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DEMOCRATIZATION OF
INFLUENCE

HOW GEN Z LED A CONTENT & CREATOR REVOLUTION
(AND WHAT THAT MEANS FOR BRANDS)




Executive Summary

Influence has shifted. Consumers, especially
Gen Z, are no longer passive audiences — they
are creators, connectors, and cultural drivers.
Platforms like TikTok, Twitch, and Instagram
have given rise to a creator-first economy
where authenticity, relevance, and peer-level
trust matter more than follower count or
celebrity status.

For brands, this new landscape offers
opportunity and complexity. Influence is
fragmented and fast-moving, and the most
impactful voices are often those flying under
the radar. This white paper from PRAXIS
explores how to show up meaningfully in a
space where influence is earned, not bought.

The mindset and behaviours of Gen Z as
creator-consumers requires understanding
the values, habits, and motivations driving
the next generation of digital influence. . I onsumer

As a result of these changes, brands are
shifting focus to smaller creators and user-
generated content for deeper connection
and higher impact.

For brands to stay relevant, tactical shifts to
build trust and drive performance in a peer-
led, video-first landscape are required.




Influence used to flow from the top down. It was centralized, controlled by
institutions, media gatekeepers and high-profile celebrities. But over the past two
decades, that model has broken apart — and in its place, a new influence economy
has emerged, one that is open, fragmented and community-driven.

This shift didn't happen all at once. It evolved in stages, shaped by technology,
culture and changing consumer behavior:

A Stage 1: Gatekeepers

N Influence was top-down. Celebrities,
editors and media outlets controlled
visibility. Audiences consumed, but

\ rarely contributed.

)

/ Stage 2: Creators Rise

u / Platforms like YouTube and Instagram opened the door.

Independent voices gained followers, and unfiltered
content started to compete with traditional media.

h-// N

Stage 3:
Community as Currency

Audiences became participants.
Communities formed around shared
values, and creators leaned into niche
culture over mass appeal.
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Stage 4:
Everyday Influence

Influence now comes from all walks of
life. Consumers, fans and even friends
shape what others see, trust and buy.
Peer content is as persuasive as brand

marketing.

This evolution has redefined what influence means — it's
no longer about fame, it’s about connection. And it's no
longer about scale, it's about relevance.

PRAXISPR.CA




There are four critical elements that make up the cycle of
influence, with each shaping one another.

Q Since 2020, we've seen the cycle disrupted by a generation that
(§) has grown up surrounded by content marketing and social
C influence has realized their own worth and ability to influence their
(()) own circles.
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KEY PILLARS OF TODAY’S CULTURE OF INFLUENCE

According to a study by BBMG and GlobeScan, a majority of Gen-Z
feel that businesses should serve the interests of society. That
means, going forward, what a brand stands for, will be just as

important as the image they promote or what they sell.
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Gen Z as Cultural Catalyst

Born between 1995 and 2010, Gen Z is the first generation raised
entirely in a digital environment. These digital natives move
seamlessly between online and offline spaces, engaging with
both local and global communities as highly connected, highly

informed consumers
who are already
shaping the future of
culture and
commerce. They are
motivated by values
like authenticity,
inclusion and
pragmatism, which
influence not just
what they buy but
what they share,
support and amplify.
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Their Influence Reaches Beyond
Their Own Demographic

Gen Z's behaviors offer a preview of what will soon become
mainstream. Just as millennials once drove early Facebook
engagement before it expanded to older generations, Gen Z is
now setting the tone for what comes next across media,
marketing, and buying behaviors.

PREDICTIVE POWER

Gen Z's predictive power is unique from their predecessors because internet
and innovation are accelerating at unprecedented rates.

CREATORS AND CONSUMERS

Shaping consumer cultural and digital behavior at an accelerated rate that
influences brands, technology and people.

PURCHASING POWER

Empowering themselves as both creator and consumer and as messengers are
controlling the message, the medium, the market.

CONNECTIVE CONOISSEURS

Respected by Other generations who understand their hyper connectivity an
purchasing power that represents one third of the global economy.
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“They don't just like influencers ... they want to be them”

For Gen Z, the line between creator and consumer no longer
exists. They use social platforms not just to engage with content,
but to create it. Many are already reaching audiences beyond
friends and family, making them part of a new class of everyday
nano-creators who are shaping trends from the ground up.

Have they ever talked about a brand / product How do they feel about brands using
on their social media channel? their content for marketing?
® Gen Z Creators ® Millennial Creators ® Gen Z ® Millennials

I'd be excited if a brand wanted to use my
content (credited) in their marketing / ads

Yes, because | like
the brand / product

I'd be excited if a brand wanted to
repost my content (credited)

Yes, because they sent
the product for free

I'm open to a brand reaching out to me
directly to promote them on social media

Yes, because they
paid me to do so

This shift has redefined
how influence operates.
Rather than looking up to
polished macro-
influencers or celebrities,
Gen Z gravitates toward
creators who feel
relatable and real. They
trust peer voices more
than brand messages,
and they respond to
content that feels native
to their experience, not
manufactured for it.

The Creator-Consumer Mindset

Commerce, too, has evolved. 97% of Gen Z say they use social media for
shopping inspiration, and most prefer video-led content that entertains
as much as it informs. They want experiences that are seamless, personal
and platform-native, not traditional ads dressed up for Instagram.

The takeaway for brands is clear. To earn Gen Z’s attention, participation and
loyalty, they must stop speaking at them and start creating with them. Co-

creation, reposting user content and reflecting shared values are no longer
optional, they are expectations in a creator-led culture.
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To thrive in today's creator economy, brands need to rethink
old playbooks. This isn't about chasing followers or polishing
every asset — it's about showing up where your audience
actually is, in ways that feel natural, relevant and real.
Here are five tips for future-focused creator marketing:

Follow the Interest Graph, Not the Follower Count
Platform algorithms now prioritize content based on shared interests, not relationships.
Brands that tap into communities through relevance, not reach, earn more organic visibility.

NETWORK GRAPH

The old way: content was shown based on
who you followed. Your feed was shaped by
friends, family and people you chose to
connect with.

Create for the Platform, Not the Feed A
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The same content doesn't work everywhere. J < m‘
Use platform-native formats, like short-form Ao TR A
video, trending audio, or lo-fi visuals that feel LRy, 8

right for the space you're in.

Ditch Perfection for Personality
Highly produced content often gets ignored.
Consumers respond to what feels real. Be
flexible, embrace imperfection, and prioritize
tone and authenticity over polish.

Brands In a New Era of Influence

Build Relationships, Not Just Impressions
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relevance, not just reach.
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In today's creator economy, where you show up matters as much as
what you say. The most effective influence doesn'’t start with a press
release — it starts on the platforms where creators shape culture,
trends move in real time, and authenticity gets rewarded.

Where Brands Should Focus Energy & Efforts

Democratized Video Platforms - where anyone can be a creator
ll Qﬁ (TikTok, Instagram Reels, Snapchat Spotlight)

E n [3 Video Heroes - where long-form and livestream content builds
community and depth (YouTube, Twitch, Kick)

Conversation Drivers - where trends are sparked and amplified

(X/Twitter, Reddit, Threads)

a E (p Emerging & Experimental Spaces - where niche communities and
future formats are taking shape (Discord, Substack, Pinterest)

Why Creator-First Video
Platforms Matter

Short-form video has become the
engine of the influence cycle.
Platforms like TikTok and
Instagram Reels make it easy for
anyone to create ,and just as easy
for something unexpected to go
viral. Discovery is no longer limited
to who you follow. Instead,
algorithms serve content based on
what people find engaging,
entertaining or culturally relevant.

Platforms Shaping the Future of Influence

How Brands Can Win in These Spaces

Be Authentic
Work with creators who know the platform. Let the content match their tone,
not your brand guidelines.

Act Quickly
Trends move fast. The brands that win are the ones that respond in real time
and don't wait for three rounds of approvals.

Post frequently. The more you create, the more chances you have to connect
with different audiences through the interest graph.



We're in a New Era of Influence

Today's most powerful voices aren't celebrities — they're creators. Everyday people

who shape conversations, spark trends and build c

ommunities from the ground up.

And they're doing it on their own terms, across platforms that reward authenticity

over polish and relevance over reach.

For brands, this shift represents a challenge
and an opportunity. Influence can't be
bought, it has to be earned. It has to be
shared. And it has to be understood as part
of a much larger cycle: one where creators,
platforms and audiences constantly shape

each other.

For an in-depth look at the
democratization of influence, and how it
applies to your business, book a
complimentary 1-hour PRAXIS U session
for your team. We'll bring the classroom
to you, for engaging case studies, real-

world examples and lively discussion.
To book your session, email

erin@praxispr.ca and we'll even treat ,
you to lunch! /
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