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350k Curated Creators

40M Users On Platform

Top 38% Of Gen Z & Millennials

$6B Annual GMV

[.TK Brand Platform

All-in-1 Creator Marketing
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http://www.youtube.com/watch?v=XfC1zfksId0

COMING SOON

[.TK Brand =
Platform o

All-in-1 cCreator Marketing R ALE 1gane

LTK’s new brand platform will
soon be FREE for brands to:

Discover Creators ol -
Access LTK content library o
Message Creators :
Gift and Code ) [ S = "
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NEW

Brand Profiles

A new brand home on LTK where our
40M active monthly users can find,
explore, and engage with your
Creator content—all in one place.

20% of searches on LTK start with a
brand nhame and your brand profile
will enhance this search.

Tuckernuck

Posts

Featured posts

Abercrombie & Fitch

@ 12k 285k
reat follower

You bring the clothes to
P o

Posts

Featured posts

M

ABERCROMBIE
JEANS 4 ESSENTIALS

(o sale 39

Posts

Featured posts




Get an
[.TK Brand Profile
to drive more sales

LTK Brand Profiles are currently
invite-only. Sign up for the wait list to
be one of the first on the platform.

company.shopltk.com/ltk-brand-profile


https://company.shopltk.com/ltk-brand-profiles
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LTK Brand
Advisory Board

Be a part of shaping the future
of All-in-1 Creator Marketing. %
E “: neF!




Northwestern
University

(W) LTK

LTK & Northwestern
2025 CMO Study

Methodology

A survey was conducted in July 2025 with 204 top level
marketing professionals, 87% ultimate decision makers.
Participants represent organizations with $10M+ in revenue
and majority with $100M+ in revenue that have used Creator
marketing in the last year. A prescreen survey identified the
percent of marketers that have used Creator marketing in
the last year.

@tania_sarin, @kitkeenan, @cranberrytantrums, @thesaltyblonde, @michelejaliene
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90% of brands use
Creator Marketing

Creator is consuming marketing budgets
across the enterprise




f’\ Noythwgstern
NS LTK (= University

Creators
CMOs say consumers
trust Creators most Social Media Ads

Creator is the #1 trusted source for product
recommendations, ranked above social media

and celebrities. Celebrities
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Creator is the 1
place CMOs are
investing more

97% of Creator marketers say Creator
will take more budget or an increased
role in their marketing.

Where CMOs are investing more

1 « Creator Marketing

» Al Driven Search

» Paid Social

* Paid Search

- Gaming/Esports

«CTV

7 - Digital Retail Media

8 « Digital OOH

9 - Digital Audio

10 « Digital Display

11 « Mobile In-App
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CMOs are building
Creator armies

65% 41%

of CMOs worked of CMOs worked
with 50+ Creators with 100+ Creators

Large Creator armies indicate
always-on strategy is prevalent.

101-250

51-100

11-50

1-10

251-500

501-1000
1,000+ l 1%

0% 10% 20%
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Creator is the 1 place
CMOs are mvesting
more 1n 2026

Creator taking more budget and
increased role across all categories.

Beauty &
Personal

Care

Fashion . Wellness

CPG

Hedﬂh,q“i

,“E&HWmﬁf‘f

Tech

Services



Creator content used

across all marketing
departments

Friction from multiple Creator sources
not working together across marketing
departments

Marketing /
Marketing Services

Social

Brand

Media

Shopper Marketing

T
py

Affiliate

Outside agency or

vendory 1%

0

2
=

25% 50%

75%

100%
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Creators are a
necessity for social

92% 20%

use Creator content of budget goes
in social media ads to boosting

Creator content boosted most on

Instagram
Facebook
TikTok
YouTube
Snapchat

ok, wpN -

Instagram .. 69%
Facebook [ 66%
TikTok e 60%
Youtube [T 51%
Snapchat T 46%
X e 44%
Linked/n s 39%
WhatsApp I 28%
Retail Media S 27%
Creator Platforms [ 25%
Threads I 23%
Connected TV [ 21%
Pinterest e 19%
Youtube Shorts [ 16%
Twitch S 13%
Strava [N 13%
Reddit N 12%
Be Real i 9%
Headspace i 9%
Beli s 8%
Duolingo i 6%
MyFitnessPal 0%
Venmo 0%

0% 20% 40% 60%
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Scale with LTK
boosting

Significant growth for brands using LTK
Boost on social media vs. brands that
have not used LTK Boost.

20()/ of Creator budget
0 goes to boosting

Program Click Growth
YoY vs. Brand'’s
Competitor Programs
with no LTK Boost

1.4X

Program Sales Growth
YoY vs. Brand'’s
Competitor Programs
with no LTK Boost
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Creator is the #2

Creator continues to grow as an RMN
investment, climbing up from #3 in 2024.

investment for RMN

CMOs’ planned investments
for Retail Media Networks in 2025

Gustomer Reatonshi I 5.
N
T g —
P T
Loyalty Programs [ 40%
e ———Y "
Y ———
Retater weoste N 3%
in-app [ 31%
S ———
Merchandising [ 29%
on-site Search Ads [ 28%
In-Store Media & [T 26%
Check-Out Messaging [ 18%
User-Generated _ 13%

other | 0%

0% 20% 40%
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Creator marketing

beyond social media

Creator marketers utilize at least one
channel outside of social media.

Most common applications of Creator

Display advertising
Content marketing
User generated content
Affiliate marketing
Connected TV

ok~ wdN -

| Proprietary | Confidential ©2024 rewardStyle Inc d/b/a LTK

Display Advertising

Content Marketing

User-Generated
Content

Affiliate Marketing
Connected TV
Podcasts

In-Store

Sponsorships

Television
Advertising

Video Advertising
Events

Public Relations

Out-of-Home
Advertising

() 10% 20% 30%

40%



Northwestern
University

Hybrid model is
most preferred

Hybrid = a mix of managed and self
service through one platform

Proprietary | Confidential ©2024 rewardstyle Inc d/b/a LTK

Hybrid

Managed

Self-Service

Other

0%

0%

20%

40%
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Preferred model for
platform relationship

All verticals but Fashion and Services

prefer Hybrid over Managed services.

Preferred
model

Hybrid

Managed

Self-Service

Preferred
model

Hybrid

Managed

Self-Service

All Verticals

56%

55%

32%

Fashion

48%

54%

48%

Beauty &
Personal Care

Health, Wellness &

. Services
Fithess

55%

77%

23%
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Most important
impact Creator
delivers

The most important impact
Creator delivers for CMOs:

Awareness
Sentiment

Sales

New audiences
Lead generation

ok~ wbN -

| Proprietary | Confidential ©2024 rewardstyle Inc d/b/a LTK

YoY Change

Increasing brand or
product awareness

T up 27%

Improving brand
sentiment &
perception

—flat

Increasing sales | down 12%

Reaching new
audiences

| down 23%

Facilitating and

generation
Increasing average o
cervace IR 1 .o o5
Informing product ®
cesion I - 7o

Informing inventory
decisions

| down 11%

Increasing
customer lifetime
value

| down 24%

Reducing returns T up 45%

0% 20% 40%
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Most important metrics
from Creator

Awareness

Brand sentiment
Campaign sales
Engagement rate
Audience growth
Consideration
Conversion rate
Cost per image
Impressions & reach
Lift in sales

| Proprietary | Confidential ©2024 rewardStyle Inc d/b/a LTK

Awareness

Brand Sentiment
Campaign Sales
Engagement Rate
Audience Growth
Consideration
Conversion Rate

Cost Per Image

Impressions &
Reach

Lift in Sales

Engagement

Earned Media
Value

Reach

o
X

20% 40%
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Top goals for
Creator campaigns

Generate sales
Loyalty, retention
Content generation
Overall branding
Create awareness
Return on ad spend
Product differentiation
Drive consideration

A/B testing

Proprietary | Confidential ©2024 rewardstyle Inc d/b/a LTK

Generate Sales

Loyalty, Retention

Content Generation

Overall Branding

Create Awareness

Return on Ad
Spend

Product
Differentiation

Drive Consideration

A/B Testing

0% 20% 40%
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Lifestyle is the most — ceoonnene
important Creator Ambassadors

type for brands

Celebrities

]' LIfeStyle Generational
2. Category niche

3. Ambassadors Certified Experts
4. Celebrities

5. Generational Super Fans
6. Certified experts

7. Super fans Athletes
8. Athletes

09 20% 40% 60%

=S

| Proprietary | Confidential ©2024 rewardstyle Inc d/b/a LTK
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Category

Lifestyle

Category
Niche

Ambassadors

Celebrities

Generational

Certified
Experts

Super Fans

Athletes

Northwestern
University

All Verticals

59%

44%

A%

38%

32%

31%

26%

23%

Beauty &
Personal Care

63%

54%

31%

48%

31%

35%

40%

25%

Fashion

Most important Creator types by vertical

Health, Wellness &

. Services
Fitness

A%

36%

9%

A%

32%

50%

18%

32%
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Providing guidance
to Creators

Brands are not overly prescriptive.

How do you provide guidance to your
Creators?

e Nearly % of brands start by providing
general brand guidelines.

e Channel-specific guidelines are less
common.

e Brands are not overly prescriptive to
Creators.

Type of guidance All Verticals

Give general brand guidelines (i.e. tone, key
messages) but leave interpretation to the 62%
Creator

Adapt guidance based on Creator tier or
content type

Provide a formal creative brief outlining
campaign objectives and content direction

Co-create content ideas collaboratively with
creators

Allow full creative freedom with no formal
guidance

Offer channel-specific guidelines (i.e.
different expectations for TikTok vs.
Instagram)
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Type of guidance

Give general brand guidelines (i.e.
tone, key messages) but leave
interpretation to the Creator

Adapt guidance based on Creator
tier or content type

Provide a formal creative brief
outlining campaign objectives and
content direction

Co-create content ideas
collaboratively with Creators

Allow full creative freedom with no
formal guidance

Offer channel-specific guidelines
(i.e. different expectations for
TikTok vs. Instagram)

All Verticals

62%

51%

47%

45%

38%

30%

Beauty

& Personal Care

52%

42%

60%

40%

27%

44%

Fashion

Providing guidance to Creators

Health, Wellness &

i e Services

A%

32%

36%

36%

27%

A%




CMOs said:

0]
02

03

04
05

06

07
08

09
[ [0)

Consumers trust Creators more than ads or celebs

Creator is #1in growth investment across all marketing,
and #2 in RMN

CMOs building Creator armies indicating always-on strategy

Creator is used across display ads, UGC, CTV, boosting on
social. 20% of Creator budget goes to boosting

Creator content is used across all marketing departments
and multiple platforms, creating friction

Hybrid (Managed and Self-Service) is most preferred model

Greatest value Creators deliver is Awareness, Sentiment and
Sales, but want complete full funnel reporting

Lifestyle Creators are most preferred

Brief Creators, but don't script them
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LTK BRAND CENTRAL LTK BRAND CENTRAL

For additional research Contact us

and |n3|ghts comon.sholtk.comcontoct—us
Coman.shoItk.combrond—central rodney.mason@rewardstyle.com



http://company.shopltk.com/contact-us
mailto:rodney.mason@rewardstyle.com
https://company.shopltk.com/brand-central

Get an
[.TK Brand Profile
to drive more sales

LTK Brand Profiles are currently
invite-only. Sign up for the wait list to
be one of the first on the platform.

company.shopltk.com/ltk-brand-profile


https://company.shopltk.com/ltk-brand-profiles
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LTK Brand
Advisory Board

Be a part of shaping the future
of All-in-1 Creator Marketing. %
E “: neF!
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Creator is the #2
platform spend for
Creator marketers

Creator users ranked top 5 social
media platforms by relative spend.

Facebook

Creator platforms

YouTube

Instagram

TikTok / YouTube Shorts (tie)

a b wbN -

All Others Facebook

Creator Platforms
TikTok

Instagram YouTube

Facebook (23%) @ Creator Platforms (15%)
YouTube (12%) @ Instagram (8%) YT Shorts (7%)
® TikTok (7%) @ Linkedin (5%) @ All Others (23%)



