


EXECUTIVE SNAPSHOT
THE SECOND HALF DEMANDS MORE FROM EVERY 
CREATOR DOLLAR.

Sources: Gartner 2026 CMO Spend Survey; IAB creator economy reporting; Influencer Marketing Hub 2026 Benchmark Report

Q3 and Q4 bring some of the most 
competitive marketing moments of the 
year: retail events, back-to-school shopping, 
holiday planning, product launches, cultural 
moments, and seasonal buying cycles.

At the same time, marketing teams are 
being asked to prove more with less. For 
influencer marketing, this creates a clear 
shift: creator programs can no longer be 
evaluated only by visibility.

The brands that perform best in Q3 and Q4 
will not simply spend more on creators. They 
will build smarter creator systems around 
budget allocation, audience behavior, 
cultural relevance, and performance 
outcomes.

Average marketing budget 
as a share of company 
revenue.

Source: Gartner, 2026

7.8%

THE CORE QUESTION
Are creator budgets being spent on content 
alone, or invested into a campaign system 
built to generate measurable demand?

Projected U.S. creator 
economy ad spend in 2025.

Source: IAB

$37B
Of respondents expected 
influencer marketing 
budgets to increase in 2026.

Source: Influencer Marketing Hub

87.49%
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THE NEW BUDGET REALITY 
FOR CREATOR MARKETING
FROM AWARENESS TACTIC TO FULL-FUNNEL  
INFRASTRUCTURE.

Influencer marketing was once treated primarily as a visibility channel. Brands partnered 
with creators to reach audiences, generate impressions, earn engagement, and create social 
proof. Those goals still matter, but they are no longer enough.

TAKEAWAY

Creator marketing ROI is strongest when every part of the campaign has a defined  
performance role.

AWARENESS 
Reach, storytelling, cultural relevance

CONVERSION 
Affiliate links, storefronts, promo codes,  
etargeting

CONSIDERATION 
Tutorials, reviews, demos, comparisons

RETENTION  
Community, recurring partnerships,  
post-purchase content

Creator budgets are no longer built around creator fees alone.

• Creator partnerships 	 • Creative strategy 		  • Platform-native production

• Usage rights 		  • Paid amplification 		  • Commerce infrastructure

• Tracking 			   • Reporting 			   • Optimization
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WHY CREATOR  
BUDGETS UNDERPERFORM
THE ISSUE IS USUALLY NOT CREATOR MARKETING.  
IT IS THE INCOMPLETE SYSTEM AROUND THE CONTENT.

A brand may invest in the right category, the right platform, or even a strong creator and still 
struggle to prove ROI if the campaign is not connected to a clear performance path.

AUDIENCE BEHAVIOR  
IS MISMATCHED

A creator can be engaging and still be the 
wrong fit for the campaign objective.
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PAID SUPPORT  
ARRIVES TOO LATE

Amplification works best when it scales 
content that is already resonating.

4

MEASUREMENT STOPS  
AT ENGAGEMENT

Likes and impressions matter, but they do not 
show the full journey to action.

6

REACH GETS TOO MUCH  
BUDGET

Follower count and impressions create scale, 
but not necessarily trust or purchase intent.

1

NO CLEAR  
CONVERSION PATH

Attention needs somewhere to go: landing  
page, storefront, link, promo code, or lead  orm.
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USAGE RIGHTS ARE  
NOT PLANNED

Brands lose access to assets that could support 
paid, email, product pages, and retargeting.
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Influencer campaigns underperform when creator content is not supported by the strategy, 
infrastructure, and measurement needed to turn attention into action.

Audience alignment and creator reputation are among the top criteria brands use when selecting creators. Source: IAB creator economy reporting.
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U.S. online spend during 
Prime Day 2026 four-day 
event.

Source: Reuters / Adobe Analytics

$26.4B+
Year-over-year increase in 
U.S. online spend during 
Prime Day.

Source: Reuters

+9.3%
Of Gen Z consumers turn 
to TikTok to find their next 
purchase.

Source: Sprout Social

49%

CREATOR COMMERCE AND THE 
RISE OF SHOPPABLE INFLUENCE
THE PATH FROM DISCOVERY TO PURCHASE IS BECOMING  
SHORTER, MORE SOCIAL, AND MORE CREATOR-LED.

A strong creator commerce strategy can:

• Introduce products through trusted voices

• Explain use cases quickly

• Reduce decision friction

• Show the product in real life

• Create urgency around limited-time offers

• Send audiences directly to storefronts or product 
pages

• Generate content that can be reused beyond the 
sale window

TAKEAWAY

Creator commerce turns 
influence into a more 
measurable performance 
channel by connecting 
trusted recommendations 
with simple paths to action.
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CULTURAL MOMENTS NEED 
CREATOR TRANSLATION
ATTENTION IS NOT STRATEGY UNTIL CREATORS  
MAKE IT RELEVANT.

Every second half brings moments brands want to participate in: sports, summer travel, 
back-to-school, launches, holidays, retail promotions, and social trends.

How creators make cultural attention specific:

FIFA World Cup 2026 tournament window.

Source: FIFA

JUN 11 - JUL 19
peak back-to-school shopping start window.

Source: JLL, 2026

JULY

Watch-party routines Product discovery Local relevance

Fan rituals Styling moments Tutorials

Gift guides Event prep Lifestyle integration

TAKEAWAY

Brands do not win cultural moments by simply attaching themselves to attention. They win 
when creators connect the moment to real audience rituals, needs, and decisions.

6



SMARTER Q3/Q4 BUDGET 
ALLOCATION
A STRONG CREATOR BUDGET SHOULD SUPPORT  
THE FULL CAMPAIGN SYSTEM.

Many brands still build influencer budgets around one primary line item: talent fees.  
Talent is essential, but talent alone does not create performance.

The strongest creator budgets are not spent only on talent. They are distributed across the 
strategy, systems, and amplification needed to turn content into measurable demand.

FULL-SYSTEM ALLOCATION

CREATOR
BUDGET

CREATOR 
PARTNERSHIPS  

Talent, relationships, 
alignment, credibility

CREATIVE STRATEGY 
Concepts, hooks, formats, 
platform-native direction

USAGE RIGHTS  
Extend creator content 

beyond the original post

PAID AMPLIFICATION 
Scale what is already 

proving itself

COMMERCE 
INFRASTRUCTURE  

Links, storefronts, codes, 
pages, tracking

MEASUREMENT  
& REPORTING 
Insights, funnel 

movement, next 
investment
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BRAND SAFETY, VETTING,AND 
PERFORMANCE PROTECTION
CREATOR VETTING IS NOT JUST A RISK MEASURE.  
IT IS A PERFORMANCE STRATEGY.

COMPLIANCE NOTE

The FTC Endorsement Guides make clear that material connections between advertisers 
and endorsers should be disclosed, including in social media and influencer marketing.

Effective creator vetting should evaluate:

• Audience alignment 	 • Brand safety 			   • Past sentiment

• Content quality 		  • Engagement authenticity 		  • Platform history

• Comment quality 		  • Past partnerships 			   • Conversion signals

• Category relevance 		 • Brief follow-through		  • Cultural context fit

• Communication professionalism

For high-stakes campaigns, ask:  
Can this creator help the audience believe, understand, consider, or act?

8



MEASURING ROI BEYOND  
THE FIRST ENGAGEMENT
PERFORMANCE SHOULD NOT STOP AT LIKES,  
COMMENTS, OR IMPRESSIONS.

A buyer rarely moves from awareness to 
purchase in a single interaction. The real 
value of influencer marketing often appears 
in what happens after the first engagement.

Signals to track across the buyer journey:

• Reach & impressions 	 • Engagement quality	 • Saves & shares 

• Clicks 			   • Branded search lift 		  • Return website traffic

• Product page visits 		 • Email signups		  • Storefront visits 

• Affiliate clicks  		  • Promo code usage 		  • Paid media efficiency

• Assisted conversions 	 • Sales conversations

The question is not only whether creator content generated engagement.  
The question is whether it moved the audience closer to a decision.

of buyers rank overall ROI 
as their top KPI for creator 
campaigns.
Source: Sprout Social

40%
REACH1

Consider4 Convert5 Learn5

Engage2 Click3
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Q3/Q4 CREATOR  
CAMPAIGN CHECKLIST
A PRACTICAL PLANNING FILTER FOR  
SECOND-HALF CAMPAIGNS.

STRATEGY
• What business goal does this support?

• Awareness, consideration, conversion,  
   retention, or mix?

• What audience behavior are we trying  
   to influence?

• Is this tied to a retail, cultural, launch,  
   or seasonal window?

CREATOR SELECTION
• Do creators match audience, category,  
   and objective?

• Have brand safety and sentiment  
   checks been completed?

• Is engagement credible, not just visible?

• Can the creator help audiences  
   understand, believe, consider, or act?

COMMERCE & CONVERSION
• Are links, storefronts, codes, or landing  
   pages ready?

• Is the buying path simple?

• Can performance be tracked?

• Are retargeting and paid support  
   prepared?

BUDGET
• Is budget allocated across creators,  
   strategy, amplification, rights, commerce,  
   and measurement?

• Do we have budget to scale top content?

• Are we planning for reuse beyond the  
   original post?

CREATIVE DIRECTION
• Does content feel native to the platform?

• Is the product or message easy to  
   understand?

• Is there a clear reason to act?

• Does creative leave room for the creator 
   voice?

MEASUREMENT
• Are we measuring beyond impressions  
   and engagement?

• Can we identify what moved audiences  
   closer to action?

• Can learnings improve future creator  
   investment?

Ready to plan a smarter creator campaign for Q3 or Q4?

HireInfluence helps brands build full-service influencer campaigns designed for strategic 
execution, creator credibility, paid amplification, and performance clarity.

EXPLORE OUR WORK

Selected sources: Gartner CMO Spend Survey 2026; IAB Creator Economy reporting; Influencer Marketing Hub 2026 Benchmark Report; Amazon and 
Reuters Prime Day 2026; Sprout Social 2026 Social Media
Statistics; FIFA World Cup 2026; JLL Back-to-School 2026; FTC Endorsement Guides.
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