) for inüuencer marketing. ROI can be measured in multiple ways: 
 

○ Revenue ROI: (Revenue generated from campaign) ÷ (Cost of campaign). For 
example, if $50k was spent on an inüuencer campaign and it drove $200k in 
sales, that’s a 4x ROI. About 70% of brands now measure inüuencer ROI in some 
form (35 Influencer Marketing Statistics Shaping 2024) – a number that is 
growing as tracking improves. 
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○ Media Value (EMV): Some brands use Earned Media Value as a proxy – 
assigning a dollar value to the reach/engagement an inüuencer provided 
compared to paying for advertising. If an inüuencer post got 1 million 
impressions, what would that have cost via paid ads? This metric is not universal 
but is used in industries like beauty to quantify the <buzz= from inüuencers. 
 

○ Cost per Engagement or Cost per Acquisition: Similar to how digital ads are 
measured, brands will calculate CPE (cost per engagement) or CPA (cost per 
action) for inüuencer campaigns. For instance, if an inüuencer was paid $5,000 
and their content got 50,000 engagements (likes/comments/shares), the CPE is 
$0.10 per engagement – which can be compared to benchmarks or other 
marketing channels. If tracking sales, cost per acquisition (CPA) tells how 
cost-effective the campaign was per customer acquired. 
 

● Brand Sentiment & Lift: Beyond direct metrics, brands care about qualitative impact – 
has the inüuencer campaign improved brand perception or awareness? To measure this, 
some use brand lift studies (surveys before and after campaigns to test recall and 
favorability), or social listening to track mentions of the brand on social media during the 
campaign period. Positive spikes in sentiment (e.g. an inüux of organic positive 
mentions, or comments like <I see this product everywhere, I want to try it!=) indicate 
success in shaping brand perception. In the consumer space, where sentiment is key for 
long-term loyalty, this can be as important as immediate sales. Inüuencer content often 
sparks conversations – a well-run campaign might result in many people posting about 
<I bought this product after seeing XYZ’s video, and I love it,= fueling a cycle of 
word-of-mouth. 
 

● Engagement Quality & Community Growth: Another KPI some brands monitor is whether 
the inüuencer campaign translates to growth of the brand’s own social following or 
community. For example, did the brand’s Instagram gain followers during the inüuencer 
takeover? Did the hashtag campaign yield lots of user-generated posts? These indicate 
that the campaign not only got short-term engagement but also built longer-term assets 
(an expanded audience that the brand can re-market to). 
 

The most important KPIs often vary by campaign goal. A summary from industry guidance lists 
typical metrics: engagement rate, conversion rate, reach/impressions, and CPM as top 
measures for inüuencer ROI (35 Influencer Marketing Statistics Shaping 2024). Many marketers 
also still value engagement above sheer reach – a highly engaged smaller campaign may be 
deemed more successful than a huge reach campaign that prompted little interaction or sales. 

It’s worth noting that while 84–85% of brands say inüuencer marketing is effective for them (35 
Influencer Marketing Statistics Shaping 2024), there is still a gap in measurement – about 30% 
of brands do not yet rigorously measure ROI (35 Influencer Marketing Statistics Shaping 2024). 
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However, this gap is closing as the need to show business value grows (35 Influencer Marketing 
Statistics Shaping 2024). The adoption of dedicated tools (as outlined above) is helping more 
brands track results, and there’s a push to integrate inüuencer campaign data with overall 
marketing analytics. 

Attribution Challenges and Solutions: One challenge in measurement is attributing downstream 
effects to inüuencer content. Often a customer might see an inüuencer’s post, not swipe up or 
buy immediately, but later search for the product or buy in-store. To capture this, brands use 
techniques like: 

● Custom landing pages or vanity URLs for inüuencers to mention (which then redirect 
and are tracked). 
 

● Post-campaign surveys on the website (<Where did you hear about us?= including 
inüuencer as an option). 
 

● Unique product bundles or SKUs associated with an inüuencer (if an inüuencer has a 
<favorite picks= set, the sales of that set can be tracked). 
 

● Marketing mix modeling for larger brands – to estimate the contribution of inüuencer 
marketing to sales alongside other channels. 
 

In 2024, many brands accept that inüuencer marketing works somewhat like upper- and 
mid-funnel advertising – it may not always convert instantly, but it primes the pump for other 
channels. For example, someone sees a TikTok about a new snack brand, then a week later 
sees it on a store shelf and decides to buy. The inüuencer indirectly drove that purchase. To 
quantify this indirect impact, some brands look at overall uplift in sales or web traýc in regions 
where a campaign was active versus control regions. 

To summarize measurement: brands are getting more sophisticated and holistic. Engagement 
and reach are still tracked for every campaign, but there’s greater emphasis on tying inüuencer 
efforts to business outcomes like sales, leads, and brand lift. The KPI mix is chosen based on 
campaign objectives (awareness vs sales vs loyalty). Advanced brands will have a dashboard 
that might show, for instance: Campaign X with 10 inûuencers yielded 5 million impressions, 300k 
engagements (6% average engagement rate), 25k clicks to site, and $100k in attributed revenue, 
resulting in a ROI of 3:1 and a sentiment score of 85% positive. Those kind of integrated results 
resonate with executives and ensure inüuencer marketing continues to secure budget as a 
proven channel. 

(KPIs reference: common metrics from Inûuencer Marketing Hub report (35 Influencer Marketing 
Statistics Shaping 2024). ROI and platform performance reference: 30% of marketers cite 
Instagram as highest ROI, compared to 20% for YouTube/Facebook and 14% for TikTok (35 
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Influencer Marketing Statistics Shaping 2024) (35 Influencer Marketing Statistics Shaping 2024), 
highlighting differences in measurable returns.) 

5. Consumer Impact & Effectiveness (2024–2025) 

The ultimate test of creator marketing is its impact on consumers – does it inüuence their 
decisions and perception of brands? In 2024, evidence shows that inüuencer content has 
substantial sway over consumer behavior, especially among younger demographics. Creator 
marketing has proven effective in driving everything from product discovery to purchase and 
fostering brand loyalty. 

Inüuencing Purchase Decisions: A growing share of consumers report buying products based 
on inüuencer recommendations. Surveys indicate that roughly 1 in 2 consumers have made a 
purchase due to an inüuencer’s endorsement – for instance, 49% of consumers say they’ve 
bought something because an inüuencer said it was good (5 Insights You Need to Know About 
Influencer Partnerships in 2024). Another study focusing on social media users aged 18-54 
found about 21% had made a purchase because of an inüuencer, with the ûgure jumping to 32% 
for Gen Z (35 Influencer Marketing Statistics Shaping 2024). This demonstrates that while all 
age groups can be inüuenced, Gen Z is especially susceptible to inüuencer recommendations, 
with nearly one-third having been converted into buyers via creator content. 

The types of content that drive these decisions are telling. Young consumers respond strongly 
to formats like reviews, hauls, and tutorials: 

● A Morning Consult poll found 53% of Gen Z had purchased a product after watching a 
social media <review= video, and signiûcant numbers were driven by haul videos (40%) 
and <get ready with me= routines (37%) (Inside the creator marketing trends expected to 
go viral in 2024 | Marketing Dive). These formats mimic word-of-mouth and allow 
inüuencers to demonstrate products in use, building trust with viewers. 
 

● Inüuencers are now a preferred channel for discovery: 31% of social media users (all 
ages) say they prefer to learn about new products from an inüuencer they follow over 
other methods (35 Influencer Marketing Statistics Shaping 2024). For Gen Z, this is even 
higher – 43% of Gen Z consumers prefer inüuencers for product discovery (35 
Influencer Marketing Statistics Shaping 2024), indicating that nearly half of young 
consumers would rather hear about products via a creator than through traditional ads 
or company posts. 
 

What underpins this effectiveness is trust and relatability. Many consumers view creators as 
more approachable and genuine than brands: 
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● In a Matter Communications study, 61% of consumers said <relatable= inüuencers 
(whose lifestyles and struggles are similar to their own) are the most appealing (35 
Influencer Marketing Statistics Shaping 2024). Relatable creators come off as friends or 
peers, so their recommendations carry weight. 
 

● Expert inüuencers (those with specialized knowledge) were the next most trusted at 
43% preference (35 Influencer Marketing Statistics Shaping 2024), showing that 
expertise and authenticity together make inüuencer recommendations credible. 
 

Crucially, trust translates to purchase intent. One data point shows 78% of consumers are more 
likely to trust and buy from a brand that is supported by an inüuencer they admire (The Power 
of Influencer Marketing in 2024: A Guide). In other words, if a favorite YouTuber or TikToker 
regularly touts a brand, fans of that creator place implicit trust in the brand – the inüuencer’s 
<seal of approval= acts as social proof. This is a powerful endorsement that traditional 
advertising struggles to achieve. Notably, Gen Z even trust inüuencers at times more than other 
sources; according to a GoDaddy survey, about 41% of Gen Z trust a product recommended by 
an inüuencer more than one recommended via a TV or online ad (End of Word-of-Mouth 
Advertising? GoDaddy Data Shows Gen Z ...). Some reports even suggest Gen Z trust 
inüuencers’ opinions sometimes more than friends’ opinions when it comes to products (Gen Z 
Trusts Influencers More Than Friends, Says GoDaddy), highlighting how ingrained creators are in 
their social fabric. 

Demographic Differences: Age is the clearest differentiator: 

● Gen Z (ages ~10–25 in 2025): This cohort is the most inüuenced by creators. They are 
digital natives who spend extensive time on TikTok, YouTube, and Instagram, where 
inüuencers are key content providers. Gen Z is also the generation that is somewhat 
ad-averse but inüuencer-friendly – they often use ad blockers or skip ads, yet will 
voluntarily consume inüuencer content. Nearly 40% of Gen Z say they trust inûuencers 
more now than a year ago (Gen Z Social Media Trends & Usage | Sprout Social), 
indicating growing trust. And Gen Z is more likely than any other group to say that 
inüuencer content impacts their purchase decisions the most (Gen Z Social Media 
Trends & Usage | Sprout Social). Additionally, Gen Z engages with newer formats like 
short video and social commerce, where inüuencers are front and center. They also 
participate in trends and challenges started by inüuencers, which can lead to purchases 
(e.g. buying ingredients for a TikTok recipe trend). 
 

● Millennials (ages ~26–41 in 2025): Millennials also are signiûcantly inüuenced by social 
creators, though slightly less than Gen Z. Many millennials grew up with early social 
media inüuencers on YouTube and Instagram and have now matured alongside them. 
They tend to use YouTube for in-depth reviews and Instagram for lifestyle inspiration. 
Millennials often value authenticity and expertise; they might trust inüuencers who have 
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proven knowledge (tech reviewers, parenting bloggers, etc.). Data suggests millennials 
still rely on a mix of sources – some surveys have shown millennials slightly favor brand 
communications for info in certain categories (Gen Z's reliance on influencer marketing 
outpaces millennials), but they absolutely are swayed by inüuencers in others (e.g. 
home, wellness, personal style). For instance, the popularity of <Mom inüuencers= 
among millennial parents or ûnance inüuencers guiding millennial investors 
demonstrates targeted impact. 
 

● Gen X and Boomers: These older cohorts (Gen X ~42–57, Boomers 58+) are less directly 
inüuenced by inüuencers, simply because they use social media differently. However, 
their inüuence is rising as more Gen X adopt Instagram and Facebook for product 
discovery. Often, Gen X and Boomers respond to inüuencers who feel trustworthy and 
are perhaps closer to their peer group (e.g. a 50-year-old home chef on YouTube with a 
following for her recipes might inüuence Boomer audiences). They also consume a lot of 
YouTube content – how-to videos, reviews before purchasing appliances, etc., where a 
content creator’s opinion can tip the scales. Trust in inüuencers among these groups is 
lower – they tend to trust traditional expert reviews or personal recommendations more 
– but it is growing as they become more accustomed to online personalities. For certain 
verticals like travel, home improvement, or automotive, Gen X/Booster consumers do 
follow known personalities (like travel vloggers or DIY home project YouTubers) and take 
their advice on purchases. 
 

Impact on Brand Perception: Creator marketing doesn’t just drive sales; it shapes brand story 
and sentiment. When consumers see a product repeatedly endorsed or used organically by 
inüuencers they follow, it can dramatically raise brand awareness and position the brand as 
<cool,= <relevant,= or <high-quality= depending on the context. For example: 

● Beauty and skincare brands have been built almost entirely via inüuencer buzz (e.g. 
Glossier in its early days or Fenty Beauty’s sustained hype). Consumers often perceive 
these brands as more authentic or community-driven. 
 

● Social proof: If someone’s favorite ûtness YouTuber always wears Gymshark apparel, the 
brand gains credibility by association, which can increase a consumer’s likelihood to 
choose Gymshark over a competitor. 
 

● On the üip side, if an inüuencer partnership goes wrong (creator controversy or 
inauthentic promotion), it can negatively affect brand perception. Therefore, authenticity 
is key – audiences can tell when a creator genuinely likes a product versus when they 
are just cashing a check. Happily, the trend toward longer-term partnerships is mitigating 
this, as long-term ambassadorship implies the creator truly uses the brand (improving 
authenticity in the eyes of consumers). 
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Community and Fandom Effects: Many creators have tight-knit communities of followers. 
When a brand enters that community via a partnership, it often gains not just customers but 
fans. Followers may discuss the brand among themselves, create secondary content (unboxing 
videos, reviews spurred by the inüuencer’s recommendation), and effectively become 
micro-ambassadors. This peer-to-peer ampliûcation is a unique effect of inüuencer marketing – 
it’s not just one creator to many consumers, but can spark many consumers each inüuencing 
their own small circles. Particularly in niche hobbies (e.g. a certain type of crafting, or a pet 
product in a dog-lover community), an inüuencer introduction can lead to a cascade of 
word-of-mouth in group chats, forums, etc. 

Consumer Trust vs. Skepticism: It’s important to note that while trust in inüuencers is high, 
consumers have also grown more savvy. They expect transparency (hence the importance of 
#ad disclosures). A lack of disclosure can backûre and cause trust erosion in both inüuencer 
and brand. Additionally, there’s a segment of consumers skeptical of any sponsored content – 
but often they are not the target demographic for inüuencer-centric campaigns. The mainstream 
trend is that skepticism toward inüuencers has plateaued or even declined as the industry 
normalizes. With many inüuencers only promoting brands they truly like (for their own personal 
brand’s sake), consumers have seen that inüuencer ads can be more honest than traditional ads. 

Demographic Response Highlights: 

● Gen Z: Highest response; short-form video on TikTok/IG is key. They value humor, trends, 
and authenticity. Inüuencers drive their fashion, beauty, and food choices heavily. 
 

● Young Millennials: Also high response; mix of short-form and YouTube. Often inüuenced 
in parenting, home décor, ûtness, tech purchases. 
 

● Older Millennials/Gen X: Moderate response; inüuenced through YouTube reviews, 
Facebook/Instagram posts from trustworthy ûgures (sometimes 
celebrities-turned-inüuencers). Likely to fact-check or seek multiple opinions, but a 
respected inüuencer’s take weighs in their decision. 
 

● Niche Communities (all ages): Avid hobbyists (e.g. photography enthusiasts, keto diet 
followers, skincare aûcionados) of any age will follow niche inüuencers in that space 
and can be very strongly inüuenced by them because of their specialized expertise and 
community trust. 
 

Effectiveness in the Consumer Journey: Inüuencer marketing particularly shines at the top and 
middle of the funnel: 

● Awareness (Top-of-Funnel): Creators excel at exposing new audiences to a brand. A 
single viral TikTok can put a product in front of millions who never knew it existed. This 



is why brands see value even if not all those impressions convert immediately – it seeds 
awareness. For a new brand or product launch, creator marketing can create initial buzz 
more cost-effectively than a big ad buy, thanks to algorithms that amplify engaging 
content. 
 

● Consideration (Mid-Funnel): When consumers are evaluating options, inüuencer content 
often provides the social proof or explanation that tips the scale. For example, someone 
considering two skincare serums might recall that their favorite skincare guru 
recommended one of them for being more effective – thus they lean toward that one. 
Inüuencers often provide demos, reviews, comparisons, which are crucial in the 
consideration phase. It’s here that trust and authenticity are make-or-break. 
 

● Conversion (Bottom-Funnel): Inüuencers can directly drive conversion when properly 
equipped (aýliate links, discount codes, etc.), as discussed. They act as both inspirers 
and closers, especially for impulse-friendly products (a tasty snack, a neat gadget under 
$50, a trendy lipstick). For higher-priced items, they may not convert on the spot but 
heavily inüuence the eventual decision after further research. 
 

● Loyalty (Post-Purchase): An underrated aspect – when a consumer buys a product 
because of an inüuencer and it meets expectations, both the brand and inüuencer gain 
loyalty. The consumer might follow the brand directly and become a repeat customer. 
Also, inüuencers often create communities (through Discords, hashtags, etc.) where 
consumers share their experiences. This fosters a sense of belonging tied to the brand 
(<I use this because X inüuencer’s community loves it=), increasing retention. 
 

Effectiveness also varies by industry: 

● Beauty & Personal Care: One of the most impacted sectors. Viral inüuencer moments 
(<TikTok made me buy it=) can sell out products overnight. The success of many indie 
beauty brands is tightly linked to inüuencer reviews and tutorials. Consumers virtually 
rely on beauty creators for learning about products – making this channel extremely 
effective. 
 

● Fashion: Highly inüuenced by Instagram and TikTok creators showcasing outûts. The 
right celebrity or micro-inüuencer wearing a piece can drive signiûcant sales (e.g. an 
outût worn in a popular Instagram photo selling out in hours). Consumers look to 
inüuencers for style inspiration more than magazine editors in today’s world. 
 

● Tech/Gadgets: YouTube inüuencers and Twitch streamers inüuence purchases of 
games, electronics, and gadgets by providing deep dives and authentic opinions. For 
many tech enthusiasts, a review by a trusted YouTuber (like Marques Brownlee in tech or 



various gaming streamers) is the ûnal word on whether to buy a device. 
 

● Food & Beverage: Recipe bloggers, ûtness inüuencers (for supplements), and even viral 
TikTok food hacks drive consumers to try speciûc food products or restaurants. 
Chipotle, for instance, has attributed part of its popularity with Gen Z to TikTok 
challenges and inüuencer mentions, which normalized Chipotle as a <cool= brand to eat. 
 

● Lifestyle & Home: Pinterest and Instagram inüuencers in home decor, DIY, and parenting 
have strong sway on products bought for home and family. A recommendation for a 
baby product from a mom inüuencer can lead to a surge in demand from other parents 
who trust her experience. 
 

All evidence suggests that creator marketing is a highly effective tool for shaping consumer 
purchasing and perception in 2024 and beyond. Its effectiveness comes from the humanization 
of marketing – people are more compelled by other people than by faceless brands. As long as 
brands choose the right creators and maintain authenticity, they can signiûcantly inüuence 
consumer behavior. 

One more indication of impact: when asked, Gen Z consumers say inüuencer content is more 
inüuential on their buying decisions than even TV ads or online ads (Gen Z Social Media Trends 
& Usage | Sprout Social). That marks a generational shift in how marketing works – from the era 
of Don Draper ads to the era of Charli D’Amelio TikToks. And even as Gen Z ages, their habits 
are likely to carry forward, suggesting inüuencer marketing will remain potent. 

6. Strategic Recommendations for 2025 

Based on the current state of creator marketing and emerging trends, here are strategic 
recommendations for consumer brands to stay ahead of the curve through 2025: 

1. Adopt an <Always-On= Creator Strategy: Rather than treating inüuencer campaigns as one-off 
experiments, integrate creators into year-round marketing. This means maintaining continuous 
relationships with a roster of inüuencers who can be activated for various campaigns 
throughout the year. An always-on approach (already used by ~58% of some marketing teams) 
helps brands cultivate long-term audience engagement and loyalty via inüuencers (29 
Influencer Marketing Statistics for Your Social Strategy in 2025). It keeps the brand constantly in 
the social conversation. For example, instead of only doing a big inüuencer push for a product 
launch, maintain a steady drumbeat of creator content (product uses, behind-the-scenes, 
seasonal themes) so that consumers are regularly encountering your brand through trusted 
voices. This long-term approach ties into the beneûts of ambassadorship – it will maximize 
reach and frequency over time, reinforcing your brand message continually. In planning, allocate 
a portion of your budget to an <always-on= inüuencer program in addition to spike campaigns. 
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2. Invest in Micro- and Nano-Inüuencers at Scale: As we’ve seen, micro and nano inüuencers 
deliver high engagement and credible recommendations. Brands should expand their 
micro-inüuencer programs, reaching into niche communities. For 2025, consider increasing the 
share of budget or number of collaborations with these smaller creators, who often have 
tightly-knit followings in speciûc niches (e.g. a micro-inüuencer who is an expert in curly hair 
care, or a local foodie with a devoted regional following). These collaborations can be 
cost-effective (many micros will work for product or modest fees) and, when executed in 
volume, can rival the reach of a few big inüuencers but with far more engagement per post. To 
do this eýciently, leverage the platforms and tools to ûnd and manage dozens or hundreds of 
micro-inüuencers – essentially operationalize what some call a <micro army.= Ensure you 
provide them with resources and creative freedom to advocate authentically. The data suggests 
this strategy works: 83% of marketers say inüuencers bring in better-quality customers 
compared to other marketing, likely because of the targeted nature of niche inüuencers (35 
Influencer Marketing Statistics Shaping 2024) (35 Influencer Marketing Statistics Shaping 
2024). 

3. Build Long-Term Partnerships & Creator Loyalty: Pivot your inüuencer collaborations from 
transactional deals to relationship-based partnerships. Identify a pool of creators who truly love 
your brand or could naturally integrate it, and nurture those relationships. This might involve 
signing multi-month or year-long contracts with key ambassadors, or creating ambassador 
communities where creators get early access to products, exclusive information, and a closer 
connection to the brand (as recommended by inüuencer strategists (5 Insights You Need to 
Know About Influencer Partnerships in 2024) (5 Insights You Need to Know About Influencer 
Partnerships in 2024)). By making inüuencers feel like insiders – soliciting their feedback on 
products, featuring them on your channels, co-creating content – they will be more invested in 
your success. The result is more authentic advocacy. As noted earlier, followers notice when an 
inüuencer’s commitment is genuine and long-term, which boosts credibility and persuasion 
(Why Long-Term Influencer Collaborations Outperform One-Off Campaigns on LinkedIn) (Why 
Long-Term Influencer Collaborations Outperform One-Off Campaigns on LinkedIn). Additionally, 
long-term partners become very knowledgeable about your brand, improving the quality of their 
content integrations. Tactically, consider setting up a brand ambassador program with deûned 
tiers of partnership, beneûts, and responsibilities, so that you have a go-to team of creators who 
grow with your brand. 

4. Diversify Across Emerging Channels & Content Formats: Continue to focus on top platforms 
(TikTok, IG, YouTube), but be ready to experiment with emerging platforms and features to stay 
ahead. In 2025, keep an eye on: 

● New Social Platforms or Formats: For example, if TikTok’s sibling app Lemon8 gains 
popularity, or if a platform like BeReal innovates on inüuencer integration, be prepared to 
test how your brand can show up there authentically. Early mover advantage can yield 
outsized PR and reach. (However, always ensure the platform aligns with your audience; 

https://influencermarketinghub.com/influencer-marketing-statistics/#:~:text=11,Quality%20Customers%20from%20Influencer%20Marketing
https://influencermarketinghub.com/influencer-marketing-statistics/#:~:text=11,Quality%20Customers%20from%20Influencer%20Marketing
https://influencermarketinghub.com/influencer-marketing-statistics/#:~:text=Influencer%20marketing%20also%20has%20an,to%20other%20types%20of%20marketing
https://influencermarketinghub.com/influencer-marketing-statistics/#:~:text=Influencer%20marketing%20also%20has%20an,to%20other%20types%20of%20marketing
https://www.rightsideup.com/blog/influencer-partnership-insights-trends#:~:text=,and%20features%20on%20your%20brand%27s
https://www.rightsideup.com/blog/influencer-partnership-insights-trends#:~:text=,and%20features%20on%20your%20brand%27s
https://www.rightsideup.com/blog/influencer-partnership-insights-trends#:~:text=,and%20connection%20to%20your%20brand
https://www.rightsideup.com/blog/influencer-partnership-insights-trends#:~:text=,and%20connection%20to%20your%20brand
https://www.linkedin.com/pulse/why-long-term-influencer-collaborations-outperform-one-off-agarwal-jb4ic#:~:text=These%20creators%20are%20more%20likely,a%20deeper%20understanding%20and%20connection
https://www.linkedin.com/pulse/why-long-term-influencer-collaborations-outperform-one-off-agarwal-jb4ic#:~:text=Sustained%20engagement%20and%20reach%20are,benefits%20of%20these%20enduring%20relationships
https://www.linkedin.com/pulse/why-long-term-influencer-collaborations-outperform-one-off-agarwal-jb4ic#:~:text=Sustained%20engagement%20and%20reach%20are,benefits%20of%20these%20enduring%20relationships


don’t chase every shiny object without strategic ût). 
 

● Social Commerce Tools: Make use of built-in shopping features – e.g. expand into 
TikTok Shop, Instagram Shopping, YouTube’s shoppable tags. Social commerce is 
growing fast (projected $144B+ by 2027 in the US (Inside the creator marketing trends 
expected to go viral in 2024 | Marketing Dive)), and brands that master it early will reap 
beneûts. Work with inüuencers to host live shopping sessions or üash sales on these 
platforms. Even if initial results are modest, the learnings will prepare you for when 
social shopping becomes mainstream. As Ali Fazal of GRIN noted, adjust expectations: 
don’t expect instant ROI like a search ad; social commerce via inüuencers is about 
combining content and frictionless purchase to gradually boost conversions (Inside the 
creator marketing trends expected to go viral in 2024 | Marketing Dive). Over time, this 
could shorten the funnel from inspiration to purchase signiûcantly. 
 

● Long-Form Content and New Media: While short-form is king, long-form inüuencer 
content (podcasts, blogs, long YouTube videos) shouldn’t be ignored for certain 
messages. If your brand has a complex story (tech, healthcare, etc.), engage creators 
who can do long-form explainers or interviews. Podcasts in particular have grown with 
inüuencer hosts – sponsoring or guest-appearing in inüuencer podcasts can reach 
engaged listeners. Also consider emerging media like VR/AR experiences with 
inüuencers (e.g. an AR ûlter challenge started by an inüuencer) as these technologies 
grow. 
 

● Cross-Platform Synergy: Encourage and equip your inüuencers to repurpose content 
across platforms. A TikTok creator could also post a snippet to Reels or do an expanded 
YouTube video. Cross-platform presence ampliûes reach among different demographics 
(as one study noted, Gen Z üocks to TikTok while Millennials favor YouTube for certain 
content (Gen Z Social Media Trends & Usage | Sprout Social) (Gen Z Social Media Trends 
& Usage | Sprout Social)). A multi-platform campaign ensures you’re covering all bases – 
for instance, in a single campaign you might have TikTok for virality, Instagram for 
aesthetics and community, and YouTube for deep-dive information. 
 

5. Leverage Data and AI for Decision-Making: Make your inüuencer program as data-driven as 
the rest of your marketing. Use the analytics tools available to continuously measure what’s 
working (as covered in section 4) and optimize. In 2025, consider implementing: 

● AI Analytics & Prediction: Many platforms now offer AI that can predict which 
inüuencers or content will perform well for your goals. 40% of inüuencer marketers in 
2024 already used AI tools to track results and forecast engagement (The Power of 
Influencer Marketing in 2024: A Guide). Use these insights to reûne your inüuencer 
selection and content strategy. For example, AI might identify that inüuencers who post 
in a certain style (e.g. comedic skits) yield higher conversion for your brand – that can 
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inform your future recruiting. 
 

● Audience Insights Sharing: If you have access to an inüuencer’s audience data (some 
platforms share anonymized follower interests, brand aýnities, etc.), use it to inform not 
just inüuencer marketing but broader marketing. E.g., if many of your partner inüuencers’ 
followers also follow a competitor brand, that’s competitive intel. Or if they show 
unexpected interests (say a lot of your fashion inüuencers’ fans also love anime), you 
might craft creative that taps into that crossover. 
 

● Performance-Based Optimization: Continuously optimize your spend based on ROI. If 
certain inüuencers are consistently driving strong results, double down on those 
relationships (perhaps elevate them to deeper partnerships). Conversely, be unafraid to 
drop or rotate out those who aren’t delivering as expected – but do analyze why (was it 
their audience mismatch? content style?). Over 2024, build a repository of benchmarks – 
e.g. typical engagement rates, CPMs, and conversion rates by inüuencer tier for your 
brand – to set realistic goals and identify outliers. 
 

● Integrate Inüuencer Data with Marketing Stack: Ensure your inüuencer campaign data 
üows into your broader marketing dashboards. Integration via APIs or manual import 
into a central analytics tool can allow you to compare, say, inüuencer marketing ROI vs 
paid social ROI side by side (35 Influencer Marketing Statistics Shaping 2024) (35 
Influencer Marketing Statistics Shaping 2024). This helps justify budgets and plan 
optimal channel mixes. 
 

6. Emphasize Authenticity and Brand Alignment: With the proliferation of inüuencer content, 
consumers will gravitate even more to authenticity. Brands should carefully align with creators 
whose persona and values match their own. This may mean sometimes choosing a smaller 
inüuencer who truly loves your product over a bigger name who is a lukewarm ût. The 
authenticity will pay off in better engagement and trust. As part of this, maintain strict vetting 
and brand safety standards – do deep background checks on prospective ambassadors for any 
history that conüicts with your brand’s image (as cancel culture and scrutiny remain high). It’s 
easier to avoid a misaligned partnership than to repair damage after the fact. Additionally, 
authenticity in execution: allow inüuencers creative freedom in how they talk about your 
product. Provide guidance, not scripts, so the content feels natural. The audience can tell when 
it’s the inüuencer’s voice versus corporate speak. Authentic storytelling – e.g. the inüuencer 
sharing a genuine personal experience with the product – is golden. According to trends, 
relatable, <everyday= inüuencers are increasingly favored by consumers over picture-perfect 
celebrities (35 Influencer Marketing Statistics Shaping 2024), so lean into relatability in casting 
and content. 

7. Encourage Co-Creation and Community Building: Evolve your inüuencer relationships into 
something deeper – co-create with them. This could involve product development (as 
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mentioned with co-branded products – a strategy which, if feasible, can generate huge buzz and 
unique sales opportunities). Even if not developing actual products, involve inüuencers in 
campaign brainstorming. For example, if you’re a food brand planning a holiday campaign, invite 
a few food inüuencers to a roundtable to ideate recipe content – they’ll feel ownership and likely 
produce even better content. Some brands form creator councils or advisory boards for this 
purpose. Also, facilitate ways for your inüuencers to engage with each other and with your brand 
team (private groups, invite them to brand events or HQ). This can turn your inüuencer team into 
a community who amplify each other’s content and collectively amplify the brand. Remember, 
inüuencers are essentially expert content creators – tapping into their creativity can lead to 
campaign ideas a traditional agency might not conceive. 

8. Focus on Compliance and Transparency: As you scale, remain vigilant about disclosure 
compliance (FTC guidelines in the U.S.) and protecting both the brand’s and inüuencers’ 
integrity. Always ensure #ad or partnerships are clearly disclosed – this actually helps maintain 
trust with audiences. Additionally, set guidelines for inüuencers on ethical behavior as 
representatives of your brand (e.g. no hate speech, etc.), which most already abide by, but 
having mutual expectations avoids issues. In 2025, regulatory oversight on inüuencer marketing 
may increase (FTC is continually updating endorsement guides), so being a brand that’s 
proactive and transparent will keep you ahead of any potential fallout. 

By implementing these strategies, brands can strengthen their creator marketing efforts: 

● Stay agile and current with where audiences are moving (platforms, formats). 
 

● Deepen relationships to foster authenticity that resonates with consumers. 
 

● Scale intelligently using data and tools to manage larger programs without losing the 
human touch. 
 

● Measure and iterate to keep improving ROI and impact. 
 

In essence, treat creators as a core pillar of your marketing strategy, not an add-on. The brands 
that do so are already seeing outsized returns in 2024, and this will only increase in 2025 as the 
creator ecosystem further professionalizes. As one industry saying goes, the message that 
reaches your customer best is the one coming from someone they trust (The State of Creator 
Marketing Report: Trends and Trajectory 2024-2025) – and creators are those trusted 
messengers in the modern media landscape. By staying ahead with these strategies, brands 
can harness that power to drive growth and brand love well into 2025 and beyond. 

 

Proûles of Successful Brand-Creator Campaigns (Examples): 
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To illustrate these trends, here are a few brief examples of successful creator marketing 
campaigns across industries: 

● Dunkin’ (Food & Beverage) – TikTok Ambassador: Dunkin’ Donuts (now just Dunkin’) 
partnered with TikTok star Charli D’Amelio in an ongoing ambassadorship. They even 
launched a special menu item <The Charli= (her favorite drink). The result was a massive 
spike in social engagement and a 57% increase in app downloads after launch (The Best 
Brand Collaborations of 2024 - Avenue Z). This campaign blended co-creation (a named 
product) with a long-term partnership, successfully making Dunkin’ a staple in Gen Z 
social feeds. 
 

● Gymshark (Fitness Apparel) – Always-On Micro-Inüuencers: Gymshark, a UK ûtness 
brand, built its brand largely through a network of ûtness YouTubers and Instagram 
micro-inüuencers who wore and promoted its apparel consistently. By supporting 
up-and-coming ûtness creators with free gear and commission, Gymshark gained 
authentic advocacy. They ran an ongoing athlete program rather than one-off posts. 
Gymshark grew from a garage startup to a $1+ billion brand, frequently cited as an 
inüuencer marketing case study. Their inüuencers helped create a community 
(#GymsharkFamily) and drove brand perception as the go-to wear for serious ûtness 
enthusiasts. 
 

● E.l.f. Cosmetics (Beauty) – TikTok Hashtag Challenge: E.l.f. launched the 
#EyesLipsFace TikTok challenge, working with a mix of TikTok creators to kick it off 
(including macro inüuencer @savannahlauren). The challenge and its original song went 
ultra-viral – it garnered 5 million+ user-generated videos and over 4 billion views, 
becoming one of TikTok’s most successful brand campaigns (Inside the creator 
marketing trends expected to go viral in 2024 | Marketing Dive). Importantly, e.l.f.’s sales 
saw a boost and it repositioned the brand as a cult Gen Z favorite. This example shows 
the power of engaging inüuencers to spark organic consumer participation, effectively 
turning customers into a secondary wave of inüuencers. 
 

● Samsung (Tech) – YouTube Review Program: For the launch of the Galaxy Z Flip phone, 
Samsung partnered with several tech YouTubers and Instagram tech inüuencers for 
early reviews and creative demos (some did sponsored unboxing videos, others showed 
the phone in fashion shoots on IG). By seeding devices early and forming relationships 
with these tech creators, Samsung ensured a üood of authentic content at launch. Many 
reviews were paid sponsorships but creators were given freedom to share pros and 
cons, which lent credibility. The campaign reached millions of tech-savvy consumers on 
YouTube (who trust their favorite tech reviewers more than ads), contributing to strong 
pre-order numbers. Samsung also leveraged snippets of inüuencer reviews in its own 
social ads, blending inüuencer voices into brand messaging. 
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● L’Oreal (Beauty) – Long-term Multi-Platform Ambassadors: L’Oreal has an ongoing 
<L’Oreal League= of inüuencers of various sizes – beauty vloggers, makeup artists, 
skincare gurus – who are essentially always-on ambassadors. One notable collaboration 
was with beauty inüuencer NikkieTutorials (Nikkie de Jager) who worked with L’Oreal 
over multiple years. She took part in product launches, appeared in L’Oreal’s own 
content, and consistently created looks using L’Oreal products. This yielded a 
trustworthy image for L’Oreal among younger audiences and helped new product lines 
(like foundations and highlighters) gain traction through tutorial-style promotions. The 
long-term nature meant her followers saw L’Oreal as a brand she genuinely used, 
reinforcing trust. 
 

● Chevrolet (Automotive) – Niche TikTok Campaign: Chevy wanted to promote the 
electric Bolt to younger drivers. They identiûed a TikTok car enthusiast (with a following 
for car modiûcation videos) and did a series where he tested and reviewed the Bolt in his 
authentic style. They combined this with a TikTok hashtag #PlugIntoChevy, engaging 
other micro inüuencers in sustainability and tech. This micro-targeted approach resulted 
in high engagement within a niche (EV-curious young drivers), thousands of test-drive 
sign-ups, and positioned Chevy as innovative and relevant. While car purchases have a 
long funnel, Chevy gained valuable brand lift in a demographic where it faces stiff 
competition from Tesla – an investment in future loyalty. 
 

Each of these examples highlights different tactics – from viral challenges to product collabs, 
from micro-inüuencer armies to marquee ambassadors – aligned with the strategies discussed. 
The common thread is strategic alignment between the brand and creators, creative campaign 
design that plays to the platform’s strengths, and delivering content that audiences found 
engaging or useful, which in turn drove measurable business outcomes (awareness, app 
downloads, sales, etc.). 

By learning from such successes and the data-driven insights outlined in this report, consumer 
brands can reûne their creator marketing playbook for 2025, ensuring they not only keep pace 
with the evolving digital landscape but lead it with innovative, authentic, and effective inüuencer 
collaborations. 
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