~ BUILDING THE CREATOR DISTRIBUTION CHANNEL
~ AMETHODOLOGICAL BLUEPRINT FOR THE INFLUENCER ECONOMY
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MODULE I: CHAPTERS 1-5 SYNTHESIS
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Creators represent a distribution channel built

The Old Mindset
(Discounted Media)

The Action Renting an impression slot.

Borrowing standing trust from a
defined community.

Thelnventory | Commoditized attention.

A parasocial relationship (Horton &
Wohl, 1956) that predates the brand.

Cost Per Impression (CPM) as

The Metric the sole barometer.

A dedicated owner, goal, budget, and
reporting line.




Industry reports count different money flows,
making top-down market sizes an illusion.

Layer 1: Brand Budget Directed to Creators

—

|IAB reports $37 Billion for 2025. Counts total brand commitments, including paid media amplification, in the US.

Layer 2: Creator Income
eMarketer reports $10.52 Billion. Strictly counts payments to US creators, excluding paid media.

Layer 3: Agency and Platform Billings
The middleman economy.

Layer 4: Broad Creator Economy
Statista’s global figures, often locked behind paywalls.

The Takeaway: Compound growth rates are model assumptions, not findings. Proof: Mordor Intelligence
printed two reports with similar starting sizes but drastically different growth rates: 30.36% vs. 13.58%.
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A defensible budget requires a bottom-up addressable
market built from your own capacity.

Stop relying on the IAB industry total or Goldman Sachs projections to set your budget.

Step 1: Your Buyer Step 2: Relevance Filter Step 3: Quality Filter Step 4: Capacity Filter Step 5: Your Rate Card

Start with your specific
target customer profile.

Does the creator's subject 3 Does the creator pass
matter overlap with the
buyer’s interests?

How many of these
the brand safety and creators can your team
family-first standards? actually manage?

Apply your own historical
cost data, not vendor
estimates.
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~Misclassification misallocates budget, so every creator
~dollar must map to its true mechanism. -

Public Relations Affiliate
Low Control, Earned High Control, Earned/Owned
Earns coverage. (Seeding). Pays for results. (Commission).

Trust/Audience Owﬁership

Advertising
High Control, Rented
Controls the message. (Amplification/Paid Media).

(Rented to Owned)

IMessage Controll (Low Control to High Control)

Operational Rule: Never mix the creator fee with amplification spend. The fee is influence
spend; the amplification is advertising spend. Each demands its own metric.
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Gifting becomes a compensated endorsement
the exact moment a post is expected.

The Threshold

The moment a post is expected,
or a specific message is requested.

Phase 1: PR Outreach l Phase 2: Compensated Endorsement

Unsolicited product sent with zero The creator relationship is now anchored by
strings attached. True earned media. FTC Endorsement Guides.

Legal Reality: Free product counts under FTC guides. Misclassification
here leads to compliance failure and misapplied metrics.
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The micro-creator tier is the workhorse of the
market, but standardized pricing does not exist.

The Landscape

Mega

Mordor's modeled 2025
market shows Micro
creators holding a massive

39.35% market share.

Macro

Mid

Micro

Nano

Nano Creators: High local trust, tiny reach,
high management cost.

Fact vs. Fiction: The Pricing Warning

e \endor rate tables are sanity checks, not
market truth.

o Proof: Influencer Marketing Hub lists
micro posts at $100 to $500.

e Proof: Later lists the exact same tier at
$500 to $2,500.

Vendors have a commercial interest; every

| brief must define its own threshold scheme.
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A structured portfolio assigns a specific job,
budget, and contract to each creator tier.

CREATOR TIER JOB TO BE DONE BUDGET ALLOCATION CONTRACT TYPE
mm—
The Long-Term Model Nano High Local Trust, Variable / Per-Post Flexible, Low Risk,
Niche Engagement or Project Short-Term
Nike & Michael Jordan _
(g Micro Content Volume, Significant/  80% of fgfuﬁz_rgg;;d
A product-integrated Community Connection Dedicated Line  Budget ; '
relationship where the Mid-Term
voice and the product
. High trust, durabl i Dri
got Igss;li'.s e Mid Broad Reach, Substantial / Pg'#:if‘:z?;g Ernekrgd
Conversion Focus Performance-Based Long-Term
: : Complex, High
Brand Awareness High / Fixed & 50% of (R
Macro : ’ Value, Exclusive,
High Impact Performance  Budget Lo
Global R it Massiver.Eauityi& Strategic Partnership
Mega Mﬂ )a Cecngn_l ion, as:!vi & qL:jl y Multi-Year
ajor Campaigns igh Fixe Equity-Based

Execution: Assign every tier a specific job, a dedicated budget line, a customized contract, and a hard review date.

The Concentration Risk

Pepsi & Kendall Jenner
(2017)

A famous face cannot
rescue a poorly conceived
message. Celebrity
amplifies damage when
authenticity is missing.
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The industry frequently misuses data to claim
audiences implicitly trust influencers.

v

The Myth:
Nielsen says 88% of
consumers trust influencers.

The Reality:
The Nielsen 88% (and 83%)
figures describe
recommendations from
people the respondent knows
personally (friends and
family).

The Rule: No dated, named, head-to-head survey proves audiences trust
creators more than brands. Brand managers must never state this claim a

fact in a strategy deck. The parasocial bond is rented, never owned.




The data confirms that creators act as
introducers, not blind authorities.

The 2026 Edelman Reality Check (Trust Impact)

Paid Creators 13%

The Strategic Implication

Audiences are highly aware of persuasion
(Friestad and Wright, 1994). Scripted, highly
controlled paid content destroys the very
trust the brand is trying to rent.

The Shift

Creators must be utilized as introducers who
maintain their own voice, supported by plain
disclosure.




| |
The Creator Channel Charter acts as the

architectural blueprint for your entire program.

The Capstone Canvas

Section 1: The Mandate Section 2: The
Bottom-Up Market

States the single primary channel goal.

Documents the
addressable market built
from internal capacity.

Identifies the designated program owner.

Sets the total budget.

Logs strict counts for
audience relevance,
content quality, and
team bandwidth.

Core Philosophy: Formally declares creators
as a distribution channel, permanently
rejecting the discounted media mindset.




\
Execution requires strict dollar allocation, tier

management, and family-first trust safeguards.

The Capstone Canvas

- Section 3: 1 Section 4:

e e Dnllar Allocation ﬂ The Tier Lineup
dles e singie primary cnannei godl.
||| Tags every single ' | Sets the exact
'i dollar definitivelyto = = follower threshold
e L om intern: ; capacity. i Ee; Amplification, ~ © q{ table the brand will
Sets the total budget. ~ Gifting, or use.
. Commission. One Maps the portfolio
. unique metric i ” lineup with specific
. perline. jobs and
' | mandatory review
|| dates,

TR . | ) = i — . " o e
es the aesignated program owl

Core Philosophy: Formally declares creator
 distribution channel, permanently
cting the discounted media mindset.

i '
Section 5: Trust & Disclosure Rules

Enforces the FTC boundaries. Establishes the Family-First Establishes the at standard (never profile a child). Requires
standard (never profile a child). | vendor-labeled data citations to prevent reporting myths.

M Gemini Notebook



Transitioning from disorganized spending to a
chartered, trust-based distribution system.
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Reject the Mirage Protect the Asset Execute the Blueprint

Ignore vendor-inflated market
sizes and vanity engagement
metrics.

Treat influencer marketing as the
rental of standing trust. Protect it
with clear FTC disclosures and
unscripted creative freedom.

Operate exclusively through the
Creator Channel Charter, tying
every dollar to a defined
mechanism, a specific tier, and a
measurable business outcome.




