[bookmark: _hinswd3t8yev]Executive Course Report & Study Guide: Module IX – Sports Influencers, NIL Rules, and Arena Creator Execution
[bookmark: _9jsj7n4d7sr4]Module Overview & Educational Architecture
This executive course report and study guide synthesizes  Module IX (Chapters 52–59)  of  BM: Influencer Marketing – The Brand Manager's Guide  by Dan Kost (Published by Dakdan LLC Media and Publishing). Designed as an operational manual for brand managers, marketing directors, and sports media executives, Module IX establishes the legal, commercial, and operational frameworks required to run sports influencer campaigns across professional, retired, collegiate, women's, and family sports ecosystems.
[bookmark: _wjlyze7r6kct]Master Asset Suite Integration
Module IX functions as an integrated component of the broader publication suite, connecting directly to core operational tools:
· Manuscript Core:  62 chapters across 10 Parts (215,235 words assembled).
· LMS Course Package:  67 pages containing 10 modules, 62 lessons, and 124 quiz questions with verified answer keys.
· Companion Tracker (XLSX):  14 operational sheets featuring 472 formulas (all IFERROR wrapped), including dedicated sheets for  2 Media Buying Calculator ,  3 Compensation Calculator ,  9 Creator Roster ,  11 Contract Compliance ,  12 Audit Scorecard , and  13 90-Day Tracker .
· Audit Checklist (PDF):  A 13-page, 80-item evaluation instrument scored on a 160-point scale across 10 structured sections.
· Companion Workbook (PDF):  146 pages containing 186 exercises and 10 capstone projects.
                  MODULE IX OPERATIONAL INTEGRATION
+-------------------------------------------------------------------+
|               LMS Course Package (Module IX / Ch. 52-59)         |
+-------------------------------------------------------------------+
                                  |
        +-------------------------+-------------------------+
        |                                                   |
+-------v-----------------------+         +-----------------v-------+
|  Audit Checklist & Scorecard  |         | Excel Companion Tracker |
|  (13 Pages / 80 Items / 160pt)|         | (Sheet 11: Compliance   |
|  - Single-Vendor Data Audit   |         |  Sheet 12: Scorecard)   |
+-------+-----------------------+         +-----------------+-------+
        |                                                   |
        +-------------------------+-------------------------+
                                  |
+-------v---------------------------------------------------+-------+
|                 Open-Source Operational Stack                     |
| (Baserow, Twenty CRM, Shlink, InvoiceShelf, OpenSign, Matomo)     |
+-------------------------------------------------------------------+

[bookmark: _jr5pm0ubby8j]Section 1: Single-Vendor Data Audit Protocol & Audit Scorecard System
Evaluating sports creators and campaign data requires strict methodological standards. Relying on single-vendor claims, unverified market totals, or black-box agency analytics exposes brands to financial waste, contractual disputes, and regulatory enforcement.
[bookmark: _ga6d7bv1khz1]The Single-Vendor Data Audit Protocol
Brand managers must never accept market size figures, engagement metrics, or audience demographics without auditing the primary data source. Market-size estimates vary widely across research firms due to differing analytical definitions:
Firm / Source,Reported Metric,Primary Definition / Scope,Key Exclusions / Inclusions
Interactive Advertising Bureau (IAB)   (Nov 2025),"$37.0 Billion (US, 2025)","Brand ad dollars intentionally invested in creators via direct deals, amplified content, and planned adjacencies.","Includes:  Amplification media spend.  Excludes:  Affiliate, subscriptions, tips, merch."
EMARKETER   (2025 Press Release),"$10.52 Billion (US, 2025)",Net revenue earned by US-based creators from brand promotional payments on video/social platforms.,Excludes:  Paid media amplification spend.
"Statista   (Topic Page, Oct 2026)","$32.55 Billion (Global, 2025)","Sizing of global influencer market across 6,939 identified influencer marketing firms.",Methodological details sit behind paywall; unverified primary census.
Goldman Sachs Research   (April 2023),$250B (2023) & $480B (Proj. 2027),"Broad creator economy total including platform payouts, subscriptions, and brand deals.","Dated forecast (3+ years old); broad economy scope, not comparable to brand spend."
Mordor Intelligence   (Oct 2026),$40.51B (30.36% CAGR) vs. $39.03B (13.58% CAGR),Two separate reports published by the same firm yielding wildly divergent 5-year growth rates.,"Demonstrates that CAGR figures are model assumptions, not empirical findings."
[bookmark: _6cldg4yaf6fl]The 4-Part Data Attribution Standard
Every metric, quote, or benchmark entering a brand deck or sports media strategy must explicitly state four anchors:
1. Named Firm:  The exact organization that generated the data.
2. Precise Scope/Definition:  Exactly what money flow or behavior was measured.
3. Geography:  The explicit territorial boundaries of the data set (e.g., US vs. Global).
4. Vintage/Date:  The specific month and year of data collection and publication.
[bookmark: _90ahgflavu01]The 160-Point Audit Scorecard System
Derived from the 13-page  Audit Checklist PDF  and Companion Tracker Sheet 12 ( Audit Scorecard ), the audit protocol evaluates creator partnerships across 10 core sections comprising 80 numbered items. Each item is scored on a 2-point scale:
· 0 Points:  Non-compliant / Unverified.
· 1 Point:  Partially compliant / Self-reported without native proof.
· 2 Points:  Fully compliant / Verified via native analytics screenshots or cryptographic signature.
       160-POINT AUDIT SCORECARD BENCHMARKING
+-------------------------------------------------------+
|  144 - 160 Points (90-100%): APPROVED FOR TIER-1 EXEC |
|  128 - 143 Points (80-89%) : CONDITIONAL APPROVAL     |
|  000 - 127 Points (<80%)   : REJECTED / AUDIT FAIL    |
+-------------------------------------------------------+

[bookmark: _i1weuvj3kg3r]Manual Vetting & Fraud Detection Framework
Because no verified, maintained, free, open-source automated audience fraud detector exists, brand managers must execute a manual 3-pass screening process combined with a 5-factor fit scorecard:
                  MANUAL CREATOR VETTING PIPELINE
+-----------------------------------------------------------------+
| PASS 1: RELEVANCE FILTER                                        |
| Match audience composition directly to target buyer personas.   |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| PASS 2: QUALITY & FRAUD AUDIT                                   |
| - Sample 30-50 recent comments for substance vs. generic spam.  |
| - Calculate view-to-follower and engagement-to-impression ratios|
| - Check follower growth curves for unnatural vertical spikes.   |
| - Require native platform analytics screenshots.                |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| PASS 3: CAPACITY & FIT EVALUATION (5-Factor Scorecard)          |
| 1. Audience Alignment (Score 1-5)  4. Past Partnerships (1-5)   |
| 2. Brand Values Fit (Score 1-5)    5. Category Conflict (1-5)   |
| 3. Content Format Style (1-5)      [Minimum Passing Score: 20/25]|
+-----------------------------------------------------------------+

[bookmark: _qw58yajkbb37]Regulatory Enforcement & Fake Metric Penalties
Fraud auditing carries legal liability. The Federal Trade Commission (FTC) announced its Final Rule on Consumer Reviews and Testimonials on August 14, 2024 (effective October 21, 2024). The rule explicitly prohibits buying or selling fake followers, inflated view counts, or AI-generated fake testimonials to misrepresent influence, with civil penalties of up to  $51,744 per violation  (per Morgan Lewis legal analysis).
[bookmark: _wzxagefkkrb0]Section 2: The 4-Owner Rights Stack & Contract Compliance
Commercial execution in sports creator marketing requires managing IP, usage, and distribution rights across four distinct stakeholders. Slipping vague or perpetual usage terms into creator agreements without explicit compensation violates standard industry compliance.
                     THE 4-OWNER RIGHTS STACK
+-----------------------------------------------------------------+
| 1. CREATOR RIGHTS                                               |
| Owns underlying IP, personal name/likeness, editorial voice,    |
| and primary channel posting permissions.                        |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 2. BRAND RIGHTS                                                 |
| Receives organic campaign display, licensed commercial usage,   |
| trackable promo codes, and custom campaign hash assets.         |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 3. PLATFORM RIGHTS                                              |
| Holds venue terms of service, native hosting rights, automated   |
| content ID matching, and algorithmic distribution control.      |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 4. INTERMEDIARY / AGENCY RIGHTS                                 |
| Governs whitelisting access, partnership ad routing permissions,|
| and media buying execution licenses.                            |
+-----------------------------------------------------------------+

[bookmark: _jn1jwkgi3aa]Contract Compliance & Deliverable Pricing
Contracts must separate base content creation from paid distribution rights. Organically posting a video does not grant a brand the right to run that video as a paid advertisement or whitelist it through the athlete's account.
[bookmark: _hpmszbh98ftx]Deliverable & Format Multipliers
Based on pricing documentation from vendor guides (Influencer Marketing Hub, Later), deliverables should be priced using standard multipliers against the base feed post rate:
· Standard Feed Post:  Base Rate ( $1.0\times$ ).
· Short-Form Vertical Video (Reels / TikTok):   $1.2\times$  to  $1.5\times$  base rate (or  $1.2\times$  to  $1.3\times$  per Later).
· Stories / Ephemeral Content:   $0.3\times$  to  $0.5\times$  base rate.
· Paid Amplification / Whitelisting Rights:  Separate monthly fee (typically priced per 30-day window), independent of media spend.
· Multi-Deliverable Bundles:  Lumanu's analysis of 255,000+ creator payments ($420M+ total volume in 2025) revealed that  80% of creator partnerships involve multi-deliverable bundles , meaning single-post rate cards rarely reflect true deal structure.
[bookmark: _7yzq05w6hu0h]Legal, FTC, and Tax Governance Framework
               LEGAL AND COMPLIANCE REQUIREMENTS
+-----------------------------------------------------------------+
| FTC ENDORSEMENT GUIDES (16 CFR Part 255, Revised July 26, 2023) |
| - Disclose all material connections (cash, gifts, free items).  |
| - Disclosures must be prominent ("ad", "sponsored").             |
| - Special scrutiny on endorsements directed at children (§255.6)|
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| IRS TAX REPORTING MANDATES (Form 1099-NEC)                      |
| - Reporting threshold raised to $2,000 for payments made after  |
|   December 31, 2025 (up from historical $600 threshold).        |
| - Mandatory collection of Form W-9 (US) or W-8BEN (Foreign)     |
|   prior to executing initial campaign disbursement.             |
+-----------------------------------------------------------------+

[bookmark: _p4mq8gx2iyh]Free & Open-Source Compliance Management Stack
To maintain complete control over creator contracts, compliance logging, and payments without recurring platform subscription fees, brand managers can deploy an open-source software stack:
              OPEN-SOURCE COMPLIANCE & OPERATIONAL STACK
+-----------------------------------------------------------------+
| PIPELINE & CRM MANAGEMENT                                       |
| - Twenty CRM (AGPL-3.0 Core) / EspoCRM (AGPL-3.0)               |
| - Baserow (MIT Core) for custom roster & deal flow tracking     |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| CONTRACT RENDERING & E-SIGNATURE                                |
| - OpenSign (AGPL-3.0 Core) / DocuSeal (AGPL-3.0) / Documenso    |
| - Templates drafted in LibreOffice Writer (MPL-2.0)             |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| ATTRIBUTION, INVOICING & REPORTING                              |
| - Shlink (MIT) / YOURLS (MIT) for branded short links           |
| - Matomo (GPL-3.0) / Umami (MIT) for self-hosted web analytics  |
| - InvoiceShelf (AGPL-3.0) for creator billing and compliance    |
+-----------------------------------------------------------------+

Operational Caution on Excluded Software:  Several popular tools do not meet strict open-source criteria and must be avoided to prevent license lock-in or unbudgeted costs: n8n (uses commercial Sustainable Use License), NocoDB (transitioned to SUL in Jan 2026), Invoice Ninja (Elastic License 2.0), Mixpost Pro (commercial), Dub.co (commercial enterprise directories), and Cal.com / Cal.diy (closed production codebase in April 2026).
[bookmark: _97tfbmszqitm]Section 3: The Legacy Athlete Economy & Professional Sports Endorsements
Professional sports marketing has evolved from high-visibility celebrity endorsements to integrated, multi-channel distribution models.
[bookmark: _xyyug8oh0jnw]Historical Evolution: The Endorsement Paradigm
The modern athlete sponsorship framework traces back to pivotal long-term product partnerships:
· The Jordan Paradigm (1984/1985):  Nike signed Michael Jordan in 1984 and launched the Air Jordan line in 1985. This transaction shifted sports marketing from passive image renting into long-term product integration, where the athlete’s personal identity and the commercial product became inseparable.
· Celebrity vs. Creator Trust Dynamics:  Mega-celebrities deliver mass reach and cultural halo effects, but suffer from thin trust per follower. In contrast, specialized creators build deep parasocial bonds (Horton & Wohl, 1956). As demonstrated by Pepsi pulling its 2017 Kendall Jenner advertisement within 24 hours due to intense public backlash, celebrity status concentrates creative risk rather than mitigating it.
[bookmark: _e8fpx1dhse2z]Sports Marketing Consolidation & M&A
Holding companies are aggressively acquiring sports and entertainment marketing assets to control fan attention and athlete access:
· Publicis Groupe / 160over90 Deal:  On April 7, 2026, WME announced the sale of sports and entertainment agency 160over90 to Publicis for a reported price exceeding ** $500 Million** (WME originally acquired 160over90 in 2018 for ~$ 200 Million; latham & Watkins advised). Publicis CEO Arthur Sadoun explicitly declared:  "Our next big bet is sport."
· Analytical Distinction:  160over90 is a sports and entertainment agency, not a dedicated creator agency. It signals holding company consolidation around sports rights, athlete relationships, and stadium fan attention.
[bookmark: _yel3yijp7k3f]Professional Athlete Agent Representation & Regulatory Framework
Navigating professional athlete partnerships requires compliance with state representation laws:
· Uniform Athlete Agents Act (UAAA):  Athlete agent representation is governed by state-level statutory regulations. For example, Florida requires athlete agents to maintain biennial registration with the Department of Business and Professional Regulation (DBPR).
· Representation Fee Verification:  Brand managers must verify in writing whether agent/manager commissions (typically deducted from the athlete's gross payout) are included within the quoted rate card or added as a surcharge on the brand's invoice.
[bookmark: _uzl6zga80psf]Professional Athlete Rate Card Benchmarks
According to platform transaction benchmarks published by OpenSponsorship (March 30, 2026), professional athlete pricing varies by audience reach and tier:
Athlete Tier,Follower / Reach Threshold,Market Rate Card Benchmark (Per Post),Operational Role & Best Campaign Objective
Micro-Athletes,"5,000 – 50,000 Followers","$200 – $1,500","Hyper-local proof, community niche conversion, seeding."
Mid-Level Athletes,"50,000 – 500,000 Followers","$1,500 – $10,000","Category consideration, sustained regional reach."
Macro-Athletes,"500,000 – 2,000,000 Followers","$10,000 – $50,000","Regional/National campaign anchor, mass awareness."
Mega / Star Athletes,"> 2,000,000 Followers","$50,000+","Global brand halo, product co-creation, mass media."
[bookmark: _96tacyrsab3]Section 4: Student-Athlete NIL Governance & Collegiate/High School Rules
The legalization of Name, Image, and Likeness (NIL) rights for student-athletes has created an active athlete marketing channel governed by specific clearinghouse, institutional, and state regulatory requirements.
                 NIL GOVERNANCE & COMPLIANCE WORKFLOW
+-----------------------------------------------------------------+
| STEP 1: REPORTING CLEARINGHOUSE MANDATE                         |
| Third-party NIL deals aggregating $600+ MUST be reported to     |
| NIL Go within 5 business days of execution (College Sports      |
| Commission rules; Bradley law firm guidance, Jan 2026).         |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| STEP 2: FAIR MARKET VALUE (FMV) & BUSINESS PURPOSE TEST         |
| Validate that compensation reflects legitimate commercial work  |
| and passes FMV scrutiny to prevent pay-for-play violations.     |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| STEP 3: INSTITUTIONAL & STATE REGULATORY FILTER                 |
| Verify specific school contract limits and state laws.          |
| Enforce mandatory high school minor guardian consent and        |
| statutory bans on vice categories (alcohol, tobacco, vaping,    |
| cannabis, gambling, firearms, CBD).                             |
+-----------------------------------------------------------------+

[bookmark: _b4cz4aiadi2d]Collegiate & High School Regulatory Matrix
1. Reporting Thresholds:  Any third-party NIL agreement reaching or exceeding  $600 in aggregate value  must be formally submitted to the  NIL Go  clearinghouse within  5 business days  of execution, under College Sports Commission (CSC) rules (as summarized in legal guidance by Bradley, January 2026).
2. Valuation Rules:  Deals must demonstrate a valid commercial business purpose and pass a Fair Market Value (FMV) assessment to avoid being classified as an impermissible recruiting inducement or pay-for-play scheme.
3. High School & Minor Protections:  High school NIL activities require parental or guardian consent for any athlete under the age of majority (typically 18). State statutes universally restrict student-athletes from endorsing vice categories, including alcohol, tobacco, vaping, cannabis, gambling, firearms, and CBD products.
4. Institutional Exclusivity:  University policies frequently prohibit student-athletes from displaying university marks, logos, or team apparel in commercial endorsements without an explicit institutional IP license.
[bookmark: _57fv04nx6lad]Market Valuation Data Points
· Opendorse Benchmarks (2026):  Men's college basketball players averaged nearly  $14,000 per deal  in 2026 (vendor-sourced via FootballScoop).
· OpenSponsorship Platform Average:  Across all sports, the overall platform average deal value was reported at  $5,147  (vendor-sourced platform benchmark).
[bookmark: _jq9km6i3pumg]Section 5: Sports Creator Taxonomy & Multi-Platform Venue Role Mapping
Executing a sports influencer program requires selecting the right creator archetypes and mapping them across social video platforms based on their algorithmic strengths.
[bookmark: _ho5k9cjv6qsn]Taxonomy of Sports Content Creators
                     SPORTS CREATOR TAXONOMY
+-----------------------------------------------------------------+
| 1. PROFESSIONAL STAR ATHLETES                                   |
| Prime-tier competitors; deliver national reach and brand halo;  |
| high fee structure; managed via professional agents.            |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 2. RETIRED ATHLETES & VETERANS                                  |
| Legacy credibility, high category authority; excellent for      |
| evergreen storytelling, long-form reviews, and B2B activations. |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 3. COLLEGIATE STUDENT-ATHLETES (NIL)                            |
| Hyper-engaged campus/regional followings; strong peer influence;|
| subject to strict CSC / NIL Go reporting rules.                 |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 4. WOMEN'S SPORTS CREATORS & ATHLETES                           |
| Rapidly expanding fanbase; exceptional audience engagement       |
| and conversion rates; highly community-oriented.                |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 5. FAMILY & YOUTH SPORTS CREATORS                               |
| Focused on parents, youth coaches, and community leagues;       |
| strict adherence to family-first & guardian consent standards.  |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| 6. ARENA, FAN & NICHE SPORTS CREATORS                           |
| Game-day vloggers, equipment testers, tactical analysts;        |
| native content formats yielding high organic interaction.       |
+-----------------------------------------------------------------+

[bookmark: _xp928ngv5ypu]Multi-Platform Venue Role Mapping (The Sports Triad)
Social media platforms serve distinct functions within a sports media ecosystem:
                  THE SPORTS CONTENT TRIAD
+-----------------------------------------------------------------+
| TIKTOK: "THE HIGHLIGHT REEL"                                    |
| Raw algorithmic discovery; testing ground for short viral clips;|
| high reach volatility; amplified via TikTok Spark Ads.          |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| INSTAGRAM: "THE LOCKER-ROOM ACCESS"                             |
| Intimate behind-the-scenes access; visual lifestyle branding    |
| via Stories and Reels; amplified via Meta Partnership Ads.      |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| YOUTUBE: "THE FULL-GAME FILM"                                   |
| In-depth video essays, equipment tutorials, high shelf-life;    |
| durable search discovery; integrated via YouTube BrandConnect.  |
+-----------------------------------------------------------------+

[bookmark: _m5qphutlglay]Platform Metrics & Operational Objectives
Platform,Primary Algorithmic Driver,Core Sports Content Role,Paid Amplification Instrument,Key Metric to Evaluate
TikTok,Individual video performance & watch-time completion.,"The Highlight Reel:  Raw viral discovery, athletic tricks, trend hooks.",TikTok Spark Ads  (boosts organic creator post).,Average views per video (more vital than follower count).
Instagram,"Relationship depth, visual aesthetics, account interactions.","The Locker-Room Access:  Lifestyle, outfit-of-the-day, behind-the-scenes.",Meta Partnership Ads  (runs ad via creator handle).,Story completion rate & engagement quality.
YouTube,"Long-form retention, watch time, search intent matching.","The Full-Game Film:  Game breakdowns, equipment reviews, training logs.",YouTube BrandConnect  (limited beta program).,Long-tail watch time & search-driven traffic.
Owned / Podcasts,"Direct subscriber feeds, RSS distribution, newsletter lists.","The Head Coach Analysis:  Deep trust, host-read endorsements.",Multi-episode direct sponsorship integrations.,Direct promo code redemptions & custom short link clicks.
[bookmark: _lpz7qjrstvc7]Section 6: Team, League, & Campaign Execution Playbook
Translating sports influencer strategy into operational execution requires systematic portfolio construction, brief governance, and clear attribution modeling.
[bookmark: _77w4fdyabx8w]Portfolio Allocation Framework
Rather than placing a single budget bet on one celebrity athlete, brand managers should construct a balanced portfolio based on clear campaign roles.
[bookmark: _xi5mnuudhya6]Illustrative Sports Budget Portfolio Allocation ($100,000 Total Campaign Budget)
                 PORTFOLIO BUDGET ALLOCATION
+-----------------------------------------------------------------+
| NANO LAYER (15% / $15,000)                                      |
| ~40 local athletes/creators receiving product + small fee.      |
| Objective: Community proof & localized messaging tests.         |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| MICRO LAYER (40% / $40,000) - THE WORKHORSE TIER                |
| ~15 niche sports creators on defined conversion briefs.         |
| Objective: Steady traffic, creative testing, ROI tracking.      |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| MID-TIER / MACRO LAYER (30% / $30,000)                          |
| 3-4 regional sports anchors for major product drops.            |
| Objective: Broad reach, awareness bursts, search lift.          |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| MEGA / CELEBRITY LAYER (10% / $10,000)                          |
| 1 headline athlete activation / event appearance halo.          |
| Objective: Brand credibility & retail partner leverage.         |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| UNALLOCATED RESERVE (5% / $5,000)                               |
| Dedicated fund to extend contracts of top-performing creators.  |
+-----------------------------------------------------------------+

[bookmark: _8d37ga49okzl]Dakdan Worldwide & Sports Media Inc. Direct Execution Model
To optimize margin efficiency, brands can manage direct athlete relationships rather than routing all budget through managed agency networks:
· Direct Relationships vs. Agency Markup:  Routing campaigns through traditional holding company agencies introduces operational fees and platform markups. Maintaining an in-house roster using open-source tools ensures that a higher percentage of the media budget directly reaches the athlete.
· Contractual Data Ownership:  Contracts negotiated directly by the brand ensure that creator contact info, audience performance metrics, and attribution history remain owned business assets.
[bookmark: _ubka5zc5771]Operational Briefing: The Guardrail Framework
Over-scripting strips away the creator's natural voice, raising consumer skepticism (Friestad & Wright, 1994 Persuasion Knowledge Model). The  Guardrail Framework  condenses briefing instructions onto a single page:
                    THE 1-PAGE BRIEF TEMPLATE
+-----------------------------------------------------------------+
| BOX 1: WHAT MUST BE TRUE (Fixed Compliance & Claims)            |
| - Pre-approved, substantiated product claims only.              |
| - Mandatory FTC disclosure ("ad", "sponsored") placed upfront.  |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| BOX 2: WHAT MUST BE VISIBLE (Assets & Tracking)                 |
| - Exact product display, brand handle tag, unique short link,   |
|   and dedicated promo code.                                     |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| BOX 3: WHAT MUST NEVER HAPPEN (Safety & Exclusivity Limits)     |
| - No competitor mentions, no vice category adjacencies,         |
|   no unverified health/performance guarantees.                  |
+-----------------------------------------------------------------+
                                  |
+---------------------------------v-------------------------------+
| BOX 4: WHAT IS YOURS (Creative Freedom)                         |
| - Video hook, storytelling angle, editing style, personal humor,|
|   and authentic tone of voice fully controlled by athlete.      |
+-----------------------------------------------------------------+

[bookmark: _21im20xg0y87]Family-First & Brand Safety Protocol
Campaigns involving youth sports or student-athletes must enforce strict compliance standards:
1. Parent/Community Focus:  Direct commercial messaging toward parents, coaches, and adult community leaders rather than profiling minor children.
2. Strict Category Isolation:  Ensure absolute separation between youth sports content and vice categories (alcohol, tobacco, vaping, cannabis, gambling, firearms, CBD).
3. Guardian Execution:  Secure signed parental/guardian consent forms for every minor athlete prior to recording or content distribution.
4. FTC Child Endorsement Standards:  Comply with § 255.6 of the revised FTC Endorsement Guides regarding endorsements directed at children.
[bookmark: _y2lwkzxrqqby]Section 7: Key Terminology & Executive Study Questions
[bookmark: _ki77j8hme3g2]Glossary of Core Terms
· Addressable Creator Market:  The bottom-up calculation of qualified, available creators capable of reaching a brand's target customer, constrained by internal campaign execution capacity.
· Amplification:  Placing paid media spend behind an organic creator post (e.g., via Meta Partnership Ads or TikTok Spark Ads) to extend reach beyond the creator's organic follower base.
· Borrowed Trust:  The credibility built by a creator with their audience over time, which a brand temporarily accesses through a commercial partnership.
· Clear and Conspicuous Disclosure:  The FTC legal standard requiring endorsement disclosures to be prominent, unmistakable, and easy to read/hear (e.g., #ad or Sponsored).
· Fair Market Value (FMV) Test:  The regulatory requirement in collegiate NIL governance ensuring athlete compensation reflects true commercial value rather than an illegal recruiting inducement.
· NIL Go:  The centralized reporting clearinghouse where third-party collegiate NIL deals aggregating $600 or more must be submitted within 5 business days of execution.
· Open-Core Software:  Software whose baseline codebase is published under a free, open-source license (e.g., MIT, AGPL), while enterprise directories are kept under commercial licenses.
· Parasocial Interaction:  The one-sided psychological sense of intimacy and friendship an audience develops with a creator or media personality (Horton & Wohl, 1956).
· Partnership Ads / Spark Ads:  Native advertising formats on Meta and TikTok that allow brands to run paid ads through a creator's verified social handle.
· Uniform Athlete Agents Act (UAAA):  Model state legislation governing the registration, conduct, and oversight of sports agents representing student and professional athletes.
[bookmark: _2b0j1vdhks6f]Executive Review Questions & Answers
[bookmark: _kjvgukavy7qq]Question 1: How do market size estimates differ between the IAB and EMARKETER 2025 reports, and why is setting them side by side without definitions incorrect?
Answer:  The IAB reported US creator ad spend at $37.0 Billion for 2025, whereas EMARKETER reported US influencer marketing spending at $10.52 Billion. These figures differ because they measure different scopes: IAB includes the paid media spend used to amplify creator posts, whereas EMARKETER explicitly measures net payments received by US creators, excluding paid media. Setting them side by side without defining their scope creates a false comparison between total brand media investment and net creator revenue.
[bookmark: _1n7933si87qa]Question 2: What reporting steps must be taken under College Sports Commission rules when executing a third-party NIL contract with a student-athlete?
Answer:  Under CSC rules (as summarized by legal counsel), any third-party NIL agreement aggregating $600 or more must be formally reported to the  NIL Go  clearinghouse within  5 business days  of contract execution. The deal must demonstrate a valid business purpose and pass a Fair Market Value (FMV) test to ensure compliance.
[bookmark: _ja4tmn3b1994]Question 3: Why should a brand manager avoid using perpetual usage clauses slipped into basic creator briefs?
Answer:  Slipping perpetual usage terms into organic campaign briefs without compensating the creator violates standard rights management. Organic posting rights and paid ad usage rights are separate assets. Usage duration, territory, and channel distribution must be explicitly defined and priced separately (e.g., using monthly whitelisting license fees).
[bookmark: _hfqdrk8gqye5]Question 4: What is the primary operational risk of deploying open-core software tools, and how is it managed?
Answer:  The main operational risk is accidentally deploying commercial enterprise features that require paid licensing fees. Brand managers manage this risk by enforcing a strict protocol: install only the Community or Open Source edition (under OSI licenses such as MIT, AGPL-3.0, or GPL-3.0), avoid activating commercial directories, and never input a commercial license key.
[bookmark: _okdmzos6lhm4]Question 5: What are the four core sections of the 1-page Guardrail Brief, and why does over-scripting harm campaign performance?
Answer:  The four sections are: (1) What Must Be True (substantiated claims & FTC disclosure); (2) What Must Be Visible (product, tags, unique tracking links/codes); (3) What Must Never Happen (brand safety, vice limits, competitor bans); and (4) What Is Yours (creator controls hook, tone, format, and storytelling). Over-scripting strips away the athlete's natural voice, triggering consumer persuasion knowledge (Friestad & Wright) and reducing audience trust.
[bookmark: _e2miiozds1e2]Section 8: Final Course Summary & Key Takeaways
1. Distribution Channel vs. Discounted Media:  A creator is an independent distribution channel built on borrowed trust, not a discounted billboard. Programs must be managed as long-term relationships rather than transient ad impressions.
2. Single-Vendor Audit Rigor:  Never cite market figures without stating the named firm, definition, geography, and date. Audit creator audiences using the 160-point scale, manual comment sampling, and native analytics screenshots. Fraud and fake metric manipulation carry civil penalties of up to $51,744 per violation under FTC rules.
3. Strict Rights Management:  Maintain the 4-Owner Rights Stack (Creator, Brand, Platform, Intermediary). Separate organic posting fees from paid amplification/whitelisting rights. Execute e-signatures and contract tracking using open-source tools (OpenSign, DocuSeal, Twenty CRM, Baserow).
4. Legacy Sports Consolidation:  The $500M+ sale of 160over90 to Publicis signals holding company expansion into sports properties and fan attention. Ensure athlete representation complies with state UAAA laws (e.g., DBPR registration in Florida).
5. Rigorous NIL Governance:  Report collegiate NIL deals aggregating $600+ to  NIL Go  within  5 business days . Ensure deals reflect Fair Market Value. Enforce parental/guardian consent for minor high school athletes and isolate youth sports from vice categories.
6. Platform & Venue Role Mapping:  Align platforms to campaign objectives: TikTok for raw algorithmic discovery ("The Highlight Reel"), Instagram for visual lifestyle intimacy ("The Locker-Room Access"), and YouTube for durable search retention ("The Full-Game Film").
7. Guardrail Briefing & Portfolio Execution:  Structure campaigns across a portfolio of tiers (Nano, Micro, Mid/Macro, Mega) anchored by micro-creators. Brief using 1-page guardrails that protect legal claims and mandatory disclosures while leaving creative execution to the athlete.

