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Influencer marketing is entering a new phase of maturity.
For yeadrs the industry optimized for reach, volume,

and platform mechanics. But as Al-generated content
grows and marketing budgets become more
performance-driven, the real challenge is no longer
visibility — It is decision quality.

The market itself continues to expand at double-digit
rates, with influencer marketing growth typically ranging
between 20-30% annually depending on region. What
Increasingly drives that growth is the shift toward data-
driven creator selection and performance accountability,
turning influencer marketing from an experimental
channel into a scalable acquisition system.

At Meadow, we analyze millions of creator profiles and
large-scale campaigh data, together with campaign
retrospective performance, social media metrics, and Al-
derived sighals extracted from creator content. This
allows brands to identify real influence — not just reach —
and reduce uncertainty before budgets are deployed.

This report reflects the patterns we see emerging across
the market and the strategic shifts brands need to make
to turn creator marketing into a predictable growth
engine.

ANDREW KOVAL
Co-Founder &§ CGO, Meadow Al



MACRO OBSERVATION

Influencer marketing
IS ho longer a channel.

By 2026, influencer marketing sits at the intersection of trust, discovery, Al, governance, and culture.
The most relevant shifts are not about platforms or formats — they are about how influence is measured,
how trust is established, how discovery happens, and how decisions are made.

e HOW INFLUENCE IS MEASURED e HOW TRUST IS ESTABLISHED
¢ HOW DISCOVERY HAPPENS e HOW RISK IS MANAGED
e HOW DECISIONS ARE MADE e HOW CREATOR ACCESS WORKS




INSIDE THIS REPORT

9 Trends Defining
Influencer Marketing

O'I FROM REACH TO SIGNAL QUALITY O 2 CREATORS BECOME INFRASTRUCTURE

Attention is abundant. Credible signals are scarce. From campaign assets to long-term operating assets.

O 3 DISCOVERY MOVES TO Al AGENTS O 4 TRUST, RISK & GOVERNANCE

Discovery is mediated by Al, not users searching. A new era of accountability for brands.

O 5 COMMUNITY OVER PLATFORM Ob Al EXPANSION, HUMAN ADVANTAGE GROWS

Belonging outperforms broadcasting. Human sighals become the differentiator.

07 MEASUREMENT TO PREDICTION 08 FOCUS THROUGH EXCLUSION

Historical data alone is no longer sufficient. Strategic advantage comes from what you don't chase.

O 9 CREATOR ACCESS AS A CONSTRAINT
Access to top creators is becoming harder, not easier.
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CORE IDEA — SIGNAL VS. NOISE

From reach
to sighal quality

By 2026, traditional influencer metrics — follower count, impressions, views — are no longer reliable indicators of real influence.
The rapid increase in Al-generated and low-effort content has inflated surface-level engagement, making it harder for brands
to distinguish between visibility and impact. Influencer marketing is shifting from a reach-based model toward an evaluation
of sighal quality: indicators that reflect trust, relevance, and decision-making influence rather than exposure alone.

HIGH-QUALITY SIGNAL

Comment Quallity & Intent

Decision-oriented language ("Is this better than...?", "Would this work
for..?") and sustained back-and-forth conversations signal real
influence. Isolated reactions do not.

HIGH-QUALITY SIGNAL HIGH-QUALITY SIGNAL

Audience Authority Creator Credibility

Creators with consistent viewpoints, lived experience, and the ability
to occasionally critique products generate stronger trust signals
than purely promotional profiles.

Sighal strength increases when a creator's audience is
contextually alighed with the category — profession, interest,
lifestyle — rather than broadly distributed.

® Decline of vanity metrics as primary decision inputs ® Engagement quality outweighs raw exposure numbers
~ "Effort premium”: audiences reward visible human 8 Smaller creators with high authority outperform large
effort and depth but passive audiences

For years, the industry optimized for reach. Bigger numbers, wider distribution, more
impressions. And brands kept asking the wrong question: how many people saw it? The right
question is: who changed their behavior after they did. That shift changes everything. And here's
what's interesting right now: as Al makes polished content infinitely scalable, audiences are
developing an instinct for it. They can feel when there's no real person behind the post. The
content that actually drives decisions is raw, unscripted, and clearly made by a real person - not
a tool. Authenticity used to be a nice-to-have. In a world of Al-generated everything, it's
becoming the signal that cuts through. At Meadow, this is exactly what our Al scoring is built to
detect - not volume, but the quality of that signal.

ALISA LUPPOVA
Co-founder, CEO

MEADOQW USE CASE

A consumer electronics brand uses Meadow to evaluate creators for a new product launch. One creator shows a large
audience but limited engagement depth. A second creator, with a significantly smaller audience, consistently generates
detailed questions, peer recommendations, and decision-oriented discussions. Based on Meadow's Al scoring, the brand
prioritizes the second creator — recognizing stronger indicators of tfrust and real influence.



CORE IDEA — STRATEGIC INVESTMENT

Creators Become
Infrastructure,

Not Campaignh Assets

Creators are no longer optimized for one-off activations. Instead, they build repeatable formats, series, communities, and
businesses that persist over time. Their value compounds across multiple tfouchpoints and moments rather than peaking
during isolated campaigns. Influencer marketing is shifting away from transactional execution toward sustained relationships
that deliver consistent performance.

SHIFT

Posts -» Formats & Series

Structured, repeatable formats
consistently outperform isolated posts
in both reach depth and conversion
downstream.

Creators operate like small media companies or

o o
brands posts
~ Offline extensions — events, merch, communities — ~
reinforce influence relationships

MEADQOW USE CASE

MEADOW

A fintech brand uses Meadow to analyze historical creator
performance and identifies a group with consistently high
Al scores across multiple campaigns. Rather than

< Back to the all bloggers

SHIFT

Creators as Media
Companies

Top creators now operate like small
media companies, with event
extensions, merchandise, and
community infrastructure that
reinforces influence.

Structured formats and series outperform isolated
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CORE IDEA — STRATEGIC INVESTMENT

Discovery moves
from search to Al Agents

Search engines are evolving into answer engines. Instead of users actively querying and comparing results, Al systems
increasingly summarize, recommend, and decide what content, brands, or products are surfaced — often without a visible
source selection. Discovery is nho longer driven solely by keywords or rankings, but by the signals Al systems learn from content,
context, and perceived authority.

WHAT'S CHANGING

Non-Transparent Discovery

Reputation inside Al models becomes as important as platform
presence. Discovery becomes indirect — brands surface without a
direct click, or not at all.

AEO / GEO replaces traditional SEO as a key

° g
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"The days of manual influencer discovery and endless spreadsheets are over. In a world where
Al handles everything from business to boiling an egg, searching for creators via filters already
feels ancient. We are shifting from simple search tools to autonomous decision-making agents.
A platform's real value is no longer its database size, but the depth of its intelligent agency—how
well it can grasp a brand’s context and independently deliver high-quality decisions by
integrating human expertise into its logic.

The Meadow Al team is already building this future: our Al scoring handles the entire process of
searching and recommending creators for any brief. We’re nhow moving further to automate
predictive analytics and communication. This isn’t just a Ul upgrade; it’s a move toward full
agentic autonomy in the creator economy—a future we are striving for."

MARIA ZLOBINA
Head of product




CORE IDEA — ACCOUNTABILITY ERA

Trust, Risk & Governance
Become Mandatory

As influencer investment scales and Al-generated content becomes more prevalent, brands face higher legal, reputational,
and operational risk. Influencer marketing is no longer viewed as experimental — it's a material driver of brand perception,
bringing it under scrutiny from legal, procurement, and compliance teams. Regulators, platforms, and consumers increasingly
expect transparency around disclosures, authenticity, and the use of Al in content creation.

RISK AREA RISK AREA

Brand safety as
performance

Creator Verification & Fraud

Fake followers, inflated metrics, and
manufactured identities entering
influencer pipelines increase the risk of
wasted spend and reputational

Brand safety incidents now have direct
performance consequences — not just

damage.

Increased scrutiny around disclosures and
authenticity at scale

Tighter contracts and clearer accountability structures
aCross programs

communications fallout — creating
operational exposure that scales with
investment.

Rising importance of creator verification and fraud
detection

Brand safety becomes a performance issue, not a
communications issue

-

< Backtothe bloggers

MEADOQW USE CASE

A global brand uses Meadow to
assess creator networks before
scaling influencer investment.
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CORE IDEA — CONTEXT & BELONGING

Community
Over Platform

As public social feeds continue to fragment and saturate, influence increasingly shifts toward private, interest-based
communities where shared identity, context, and participation matter more than exposure. Audiences are less responsive to
mass messaging and more influenced by voices that operate within communities they already trust. In this environment,
creators function less as content distributors and more as community leaders and facilitators.

WHAT'S EMERGING

Participation Loops

Passive consumption is replaced by participation — comments,
shared rituals, co-created content, and offline extensions that
reinforce belonging and deepen loyalty.

8 Growth of micro-communities and niche fandoms
Brands that optimize for community with high trust density
alicnment and participation outperform
those that continue to prioritize reach
within fragmented public feeds. e Participation loops replace passive consumption as
influence driver
Creators act as community leaders, not just content Online influence extends into offline rituals and

producers experiences




CORE IDEA — THE AUTHENTICITY PREMIUM

Al Everywhere,

Human Advantage

lNCcreases

Al is now embedded across nearly all marketing workflows, from content production to targeting and optimization.
As automation becomes standard, audiences are increasingly sensitive to content that feels optimized for efficiency rather
than authenticity. The use of Al purely to reduce cost or increase volume often results in content that feels generic,

interchangeable, or emotionally flat.

In response, creators who demonstrate visible effort, personal involvement, and a clear point of view stand out more strongly.

Al-assisted creation with human-led

[ ] . .
narratives becomes the optimal blend

~ Taste, judgment, and point of view gain
significant market value

8 Imperfection and authenticity outperform
production polish

-~ Audiences reward creators who feel

"earned," not automated

WHAT AUDIENCES REWARD WHAT AUDIENCES REWARD
Point of View Earned Credibility

Creators with a clear, consistent Audiences reward creators who feel
perspective generate trust that Al- "earned" through consistency and lived
generated or templated content cannot experience — not assembled by
replicate at scale. automation.
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MEADQOW USE CASE

A technology brand analyzes creator performance using Meadow and observes that its strongest results consistently come
from creators producing simple, human-led content. One top-performing creator films brand content as part of their everyday
routine, focusing on personal experience rather than production value. Despite lower production polish, this content
outperforms more automated executions — driven by credibility and human presence.



CORE IDEA — PREDICTIVE INTELLIGENCE

Medasurement
Evolves to Prediction

Brands face tighter budgets, higher scrutiny, and increased pressure 1o justify spend before it happens. While historical
performance data remains critical, decision-makers increasingly expect marketing teams to move beyond retrospective
reporting ftoward forward-looking confidence. This means using historical data not just to explain what worked, but to
predict which creators are likely to perform, underperform, or waste budget before activation.

NOW: PREDICTION

Pre-Campaign Validation

Al scoring that flags which creators are likely to underperform
before activation — allowing brands to allocate spend toward
higher-confidence creators upfront.

Pre-campaign creator validation using historical Predictive performance modeling replacing post-

o o . .
performance patterns campaign-only analysis

~ Incrementality measured over attribution as a more ~ Outcome-based pricing pressure increasing across
reliable signal managed services

In influencer marketing, hindsight is no longer enough. Working with historical
data every day makes one thing clear: it only matters when it helps predict what
will work next. As budgets tighten, the real advantage shifts from explaining past
performance to reducing uncertainty before spend. The future of influence isn’t
better dashboards, it’s better decisions.”

GUIDO BRUNO

Data Analyst

MEADQOW USE CASE

A financial services platform uses Meadow to score current historical data set based on historical performance patterns before
activation. The model accurately flags creators with a high likelihood of wasting budget, allowing the brand to exclude them
entirely. Among creators predicted to perform, the majority deliver results alighed with expectations — significantly reducing
experimentation costs and improving overall program efficiency.



CORE IDEA — STRATEGIC CLARITY

Focus Through

Exclusion

As the volume of trend reports and industry predictions increases, brands risk spreading attention across too many themes
without clear prioritization. In influencer marketing, this leads to chasing buzzwords, platforms, or features that sound
forward-looking but do not materially change performance. In 2026, credibility increasingly comes from

INTENTIONALLY EXCLUDED — WHY

Generic "Al Will Change Everything”

Broad Al statements without clear application or measurable
impact on influencer performance or decision-making process.
Lacks operational specificity.

INTENTIONALLY EXCLUDED — WHY

Platform Feature Updates

Platform-specific feature changes that do not alter the
underlying influencer strategy or evaluation framework. Tactical,
not strategic.

INTENTIONALLY EXCLUDED — WHY

Metaverse & XR Narratives

Lack of meaningful adoption, usage, or performance signals at
scale. Considerable attention, negligible performance impact on
influencer strategy fundamentals.

INTENTIONALLY EXCLUDED — WHY

Creator Volume as Effectiveness

Growth in creator volume as a proxy for program maturity or
effectiveness. More creators # better results. Signal quality, not
quantity, drives performance.




CORE IDEA — THE ACCESS GAP

Creator Access
Becomes a Constraint

As the creator economy matures, top-performing creators are increasingly selective about the brands they work with. Many
operate across multiple platforms, manage inbound demand through agents or managers, and prioritize long-term
partnerships over one-off activations. Creator burnout, inbox saturation, and opportunity overload reduce responsiveness to
generic outreach — creating a growing access gap between brands and the creators who actually drive performance.

ACCESS CHALLENGE

Increasing Intermediation

Rise of agents, collectives, and managers increases friction and
cost. Brands without direct relationships or data-backed creator
intelligence are at a growing disadvantage.

High-performing creators receive more inbound

Creators becoming increasingly selective — prioritizing

requests than they can accommodate fit, values, and long-term potential
~ Slower response rates across fragmented platforms ~ Rise of intermediaries — agents, collectives, managers
and communication channels — increasing friction and cost

IGNATII STRUKALEV

Head of Influencer Marketing

Access is one of the key challenges in influencer marketing. The creators who
drive results are in high demand - and they know it. They're selective about what
they take on, and their decisions come down to availability, genuine interest in the
product, and a dozen other personal factors you simply can't control. The reality is,
landing a specific top-tier creator is possible, yet it can take weeks, months, or
sometimes over a year. That's a timeline most campaign cycles can't afford.

The smarter play is building a bench of creators who mirror the ones you're
targeting - same core audience profile, similar content style, comparable
engagement. When you have deep enough insight into what makes a creator
perform, you can identify alternatives that move the needle just as well. That's
where real scalability comes from - not chasing one name, but having the data to
find alternatives without starting from scratch.

The brands winning creator access in 2026 are those who treat creators as strategic partners rather than
media placements — investing in fit, clarity, and long-term relationship value before reaching out.

MEADOW ANALYSIS — TREND GROUP 9



KEY TAKEAWAYS

Strategic Priorities
for Brand Leaders

AUDIT YOUR SIGNAL QUALITY

Replace reach-first metrics with engagement quality,
behavioral depth, and audience authority indicators.
Build your evaluation around decision-making signals,
not exposure.

BUILD GOVERNANCE INFRASTRUCTURE

Implement verification, risk signals, and audit-ready
documentation before scaling spend. Governance is a
growth enabler, not a cost center.

PRIORITIZE HUMAN SIGNAL IN A SEA OF Al

Select creators who demonstrate visible effort,
authentic point of view, and community embeddedness
— the factors that Al-optimized content cannot
replicate.

THE BOTTOM LINE

The brands that treat influencer marketing as a
sighal-processing and relationship system
— rather than a media buying line item — wiill
outperform on efficiency, trust, and scale in 2026
and beyond.

SHIFT TO CREATOR ECOSYSTEMS

Move budget from one-off activations toward sustained,
multi-touchpoint creator relationships where value
compounds over time.

INVEST IN AI-MEDIATED DISCOVERY

Understand how creator content shapes Al
recommendation environments. Optimize for machine-
mediated discovery, not just human search behavior.

USE PREDICTION, NOT JUST REPORTING

Deploy Al scoring to validate creators before activation.
Reduce experimentation waste by making selection
decisions based on forward-looking confidence, not
retrospective dashboards.
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