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By many measures, the creator economy is booming,
but not for everyone

Influencer marketing reached an estimated $32.55 billion in global market value in The power of creators over the last couple of years has become undeniable. However,
2025, and the creator economy is valued at over $250 billion. Brand and agency growth at the market level hasn’t been extending evenly to individual creators. For many
investment in creator marketing accelerated this past year, with the average influencer creators, compensation remains episodic and modest, reflecting a long-tail income
marketing spend increasing by 171% year-over-year, more than the last four years distribution.
combined. : :

CreatorlQ partnered with Sapio Research to survey 300 creators. Among the
At the same time, creators continue to drive an increasingly essential role in brand respondents, the average creator reported earning $44,293 over the past year.
strategy, shaping culture, information, and commerce. Social platforms, fueled by Meanwhile, only 11% secured a 6-figure annual income. CreatorlQ performed additional
creator content, are even expanding across different mediums like TV. research featuring 14.4k creators who received payments from brands or agencies.

Industry growth is scaling, but for creators this growth is not evenly distributed.

The average annual influencer Annual creator income
marketing budget ballooned by 2025

171% year-over-year,
greater than the growth from
2021 to 2024
11%
1%

2021 2022 2023 2024 2025 <$10k $10k-$25k $25k-$50k $50k—-$100k >$100k Prefer not to say
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https://www.statista.com/statistics/1092819/global-influencer-market-size/?srsltid=AfmBOooGXLP2ZuhO7Nv8XFr2HxbrEoyLxdOXbjFaZdFUGRRu9nPtEliG
https://www.statista.com/statistics/1092819/global-influencer-market-size/?srsltid=AfmBOooGXLP2ZuhO7Nv8XFr2HxbrEoyLxdOXbjFaZdFUGRRu9nPtEliG
https://www.goldmansachs.com/insights/articles/the-creator-economy-could-approach-half-a-trillion-dollars-by-2027
https://www.creatoriq.com/white-papers/state-of-creator-marketing-trends-2026
https://www.creatoriq.com/white-papers/state-of-creator-marketing-trends-2026
https://www.creatoriq.com/white-papers/top-influencer-marketing-trends-2020-2023
https://www.creatoriq.com/white-papers/top-influencer-marketing-trends-2020-2023
https://about.instagram.com/blog/announcements/instagram-tv-app

Creator marketing is scaling faster than creator compensation
gains are flowing across the creator ecosystem

When viewed at scale, creator compensation
remains highly concentrated.

Across CreatorlQ campaigns with direct payments in

2025, creators earned an average of $11.4k, while the median
creator earned $3.0k, reflecting a reality where

a small percentage of creators capture a disproportionate
share of total spend, while most creators earn at lower levels.
Additionally the top 10% of creators received 62% of the total
volume of creator payments. The majority of spend flows to a
relatively small segment of high-performing creators, and this
disparity is deepening.

At the same time, total dollars paid to creators increased by
59% year-over-year, and the number of creators participating in
campaigns grew by 183%. In other words, creator marketing
is scaling faster than creator compensation gains are flowing
across the creator ecosystem.

This dynamic has important implications for both creators and
brands. For creators, income volatility remains a core challenge.
For brands, it signals a market where creator supply is abundant,
but the sustainability of creator partnerships is not guaranteed.

Valuing creators in proportion to their impact is essential to
maintaining long-term momentum.

1 CreatorlQ

Creator payment Share of Share of total creator
distribution creators payment volume

9% e top 10% o

creators received

62% of the total
o volume of creator
41% payments.
Source: CreatorlQ research. December 2025.
Payment size
distribution
2025
14% 15%
11% 11%
<$100 $100-$499 $500-$999 $1k—-$2.4k $2.5k-$4.9k $5k—$9.9k >$10k

Source: CreatorlQ research. December 2025.
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The creator economy professionalized before it stabilized

As creator marketing has scaled,
creators have increasingly operated

as professional publishers, investing
more time, resources, and labor into
content creation and brand partnerships.
However, this professionalization has not
been matched by greater income stability.

When asked about the greatest barriers
to their success, creators reported
platform algorithm changes or volatility
was No. 1, closely followed by lack of
consistent brand deals.

88%

of creators experience
barriers to their success

What is your biggest barrier to growing
your creator business?

Lack of consistent brand deals

Low pay or undervaluation of creator content

Limited access to tools or analytics 13%

Poor communication or unclear 13%
expectations from brands

1 CreatorlQ

Burnout or creative fatigue 11%

Other 1%

17%

16%

Together, these forces create a structural tension in the
creator economy: creators are expected to behave like
business owners, but without the consistency, predictability,
or safeguards that typically support long-term growth.

The majority of creators work
with operational support

With a team of 1
or more full-time
employees

12%

With a team of 1
or more part-time
freelancers

17%

Solo, outsourcing
specific tasks like
video editing or
copywriting
33%

62 O/ of creators work with
© operational support
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Creators drive disproportionate impact at scale

And yet it is called creator marketing for a reason.

Creators now operate at a scale that most brands cannot
replicate through owned channels alone.

Across CreatorlQ’s database, the number of creators tracked outhnumbers brands
by 800x, reflecting the sheer breadth of the creator ecosystem and the growing
role creators play in content production, distribution, and audience engagement.

This scale translates directly into impact. When compared to brand-owned
content, creator content consistently delivers significantly greater volume

and reach, amplifying brand presence across platforms where attention is

increasingly fragmented.

An analysis of Fortune 100 brands in the U.S. across TikTok, Instagram, and
YouTube from January through August 2025 illustrates this dynamic clearly.
During this period, these brands published 77,000 posts on their owned
channels. Meanwhile, creators produced 2.5 million posts featuring these
brands. In other words, creators generated 33 times more content than the
brands themselves.

The impact extended well beyond volume. In aggregate, creators delivered

11 times the impressions and 14 times the engagements than some of the
world’s largest brands. Creators are primary drivers of visibility, engagement,
and relevance. As brands rely more heavily on creators to reach and influence
audiences at scale, the responsibility to build aligned, sustainable partnerships
becomes increasingly critical.

1 CreatorlQ

Creators produce more impressions, engagements, and
post count than some of the world's biggest brands

Fortune 100 Brands Owned Vs. Creator Content

TikTok, Instagram, and YouTube
Jan—-Aug 2025, U.S.

Post Count

Engagements
Impressions

203B 18.3B 6.8B 476.2M 2.5M 717k
Creator vs. Owned Creator \vs. Owned Creator vs. Owned
content content content content content content
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Creators say the best brand partnerships prioritize growth
opportunities, fair pay, and creative control

A staggering 96% of creators How, if at all, would you like to see Most important factors when
report that common perceptions perceptions of creators change? considering brand partnerships

of creators are not accurate.
credit and compensation, as well as

make sure they weren’t constrained

by the categories they post in. Brand vellzs 18%
Creators want a bigger piece of the Improve understanding from traditional media 36%
. o
pie, and they also want to expand or marketers Long-term partnership 14%
what they do. potential
Ease the pressure to post constantly or be “always on” 35%

This gap in perception extends to

what drives creator satisfaction.

: . Challenge the idea that creators only care o .
Although compensation Is important, about brand deals R Top three aspects of brand partnerships

creators are increasingly more . . .
. I " that most contribute to creator satisfaction
motivated by growth opportunities,

, Recognize that creators are running real businesses 34%
the top contributor to creator J J
satisfaction.

Flnanaal compensation 19%

Nothing—I feel accurately  goz
represented

Other <1% e Creative control 14%

C’ CreatorlQ The State of Creator Compensation | 06



How creators
engaged with
brands over

the past year

Ct CreatorlQ

My content was reposted to the brand’s owned 39%
social media channel o

| worked on a product collaboration with the brand 39%

| posted organic content about the brand 38%
on my social media o

| promoted a discount code or affiliate link 38%
for the brand

| gave ad permissions or permission
to be whitelisted

28%

None of the above 1%

What would make partnerships
more successful?

Consistent or long-term collaboration 41%

99%

of creators believe
creative control is
important in brand
partnerships

Creators consistently prioritize
longer-term relationships, stability,
alignment, and respect for their
creative process.

These priorities signal a shift away
from transactional engagements
toward partnerships designed for
durability and mutual value.
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Al makes creators more valuable, not less

Al increases the volume and speed that creators can produce, but as Al gets When asked what they believe Al should not replace, creators consistently
more advanced, trust and connection will be increasingly important. chose authentic voice, creative direction, and audience connection as areas that
must remain human-led. Al renders creator relationships with consumers even

Similar to brands, creators primarily use Al to increase efficiency and reduce .
more important.

friction in their workflows.

How creators have used Al What Al shouldn’t fully replace, according to creators

Generating content 37% Filming or recording myself 37%
Writing scripts or outlines 36% Engaging with my audience 37%
Creating thumbnails or visuals 35% Content generation 33%

Tracking content performance or analytics 35% Video or photo editing 329%
Brainstorming ideas or captions 32% Scripting or outlining 30%

Outreach to brands for partnerships 30%

| haven’t used Al 5% None - | believe all aspects could 5%

be or should be replaced by Al

(o)
Other <1% Other <1%
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The next phase of creator marketing is about partnership
quality and how value is actually shared

The future of the industry will be defined by how value is structured, shared, and sustained.

Creators are producing more content, reaching larger audiences, and delivering disproportionate impact for brands. At the same
time, income remains uneven, work remains episodic, and expectations continue to rise. The result is an ecosystem where creators

are scaling their output faster than the rewards they reap.

Brands need to pivot with the times and adjust how creator programs are designed and evaluated. Growth is no longer solely
defined by the number of creators activated or the volume of content produced. Effective and future-proof programs will require

alignment, consistency, and quality partnerships.

Brands that are best
positioned for the
next phase of creator
marketing are already
adapting by:

TN Prioritize
creator
relationships

with engagement rates,
expectations, and
outcomes

CreatorlQ

Allow creators greater

while offering
clear guardrails

Design programs
that
, hot just reach

Creators are revenue catalysts
and innovation partners.

To the brands that treat creators like
vendors instead of value-drivers, this
is your wake-up call.

Stop undervaluing
creators—
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The market research represented in this report was conducted by Sapio Research in July 2025. The graphics below
refer to this market sample of 300 creators.

CreatorlQ conducted additional research in August—September 2025 and December 2025. The research from
December features 14.4k creators who received direct payments through CreatorlQ.

About
this report

1 CreatorlQ

Follower count on primary social platform Regions represented Content Categories

300,001-1M

100,001-300,000 9%

6%
4%

France

Germany

13%

10%

Fashion & Apparel
Lifestyle

Health & Wellness
Sports

Cosmetics

35%

35%

31%

28%

27%

United 20% Food & Drink 37%
5,001-25,000 38% States ° .
Art, Entertainment 37%
25,001-50,000 20% & Media °
50,001-100,000 23% United ° Gaming 36%
o 18% About CreatorlQ

CreatorlQ is the all in one, Al-native
operating system for creator-led
growth, trusted by 1,300+ of the world’s
most innovative brands and agencies,

Status Canada = 7% apoglsiness or 26% including Burson, Delta Air Lines, Google,
Fulltime Part-time Haircare 24% Movers+Shakers, Nestle, and Sephora.
icrlggfgrcer/ icr;ggfgrcer/ Netherlands | 5% Travel & Hospitality 23% , ) o
579% 43% o - CreatorlQ’s enterprise plgtform unifies §very
N I 39 - aspect of creator marketing—across paid,
owned, earned, commerce, community, and
United A I 39 Hme&G::: B- co.nte.nt.—into one segml.ess ecosystem.

’ With its industry-leading intelligence
infrastructure, highest compliance and
security standards, and best-in-class
partnerships with Meta, Snapchat, TikTok,

. o _ . and YouTube, CreatorlQ enables marketing
GI‘OW Wlth For more insights from over 1,700 industry practitioners on how to pre|?are for the teams to move beyond just running
Creators. future of the creator economy, check out The State of Creator Marketing 2026. influencer campaigns to building holistic and

safe creator-led media strategies at scale.

Scale with
CreatorlQ.

Learn more at www.creatorig.com and
follow us on Linkedln and Instagram.



http://www.creatoriq.com/
https://www.linkedin.com/company/creatoriq/
https://www.instagram.com/creatoriq
https://www.creatoriq.com/white-papers/state-of-creator-marketing-trends-2026
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