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ABOUT THIS PAPER

Creator marketing did not get bigger. It got
wider, cheaper per unit, and much harder
to operate.

This paper is about one shift: budget moving from a few influencer partnerships to

many content deals with small creators, bought for what the content does in paid

media rather than for whose audience sees it. It sets out what the shift bought, what

it costs, why plenty of brands are right not to make it, and what breaks at scale.
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oo EXECUTIVE SUMMARY

Ten findings on the
shift to UGC

Creator marketing has been re-bought by a different department. What used to
be an awareness line managed by brand teams is now a creative-supply line
managed by growth teams, and every consequence follows from that.

01 The money did not arrive from nowhere. It came out of paid media.

Influencer marketing is on track for roughly USD 40.5 billion in 2026 and 87% of marketers
expect their budget to rise, but about two thirds of that increase is reallocated from existing
paid-media lines rather than new money.' Creator content is now being bought by

performance teams, and it is judged on performance terms.

02 UGC is bought as an asset. Influence is rented by the week.

A UGC deal buys a file and a licence you run wherever you want, for as long as the rights last.
An influencer deal buys access to someone else’s audience for a posting window. That single

difference explains almost every other number in this paper.

03 UGC campaigns grew 133% in a year on the largest open marketplace.

On Collabstr, UGC went from 15% to 35% of all campaigns and now outranks TikTok as a

booking category. 80% of collaborations on the platform cost under USD 300.2

04 The performance case is real, and smaller than the marketing for it.

Sourced Meta benchmarks put UGC-style creative 27% to 64% ahead on click-through and
19% to 26% ahead on conversion or cost per acquisition against studio work.> * ® The widely

repeated “4x CTR” figure comes from vendors with no disclosed method.®

05 Volume, not polish, is what the media buyer is really buying.

Brands testing more than ten creative concepts a month report 31% lower CPA than those
testing fewer than five, and high-volume refresh extends campaign life three to five times.”

You cannot get that cadence from three influencer partnerships.



EXECUTIVE SUMMARY - CONTINUED
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Small creators win on engagement, and brands rate them no lower.

Across 100,000+ analysed Instagram posts, nano creators average a 2.61% engagement rate
against 0.84% for mega.® Brand satisfaction is effectively flat from micro to large, 4.70 against
4.58 stars. 54% of marketers now work mainly with nano and micro creators.’

Suitability outranks follower count, by a long way.

Asked what brands weigh when choosing a creator, 5,095 creators put suitability first and
follower count eighth, even though follower count remains the strongest predictor of their

income.”®

The one number that contradicts the long tail: payments still concentrate.

62% of all creator payments went to the top 10% of creators in 2025, up from 53% in 2023."
Brands are booking more small creators while the money keeps stacking at the top. Both
things are true, and the gap is the story.

Sourcing went global, and the payment stack did not follow.

Platforms now list creators in thirty to thirty-five countries.'? 52% of creators are paid from
outside their home country,” and cross-border payouts routinely lose 5% to 12% to FX spreads

and correspondent-bank fees."

The constraint is operations, not creators or content.

Informal process breaks at roughly fifteen creators. Manual review breaks at roughly fifty
submissions. Finance breaks when three hundred creators become three hundred vendor

records.”® %17 Nothing in that list is a creative problem.

The brands getting this right are not choosing UGC over influencers.
They are running a wide, cheap, high-cadence content layer
underneath a small, expensive reach layer, and paying both on time.



01 THE SHIFT

\What actually
changed

Three things moved at once: who holds the budget, what the budget buys, and
how many suppliers it is split across. The headline market numbers hide all
three, because total creator spend went up either way.

The market grew, but the interesting part is the mix

$40.5bn $43.9bn $13.2bn

projected global influencer US creator-economy ad spend of that US total is paid
marketing spend in 2026 in 2026, up from $371bnin amplification of creator
2025 content, against $11.6bn in

1
direct partnerships

Read the third number twice. In the United States, more creator money now goes
into running creator content as advertising than into the partnerships that produce
it. That is the whole shift in one line: the content is the product, and the creator’s

own audience is a bonus rather than the purchase.

Where the new budget came from

87% of marketers expect their influencer budget to rise in 2026 and only 6% expect
a cut, but roughly two thirds of the rise is reallocated out of existing paid-media
lines.! Creator content is being funded by performance budgets, approved by

performance people, and measured against the studio creative it replaced.

Expect their influencer budget to increase in 2026
P g 87%
e

Expect it to decrease
P 6%



An asset you keep, against an audience you rent

The practical difference is the licence. A UGC deal produces a file the brand runs in
paid social, on the product page, in email and in retail media, for as long as the
usage window lasts. An influencer deal produces a post on someone else’s profile
with a peak-attention window measured in days.® 77% of brands already repurpose
creator content into paid ads and 67% write usage rights into the first contract.”
Every enterprise marketer Lingia surveyed uses creator content somewhere other

than the creator’s own wall.2°

WHAT A UGC DEAL BUYS WHAT AN INFLUENCER DEAL BUYS

e Afile, plusalicence with a named window e Access toan audience for a posting window

o Usablein paid social, CRM, PDP and retail media o Credibility transfer the brand cannot

. . manufacture
e Priced per asset, typically USD 150 to 500

. X e Priced on reach, typically four figures and up
e Reachcomes from your media budget, not their

audience o Distribution is included, and so is its ceiling
e Volumeis a purchasing decision o Volumeis limited by how many people you can
brief

The category that grew fastest was the cheapest one

On Collabstr’s open marketplace, UGC bookings grew 133% in a year and moved
from 15% to 35% of all campaigns, overtaking TikTok as a booking category. 80% of
collaborations on the platform cost under USD 300, and the average UGC asking

rate was USD 180 against an average payout of USD 154.2

UGC share of marketplace campaigns, 2024

15%

UGC share of marketplace campaigns, 2025-26
L]

35%

Stop reading total creator spend as one number. Split your own budget into reach

bought from audiences and content bought as inventory, and report them
separately. Most teams find the second line is now the larger one, and is still
governed by brand-partnership rules written for the first.



02 PERFORMANCE

The performance case,
and its limits

UGC creative does beat studio creative on the metrics performance teams are
paid on. The honest version of that claim is narrower than the version in most
vendor decks, and the bigger effect is not quality at all. It is cadence.

What the sourced benchmarks actually say

UGC-style creative against studio creative on Meta  MEDIUM

MEASURE REPORTED EFFECT SOURCE AND SCOPE

Click-through rate +64% 1.8% against 11%, cross-vertical vendor benchmark®

Click-through rate +35 to 55% Cold traffic, cosmetics sub-verticals, every one except luxury
fragrance21

Click-through rate +48% Advantage+ Shopping campaigns against brand creative®

Cost per acquisition 26% lower Advantage+ Shopping campaigns®

Cost per acquisition 22 to 38% lower Cold prospecting, most DTC ca‘cegories5

Conversion rate +19% DTC ecommerce on Meta, against polished brand content®

“4x the CTR of traditional unverified Vendor analysis with no disclosed method and no third-party

ads” attribution®

22

77% of marketers say creator content outperforms traditional branded ad creative, and 43% say it
performs significantly better.! That is a survey of belief, not a measurement of outcome, but belief is what

moves budget.



The real mechanism: you are buying shots on goal

Single-asset performance is the smaller half of the story. Paid social decays: an ad
set fatigues, CPMs climb, and the fix is new creative rather than new targeting. The
number of distinct concepts you can put into market each month is therefore a

direct input to cost per acquisition.

Testing 10+ concepts a month, against fewer than 5

Testing 20+ new ads a month, against fewer than 10

High-volume refresh, 15 to 50+ variants a month

\. |

Now price it. Fifty new concepts a month from a studio is a budget line most brands

do not have. Fifty UGC assets at an average payout of USD 154 is roughly USD
7,700.2 That is the arithmetic that moved the money.

Where UGC does not win

DOCUMENTED EXCEPTIONS COSTS THE BENCHMARKS LEAVE OUT
Luxury and prestige. Cosmetics benchmarks Briefing, review and rejection of assets that
show UGC beating studio in every sub-vertical never run

except luxury fragrance?!

31%
lower

CPA

65%
higher
ROAS

3 to 5x

life

Usage rights and whitelisting, priced on top

Warm and retargeting audiences, where the almost every time™®
advantage narrows sharply®?

Onboarding, tax forms and payment operations

Anything needing a controlled claim or a per creator?®
specific product shot

Do not buy UGC because it converts better. Buy it because it puts fifteen to fifty
distinct concepts into market every month at a unit cost a studio cannot match,

then hold it to the same CPA bar as everything else.



03 THE LONG TAIL

Many small creators
instead of a few big ones

The case for spreading a budget across many small creators is unusually well
evidenced: they engage better, brands rate them the same, and the buying
criteria brands themselves report have moved away from audience size. Then

there is the payment data, which says the opposite.

Engagement falls as follower count rises

Nano 2.61%
. ]

Micro 1.68%
D

Mid-tier 1.08%
D

Macro 0.68%
Mega 0.84%

And brands are no less satisfied

4.70 4.69 4.58 4.58

average brand rating rating of creators rating of creators rating of creators
of creators with 1K to with 10K to 50K with 50K to 100K with 100K+ followers
10K followers followers followers o

8 8 8

54% of marketers now work mainly with nano and micro creators.? And asked what
brands weigh when choosing them, 5,095 creators put suitability first and follower

count eighth.”



The contradiction worth sitting with

If budgets were genuinely spreading, payments would be flattening. They are doing

the opposite.

53% of all creator payments to the top 10% of creators, 2023

62% of all creator payments to the top 10% of creators, 2025 38% to everyone else

Both datasets are right, and the resolution is that they measure different markets.
Brands are booking far more small creators, in far more places, for far less money
each. Meanwhile the large partnership deals that carry most of the dollars got larger.
The long tail is winning on volume of relationships and losing on share of spend,
and any brand claiming it has "moved to a creator-led model” should check which

of the two it actually did.

WHAT THE LONG TAIL IS GOOD FOR, ON THE EVIDENCE

Creative variety, because fifty people produce fifty o Geographic and language coverage without a local

angles agency

o Niche credibility, which multiplies reach: aligned o Lower per-asset risk, because one weak asset costs

campaigns average about 77% more views than USD 150 rather than a quarter’s budget
misaligned ones®

Run the tail for coverage and the head for reach, and measure them with different

KPIs. Judge small creators on cost per usable asset and on how the asset performs
in paid, never on the engagement their own post earns. Judge large partnerships
on incremental reach into audiences your media buying cannot address.



(:> I GEOGRAPHY

The map
got bigger

Once the purchase is a file rather than an audience, the creator’s location stops

being a constraint and starts being a variable. That is the quietest and most
consequential part of the shift, and the part the payment stack was least ready

for.

The supply is already listed

160k + 14k+

verified active creators in one

creators listed by Influee across

30+ countries; Insense lists

100k+ across 35+ o

12

Why a brand crosses the border

Latin America network alone

92%

of creators are paid from
outside their home country

13

LOow

Three reasons, in the order teams discover them. Price: the same brief costs a

fraction outside the US, and the media gap is wider stil.** Language and cultural fit,

the largest single multiplier on views.® Capacity: fifty assets a month in four

languages cannot come from one market without a scarcity premium.?®

Indicative UGC video rates by market, local currency

NOTE

MARKET PER SHORT-FORM UGC VIDEO

United States USD 150 to 500
United Kingdom GBP 50 to 250
Germany EUR 100 to 1,500
Australia AUD 80 to 300

Southeast Asia under USD 200

Marketplace average payout USD 1542

Short video 25 to 50% above static

Wide band; priced on format, not followers
Retainer about AUD 1,200 a month for ~12 assets

Per TikTok video

25



What it costs on the way back

The saving on the rate card is partly given back at the payment layer, and the

creator absorbs most of it. Cross-border research puts the loss at 5% to 12% of

earnings, through FX markups of 3% to 7% and correspondent wire fees of USD 15

to 50 per transfer." One worked example: a Manila creator paid by a London agency

on a USD 2,000 deal received USD 1,750, six weeks later.?”

Agreed fee

$2,000

Received, six weeks later

$1,750

27

Three cautions that are not optional

Pay parity

Sourcing globally to pay less is a strategy.
Paying the same creator less because of
where they live is a reputational and,
increasingly, a legal problem. Set the rate
on the deliverable, then let the market
determine who accepits it.

Tax and status

W-8BEN and W-9 collection, the EU
reverse charge, DAC7 platform reporting
and local contractor rules all land the
moment you pay across a border. They

land on whoever is named on the invoice.

Method, not just currency

PayPal cannot be used to receive funds in
Nigeria. SWIFT needs details many
creators do not have. The method a
creator can actually collectinis a
sourcing constraint, not a finance detail.

There is no published dataset showing how the geographic mix of brand creator spend has changed

year over year. This paper marks that as a gap. The evidence for globalisation here is supply-side

(platform listings, regional rate cards) and payment-side (cross-border payout share), not spend-side.

SO WHAT

Treat the payment rail as part of the sourcing decision. Before you open a market,

confirm the method creators there can actually receive, who carries the tax

paperwork, and what lands in their account after fees. A programme that saves 40%

on the rate card and loses creators to a six-week payment cycle has not saved

anything.



05 THE OTHER SIDE

\What influencers
still do best

Plenty of sophisticated brands have looked at the same data and kept most of
their budget in influencer partnerships. They are not behind. They are buying
something UGC does not sell.

Distribution certainty is a product

Across 643 brands running both gifted and paid collaborations over 5,869 posts,
engagement was nearly identical, but paid delivered roughly twice the typical
views.? Paying does not buy better engagement. It buys a floor under reach, and a

floor is what a launch calendar needs.

Typical views, paid collaboration

Typical views, gifted collaboration

The jobs UGC cannot do

BUY AN INFLUENCER WHEN AND THE HONEST COSTS

+ You need awareness in an audience your media
buying cannot reach

2,533

1,101

Peak attention is measured in days, not months®

The endorsement is the asset: credibility
transfer from someone their audience already
trusts

You are launching and need a dated,
guaranteed moment, not a pipeline

You are renting: the asset stops working when
the window closes

Unit economics do not allow the cadence paid
social needs

Concentration risk: one partner, one post, one
reputation

+ You need earned coverage or retail buy-in that a
media file will not start

Practitioners describe the split the same way: influencer marketing fills the top of
the funnel, UGC activates the middle and bottom. Neither replaced the other, and

they are increasingly bought by different teams from different budgets.?®



06 ...
Side by side

The same questions, answered for both models. Nothing here is a verdict. It is

the table a team should fill in for its own category before moving a budget line.

QUESTION

UGC | CREATOR CONTENT

INFLUENCER PARTNERSHIP

What you buy

Where reach comes
from

Typical unit price

Useful life

Cadence achievable

Best funnel position

Performance evidence

Main risk

Operational load

Fails when

A file and a licence

Your media budget

USD 150 to 500 per asset'®

Months, while the usage window runs

15 to 50+ new variants a month?

Middle and bottom, and creative testing

CTR and CPA advantage on cold traffic® *
Volume of mediocre assets; review bottleneck
Scales with creator count, not spend

Media spend is too small for fatigue to bite

A RULE OF THUMB THAT SURVIVES MOST CATEGORIES

Access to an audience for a window

Their following

Four figures and up, priced on reach

Days of peak attention®

Limited by briefing and relationship capacity

Top, and launch moments

Reach and credibility, harder to attribute

One partner, one post, one reputation

Scales with spend, not creator count

You need volume or fast iteration

If you would still want the asset after the creator’s post is forgotten, you are buying UGC, and should price

and licence it that way. If the value disappears when their audience stops looking, you are buying

influence, and should judge it on reach. Most disappointing creator campaigns are one of these bought

under the rules of the other.

SO WHAT

Write down which of the two you are buying before you write the brief, then set the

KPI to match: cost per usable asset and in-platform CPA for UGC, incremental reach

for influence. Running both is normal. Judging both on the same dashboard is

where budgets get misread.
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The Al
counter-current

If UGC is bought for volume at low unit cost, synthetic UGC is the logical next
step, and it is already cheap. The consumer data says it also removes the thing
the brand was buying.

What consumers say about Al in advertising

Say Al makes advertising feel less authentic

78%
D
Less likely to trust an ad they suspect is Al-generated
y Y P g 73%
D
Less likely to buy from a brand using Al advertisin
y y g 9 63%

29

HUMAN UGC AI-GENERATED UGC
A 19% lift in purchase intent. 89% of enterprise A12% lift. Cheap, infinitely scalable, and
brands still avoid virtual influencers in carrying the disclosure risk below.*°

commercial campaigns.*®

The rules arrived fast

The FTC prohibits presenting a script as a genuine personal testimonial without
disclosing that the speaker is an Al actor, at up to USD 53,088 per knowing violation,
and New York’s synthetic-performer law took effect on 9 June 2026.>° Mango, Levi’s
and H&M have each faced backlash over Al-generated models, and each time the

criticism was about the silence. 3%

Use Al where it does not pretend to be a person: variant generation, editing,

localisation, subtitling. UGC outperforms studio creative because viewers read it as
a real person’s experience, so synthesising the person removes the mechanism

you are paying for.



08 OPERATIONS

\What breaks

when you scale

Every team that has run a long-tail programme describes the same sequence.

The constraint is never creators or content. It is coordination, review and money

movement, and it fails at three predictable points.

~15 CREATORS

The informal system
breaks. Spreadsheets, DMs
and a shared inbox stop
tracking who was briefed,
who delivered, who was
approved and who was

paid.’®

~50 SUBMISSIONS

Review breaks. One
reviewer classifying and
approving assets is fine at
ten and is the bottleneck at
two hundred. The pay scale
still exists on paper but
stops functioning as

policy.'®

~300 CREATORS

Finance breaks. Every
creator is a new vendor to
onboard, tax-form,
approve and pay. Legacy
banking built for monthly
vendor batches does not
do fractional
micropayments to
hundreds of

counterparties.’”

Practitioners put it plainly: the bottleneck is operations, not creators or content, and

what an ecommerce brand needs is one vendor in the ERP, not three hundred

creator records.” That is a finance-systems sentence, and it is why many UGC

programmes cap out at a size nobody chose.

WHAT SCALES CLEANLY

+

+

Sourcing: the supply is listed and searchable

Briefing, once the brief is a template rather than
adocument

Media distribution, because the algorithm does
that work

WHAT DOES NOT, WITHOUT A SYSTEM

Review and approval past roughly fifty
submissions

Vendor onboarding, tax forms and compliance
per creator

Cross-border transfers in the method each
creator can receive

Reconciliation, when every payout is its own
ledger line



The cost lands on the creator, then comes back

70% 43%

85%

of creators say invoicing and have quit a collaboration over of freelancers have invoices

payment admin prevents them administrative hassle alone

from creating full time o5

23

paid late at least some of the
time

32

A long-tail programme is a supplier network, and supplier networks churn when

paperwork and payment are painful. The creators who leave first are the ones with

options, which is the opposite of the selection you want. 74% of creators who felt

undervalued by a brand stopped working with it.*

One month of a 200-creator programme, illustrative

WHAT THE MARKETING TEAM SEES VOLUME WHAT FINANCE SEES
Briefs issued 200 Nothing yet
Assets delivered and reviewed 260 Nothing yet
Assets approved 210 210 payables
Payouts initiated 210 210 transfers, 3 to 5 methods
Countries and currencies 12/7  7FXconversions and 7 rate exposures
Invoices and tax forms 210 /200 410 documents to collect, store and file
Vendor records 200 200 onboardings, or one counterparty
Size the operating model before the creator list. Decide now who reviews at fifty
submissions a week, what the approval-to-payment path is, and whether finance is

onboarding three hundred vendors or one. If the answer to the last question is three

hundred, the programme has a ceiling regardless of how good the creative is.



09 INFRASTRUCTURE

The platform
layer

A long-tail programme is only possible because a tooling layer grew

underneath it. That layer has three distinct jobs, most products do one or two of

them well, and the third is the one brands discover last.

LAYER WHAT IT SOLVES

EXAMPLES

Marketplace Discovery, vetting, briefing and delivery of individual
assets. Priced per asset or per seat. This is where the long
tail became purchasable at all.

Campaign platform Briefs, approvals, rights tracking, content performance
and, increasingly, paying creators on what the content
actually did rather than a flat fee.

Payout layer Onboarding, tax forms, cross-border transfer, method
and currency choice, invoicing, compliance and the

single ledger finance reconciles.

Collabstr, Billo, Influee, JoinBrands,

Insense, Trend by soona>> 3*

viral.app, Aspire, CreatorlQ,
ShopMy33 28

Usually absent, or bolted on with

spreadsheets and bank transfers®® 17

The market sizing is a mess, and that is informative

Published estimates for the UGC platform market in 2026 run from USD 8.5 billion to

USD 13.5 billion depending on the analyst, a spread of more than 50%.*” The

estimates disagree because the category does not have settled edges: some count

marketplaces only, some count social-commerce tooling, some count moderation

software. Treat the number as a signal that the category is being defined in public,

not as a planning input.  Low

Ruggable scaled its creator programme twenty times on a platform rather than with headcount.?® That is

what the tooling layer is for, and it is also why the payout layer matters: a programme that grows twenty

times grows its payment operations twenty times with it.



A worked example: paying on what the content did

viral.app is a data-driven platform for Canvas UGC marketing. Brands use it to find
creators, brief and track campaigns, measure content performance, and pay
creators based on views generated rather than a flat asset fee. Dozens of brands
run their creator programmes on it, including Studyflash, Quizlet, Coconote and

Flashka.*®

It is a useful example for two reasons. Performance-linked creator pay is becoming
normal: one practitioner survey puts performance-based compensation at 53% of
brand partnerships in 2026, up from 23% two years earlier.'® And paying per view
across a long tail produces exactly the problem chapter 08 describes: thousands of

small, variable, cross-border payouts.

94 5,500+ $1.4M+ ~$255

brands live on creator payouts paid out to creators average payout,
viral.app’s processed through inside the platform which is the long tail
embedded payouts the platform in one number

35

within the first five 35

months 35

35

That average is the thesis of this paper as a single amount. It is not a USD 11,400
campaign payment." It is a few hundred dollars, thousands of times, across borders,

on a cadence no brand can batch monthly without losing creators.

"\We built viral.app to run Canvas UGC end to end, and payments were the one

piece we didn’t want to build or license ourselves.”

Mike Schneider, Co-founder, viral.app

Rather than build payments, viral.app embedded a payout layer through an API.
Brands onboard once, then pay creators without leaving the platform, while the
provider carries the transfer, invoicing, VAT and merchant-of-record liability. The
brand pays a 3% fee per payout, and viral.app, as an affiliate, earns a share of it. A

feature the platform might have outsourced became a revenue line.*®



The payout layer the long tail runs on,
and the one place a wide creator
programme can be made profitable.

Talentir is the payout layer under creator programmes and the platforms that host them,

including viral.app. A brand or platform onboards once, then pays any number of creators in

their own method and currency, with the invoice, tax paperwork and cross-border

compliance handled underneath. Finance reconciles one counterparty instead of three

hundred.

Built for many small payouts

180+ countries, 24+ currencies and 10
stablecoins. Bank transfer, PayPal, wallet or
crypto, chosen by the creator. FX at about 0.4%
against the 2.1% typical of correspondent
banking, which is what makes a USD 150 asset

worth paying for at all.

Early Payouts, which turn the cost line into

margin

On any scheduled payout, each creator
chooses: wait for the full amount, or take it

today for a small fee you set. 58% of freelancers

say they would accept a fee for instant payment,

and 85% are paid late at least some of the

time. 100% of that fee stays with you.

One vendor, not three hundred

Talentir is merchant of record, so sanctions
screening, tax details and cross-border
compliance sit with us. Every payout generates
a compliant invoice and receipt for both sides
and syncs to your accounting, so creators

never write one and you never chase one.

Embedded, if you are the platform

Platforms embed Talentir through the API so
brands pay creators in-product, and earn a
share of the fee on every payout. That is the
model viral.app runs: 94 brands, 5,500+
payouts and $1.4M+ processed in the first five

months.




10 PLAYBOOK

Running a long-tail
UGC programme

The whole paper reduced to what a team can set up in a quarter. Decide the

model, size the operation before the roster, and measure four numbers.

Setting it up

DO

+ Split the budget explicitly into reach bought
from audiences and content bought as
inventory

+ Set the volume target from your media plan: how
many distinct concepts a month does paid
social need?

+ Price usage separately and time-box it, in days
from first use

+ Start in two markets, not eight, and confirm the
payment method creators there can actually
receive

+ Setone rate card per deliverable, applied
everywhere, so global sourcing is not a pay-cut
strategy

+ Brief for angles, not scripts: fifty creators are
worth fifty ideas, and a script deletes forty-nine
of them

+ Decide who reviews at fifty submissions a week,
before you have fifty submissions a week

Judging small creators on the engagement their
own post earns

Buying volume with no media budget behind it
to expose creative fatigue

Perpetual usage you do not plan to use

Synthetic testimonials presented as a real
person’s experience



Keeping it running

DO
+ Pay on content approval, not on a monthly
accounts run

+ One vendor relationship for finance, whatever
the creator count

+ Absorb transfer and FX fees rather than
charging them to a USD 150 asset

+ Re-book the creators whose assets perform in
paid, and tell them why

The four numbers to measure

COST PER USABLE ASSET

Total programme cost, including review and
payment operations, divided by assets that

actually ran. Not the rate card.

DAYS TO PAY

Median business days from approval to money
in the creator’s account, by market and

method. Target ten or fewer.

One last number

AVOID
Net-60 or longer on deals under a few thousand
euros
A single reviewer as the only approval path

Onboarding every creator as a separate vendor
record

CONCEPTS IN MARKET PER MONTH

The input that most reliably moves CPA: ten or
more a month means 31% lower CPA than fewer

than five.”

RE-BOOK RATE

Share of creators who work with you again

within twelve months. It is also the quality signal:

the ones with options leave first.2*

62% of all creator payments still go to the top 10% of

creators.

The shift is real in the number of relationships and much weaker in the share of spend." The brands that

get the most out of the next two years will not be the ones that declare a move to UGC. They will be the

ones that build a content layer wide enough to feed their media plan, keep a reach layer for the jobs it

does better, and put an operating model under both that can pay a few hundred dollars to a few

thousand people, on time.



APPENDIX

Sources

All sources accessed in September 2026. Sample sizes are those disclosed by the publisher. Vendor and agency

benchmarks without a disclosed method are labelled as such in the text, and the places where no dataset exists are marked

as gaps rather than filled with an estimate.
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f
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Influencer Marketing Hub. "Influencer
Marketing Benchmark Report 2026.” n = 600+
marketers.
influencermarketinghub.com/influencer-
marketing-benchmark-report/

Collabstr. 2026 Influencer Marketing Report.”
21,000+ collaborations and 200,000+ creators,
data year 2025. collabstr.com/2026-influencer-
marketing-report

Finsi. "UGC ads performance benchmarks
2026: when raw beats polished.” Vendor
benchmark, method partly disclosed.
finsi.ai/blog/ugc-ads-performance-
benchmarks/

Spark UGC. "Meta ads benchmarks by
business type, 2026.” Vendor benchmark.
sparkugc.com/resources/meta-ads-
benchmarks-by-business-type-2026

Needle. "UGC vs studio creative: what converts
better for DTC brands?” 2026.
askneedle.com/blog/ugc-vs-studio-creative-
what-converts-better-for-dtc-brands

Hustler Marketing. "UGC marketing vs
influencer marketing: which drives more
revenue in 2026?” Vendor analysis, method
undisclosed, no third-party attribution.
hustlermarketing.com/blog/ugc-marketing-vs-
influencer-marketing/

Web Tonic. "E-commerce ad creative statistics
2026.” webtonic.io/blog/e-commerce-ad-
creative-statistics

Social Cat. "Influencer Marketing Report 2026:
small creators win, systems scale.” Analysis of
100,000+ Instagram influencer posts.
thesocialcat.com/blog/influencer-marketing-
report

Digital Applied. "Influencer marketing 2026:
micro and nano strategy” and "Creator
economy statistics 2026.”
digitalapplied.com/blog/

CreatorlQ and Influencers.club. "The State of
Creators 2026.” n = 5,095 creators across 100
regions, fielded 29 May to 29 June 2026,
margin of error +1.4pp. creatorig.com

CreatorlQ. "State of Creator Compensation.”
Payment data for 14,400 creators plus n = 300
survey. January 2026. creatorig.com

Platform-published creator counts, September
2026: Influee (160,000+ creators, 30+
countries), Insense (100,000+ creators, 35+
countries), JoinBrands (4M+ creators), Trend
by soona (10,000+ vetted), Billo (5,000+
vetted). Self-reported and not independently
audited.
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Visa. "2025 Creator Report.” n = 1,000+ TikTok
creators in the US, BR, AU, UK and UAE, May to
August 2025. investorvisa.com

Spark.money. "Creator economy payments.”
2026. spark.money/research/creator-
economy-payments

Launchpoint. "How brands find and hire UGC
creators in 2026 (without the chaos).”
launchpointhg.com/blog/how-brands-hire-
ugc-creators

Launchpoint. "How to pay UGC creators by
format and quality.” July 2026.
launchpointhg.com/blog/ugc-creator-
compensation-by-format-and-quality

Conbersa. "How to manage UGC creators at
scale across multiple accounts.”
conbersa.aiflearnfugc-creator-management-
at-scale

IAB and Advertiser Perceptions. "2026 Outlook
Study: a snapshot of US ad spend,
opportunities and strategies for growth.”
January 2026. iab.com

Aspire. "The State of Influencer Marketing
2026.” About 900 marketers and creators.
aspire.io

Lingia. "2026 State of Influencer Marketing.” n
=200+ enterprise marketers. October 2025.
einpresswire.com

AdLibrary. "Meta ad benchmarks, cosmetics
2026: CPM, CTR, CPA and ROAS by sub-
vertical.” adlibrary.com/posts/meta-ad-
benchmarks-cosmetics-2026

Opascope. "UGC ads on Meta: when they work
and when they don’t.”
opascope.comfinsights/ugc-ads|

Tipalti. "Unlocking a Superior Brand-Creator
Relationship.” n = 1,231 US and UK creators, July
to August 2023. tipalti.com

Collabify. "How to hire UGC creators in Latin
America.” Public creator base of 14,000+
verified active creators, densest in Mexico, with
supply in Argentina and Colombia.
heycollabify.com

Regional UGC and creator rate guides,
compiled September 2026: Whito (UK),
Sparkful Media and OMR Reviews (Germany),
We Wealth citing DeRev (Italy), Grynow (India),
ContentGrip citing AnyMind (Southeast Asia),
Yamammi (UAE), TIMA (Nigeria), Pigeon Digital
(Australia). All agency- or vendor-published,
none transactional.
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37
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39

Hire Overseas. "UGC content creator” role
guide, on sourcing from the Philippines, Latin
America and South Africa.
hireoverseas.com/roles/ugc-content-creator

Spondula. "How creators get paid by
international brands, and where it goes wrong.”
26 April 2026. spondula.com

Modern Retail+ Research. "Brands are
expanding their creator marketing strategies.”
n =125 brand and agency professionals, plus
executive interviews. 28 July 2026.
modernretail.co

The Harris Poll with the 4As and Infillion.
Consumer research on Al in advertising, 2026.
Reported by Make Influence and Digital
Applied.

Make Influence. "Al-generated synthetic UGC
ads: a 2026 guide for brands.” Includes FTC
penalty levels and the New York synthetic-
performer law effective 9 June 2026.
makeinfluence.com/enfacademy/

Nutralngredients. "When the influencer isn't
real: Al amplifies familiar supplement
advertising risks.” 24 August 2026.
nutraingredients.com

Remote. "Contractor Report 2025: reversing
late-payment culture.”
remote.com/blog/contractor-management/

Billo. "Best UGC platforms in 2026: a buyer’s
comparison for brands and agencies.”
billo.app/blog/ugc-platforms/

soona. "The 12 best UGC platforms in 2026,
ranked and compared.” soona.co/blog/the-
best-ugc-platforms-in-2026

Talentir customer story: viral.app. Figures are
viral.app’s own payout data on Talentir as of
September 2026. talentir.com/customer-
stories|viral-app

Gigapay. "Best influencer payment platforms
for e-commerce brands in 2026.”
gigapay.com/blog/

UGC platform market sizing, conflicting
estimates: Fortune Business Insights (USD
8.48bn in 2026), Mordor Intelligence (USD
12.63bn), Grand View Research and SkyQuest
(USD 12.3bn to 13.5bn). Ranges disagree by
more than 50% because each defines the
category differently.

PYMNTS and Ingo Money. "Nearly 60% of
freelancers willing to pay for instant payouts.”
2023. pymnts.com/disbursements/2023/

Talentir. "Early Payouts.” Product

documentation, September 2026.
talentir.com/products/early-payouts
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