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Creator Marketing
In the Age of Al

Challenges, Opportunities, and What’s Next



How Al is driving creator
marketing transformation

Few forces in recent memory have reshaped the marketing At such a transformative juncture, creator marketing has become more important

landscape as rapidly or as broadly as artificial intelligence. than ever. As Al reshapes brand dlscove.ry and floogls the internet Wlth synthetic
content, human creators—real people with real audiences, and a real impact

In the span of just a few years, Al has moved from the margins of enterprise on business—have emerged as an essential component of brands’ marketing
strategy to its center, rewriting how companies operate, how consumers find strategies.

information, and how brands build relationships with their audiences.
At the same time, the rise of Al-native companies has generated one of the

For marketing leaders, the challenge is steep: responding to Al-driven changes fastest-growing creator marketing ecosystems the industry has ever seen,
with the Clarity, Speed, and Stl‘ategic diSCipHne that this moment demands. producing a hew b|ueprint for best-in-class creator programs_
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INTRODUCTION

This report analyzes four angles of the current
Al-fueled marketing transformation:

01

How Al-driven search

is redefining brand
discoverability, and why
creator content has become
GEO'’s primary signal.

C? CreatorlQ

02

How the world's leading Al
brands are building creator
programs, and what their
performance data reveals
about how social media
talks about Al.

03

Why human creators are
structurally irreplaceable

in an era of proliferating
synthetic content, and how
brands can tap into the
intangible factors that Al
can’t replace.

04

What a durable infrastructure
for creator marketing looks
like in the age of Al, and why
the foundation your brand
builds today will determine
what's possible tomorrow.

With the acceleration and uncertainty that Al has sparked, it's natural to have questions.

But if this report reinforces one central takeaway, it’s this: the organizations that treat this moment
with the seriousness it deserves can build a creator marketing infrastructure that’s equipped for
whatever the future may bring.
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The New Rules of Search: Why
Creators Power Discoverability
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THE NEW RULES OF SEARCH

Search has been rebuilt

If you've looked for anything
online recently, you've noticed
that something has changed.

Search still exists, but it works differently now.
Instead of returning a ranked list of links, Al-powered
engines—Google's Search Generative Experience,
ChatGPT, Perplexity, Claude, and others—synthesize
answers from across the web and deliver them
directly, often without a click.

This shift represents a structural change in how the
internet functions, and what it means for brands to
remain visible.

CreatorlQ

As consumers shift to results powered by Large
Language Models (LLMs),

. The era of climbing results pages to capture
clicks is giving way to an era in which discoverability
depends not on how well you've optimized your own
content, but on how consistently and credibly third
parties talk about you across the web.

This is the core mechanic of Generative Engine
Optimization (GEO): the emerging discipline by which
content is referenced, cited, or surfaced in Al-generated
responses. Unlike traditional SEO, which focused on
ranking, GEO is all about inclusion.

Projected drop in brands' organic
search traffic within three years

SOURCE:

The question is no longer where
your brand appears on a list, but
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THE NEW RULES OF SEARCH

Why creators are the new index layer

When a user prompts an Al search tool, the system draws from a broad ecosystem of digital content—publisher
articles, reviews, forums, social platforms, community discussions, video transcripts—and assembles a response
based on what it identifies as credible, consistent, and widely reinforced across independent sources.

That’s where creator marketing enters the picture.

Creators produce a vast share of the content that modern Al systems ingest and analyze. After all, their content

is exactly what LLMs are looking for: public, continuously updated, reflective of genuine audience interaction,
and distributed across multiple platforms.

How creator content

S Creator publishes Al ingests + indexes Cross-source consensus Brand appears in answer
becomes a citation . . . .
Public, always-on content Engines crawl, transcribe, Independent Cited, surfaced, or
across platforms and weight signals reinforcement = credibility recommended directly

Google's recent announcement that it will index public posts, photos, videos, and Reels from professional
Instagram and other Meta accounts directly in search results is a concrete signal of this direction. Edelman has
called the resulting environment the Golden Age of Earned: a moment in which earned media, long considered
secondary to owned and paid, has moved to the forefront of the brand discoverability equation.
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02. THE NEW RULES OF SEARCH

The always-on imperative

There's another dimension of the

shift toward GEO that has significant
implications for how creator programs
are structured: the transition from
campaign-based to always-on content.

Because generative engines continuously ingest
and evaluate new information, visibility isn't
determined at a single point in time. Instead, it
evolves as new signals are introduced.

A campaign might generate a temporary spike,
but sustained discoverability requires a steady,
ongoing flow of relevant creator content—a feed
that keeps a brand continuously visible and
reinforced across multiple sources.

1 CreatorlQ

OLD MODEL

Transactional - Campaign-Bound Coordinated ¢ Always-On Ecosystems
- Activate creators per campaign » « Long-term creator relationships

« Spike, then silence « Compounding earned signals

- Visibility resets each quarter - Continuous reinforcement across sources

This changes how enterprise brands should think about creator relationships. The transactional model, in which
creators are activated only for the span of a particular campaign, is poorly suited to an environment in which
the value of creator content compounds over time.

The brands winning the era of Al-driven discovery are building and maintaining creator ecosystems as
coordinated, always-on sources of earned content, rather than just a channel for awareness or engagement.

In this new system, creators are more than a means for amplifying brand messaging: they determine whether
your message is heard at all.
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How Top Al Brands Are Winning
with Creator Marketing
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02. HOW TOP Al BRANDS ARE WINNING WITH CREATOR MARKETING

The Al creator marketing ecosystem

No sector illustrates the scale
and structure of modern
creator marketing more vividly
than the Al industry itself.

Amid record profits and rapidly
escalating power, these brands
are enlisting the same means
of spreading their message as

everyone else: creators. SCALE

Number of creators

ChatGPT

Google Gemini
NVIDIA
Microsoft Copilot

Claude

1 CreatorlQ

7» Copilot

Al brands in creator marketing:
scale and momentum

26.6k

40k

J¢ Claude

To quantify this trend, CreatorlQ analyzed global social media posts from April 2025 through March 2026,
tracking mentions and conversation for five leading Al brands:

& chatGPT

< NVIDIA.

ChatGPT leads the category by raw creator volume, but Claude and Google Gemini are

posting impressive impressions growth, reshaping share-of-voice in the Al conversation.

60k 80k 100k 120k

SOURCE: CreatorlQ data, April 2025 — March 2026

MOMENTUM
Year-over-year growth

ChatGPT 261%
225%
765%
998%
186%
NVIDIA °
150%
. . 105%
Microsoft Copilot
234%
814%
1553%

0% 400% 800% 1200% 1600%

Google Gemini

Claude

SOURCE: CreatorlQ data, April 2025 — March 2026
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02. HOW TOP Al BRANDS ARE WINNING WITH CREATOR MARKETING

YouTube has cemented itself as a central platform

Across every Al brand in our analysis, YouTube dominates

the distribution of top-performing creator content.

Within the lists of most impactful individual creator posts we tracked, YouTube

accounted for 96% of NVIDIA's Earned Media Value (EMV), 88% of ChatGPT's,
79% of Google Gemini's, and 73% of Microsoft Copilot's.

YouTube's share of top-creator EMV,

by brand

NVIDIA
ChatGPT
Google Gemini

Microsoft Copilot

1 CreatorlQ

‘ YouTube All other platforms

96%

88%

79%

73%

SOURCE: CreatorlQ data, April 2025 — March 2026

This dominance reflects a structural alignment between the nature of Al products
and the nature of YouTube content. Al tools are high-consideration products:
understanding what they do, how they compare to alternatives, and how to integrate
them into a workflow requires depth that goes beyond a 30-second clip. The content
that performs best, whether tutorials, benchmark comparisons, product deep-dives,
or use-case demonstrations, is inherently long-form.

The lesson here applies to both Al brands and those in other industries:

Invest in cultivating relationships with high-quality YouTube
creators, and give those creators the context, access, and
resources to produce authoritative long-form content.

While the return might take longer to cultivate, they’re building a discoverability
and credibility asset that short-form activity alone can’t replicate.
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HOW TOP Al BRANDS ARE WINNING WITH CREATOR MARKETING

The three creator archetypes for Al content

One of the data’s most instructive findings was the sheer diversity of creator types generating content
about Al brands. Rather than a single dominant creator profile, three distinct archetypes emerged:

Technical creators

Tech reviewers, developers, and journalists
who cover Al as a primary beat.

This community included established names like
Linus Tech Tips, CNET, and The Verge, alongside
developer-focused creators like midu.dev and
Mouredev.

Notably, many of these creators appeared across
multiple brand leaderboards simultaneously, a
signal that this community operates as shared
territory. What differentiates content performance
among this cohort is how much access, context,
and depth of product experience a brand
provides its partnered creators.

CreatorlQ

S

Integration creators

Brands, media organizations, and non-tech
creators incorporating Al features into content
about something else entirely

For example, top EMV-drivers for Microsoft
Copilot included the Seattle Seahawks, Barstool
Sports, Alix Earle, and Mel Robbins.

Though none of these creators are Al-native, they
generate significant social buzz by incorporating
Copilot into content that reaches audiences who
don't self-identify as technology consumers.

9]

Global creators

Growing population of non-English-speaking
creators driving significant reach.

Google Gemini's creator community provides
the clearest illustration of this trend: among its
top EMV-drivers were creators spanning Tamil,
Indonesian, Filipino, Thai, Viethamese, Korean,
and Japanese content ecosystems.

For enterprise brands with global ambitions, Al
brands’ success in these markets serves as an
instructive, high-leverage growth opportunity.

Creator Marketing in the Age of Al
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HOW TOP Al BRANDS ARE WINNING WITH CREATOR MARKETING

What the data tells us about winning programs

Taken together, data from
these five brands points
toward a set of structural
principles for building
high-performing creator
programs in the Al era:

CreatorlQ

Prioritize over
concentration.

The Al brands generating the most durable buzz
are doing so through large, organically motivated
creator communities, rather than a handful of high-
fee partnerships. Build a framework for repeatable,
passion-driven content, and don’t get distracted by
chasing the splashy plays.

Embrace a .

The technical creator community that covers Al as a
category beat is small, shared, and relationship-driven.
Accept that competition for creators is part of the game,
and facilitate your chosen partners with the highest
possible level of access and product quality.

Let platform strategy follow

YouTube's dominance across Al brands is a function of
what these products require from audiences. Allocate
your creator investment toward the platforms and
formats where your content genuinely performs, instead
of chasing whichever platform is growing fastest.

Treat
as a primary growth lever.

The brands seeing explosive growth are the ones
actively building creator communities in previously
underserved markets. Find where people are talking
about you, and build your brand around that buzz.

Creator Marketing in the Age of Al

12



The Human Advantage at the
Heart of Creator Marketing
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THE HUMAN ADVANTAGE AT THE HEART OF CREATOR MARKETING

The virtual creator question

The rise of Al has prompted many brands to question
the future of human creators in marketing:

If virtual influencers can be generated
on demand—perfectly consistent,
infinitely scalable, and with no
reputational risk—why invest in the
messiness of human partnerships?

CreatorlQ

The data provides a clear answer.

When CreatorlQ analyzed engagement data from branded
content campaigns run by five prominent Al influencers, a
consistent pattern emerged: on Instagram, Al influencers
almost uniformly underperform their human counterparts
on engagement rate, the metric that most directly captures

whether an audience is genuinely connecting with content.

The one exception—Aitana Lopez, a hyper-realistic Al
creator—is itself instructive. Aitana's content is strikingly
lifelike, and deliberately designed to approximate the
authentic qualities of a human creator: imperfection,
spontaneity, and emotional realism.

In other words, the closer an Al influencer approximates
a genuine human presence, the better it performs.

Creator Marketing in the Age of Al
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03. THE HUMAN ADVANTAGE AT THE HEART OF CREATOR MARKETING

Why the engagement gap exists

The engagement gap between Al influencers and
human creators reflects something durable about
why influence works.

Research published in Cognitive Research: Principles and Implications found
that when identical artworks were labeled "human-created" versus "Al-created,"
participants consistently rated the human-labeled works higher across every
evaluative dimension: beauty, perceived profundity, and estimated worth. This
preference held true even when the artwork positioned as human-created was
actually Al-generated.

in the content itself, but the idea of human presence,

' What audiences respond to isn’t an objective difference
effort, and intention behind this content.

1 CreatorlQ

This dynamic plays out at scale throughout the creator marketing industry:.
According to IAB research, more than half of consumers want advertisers
to clearly disclose the use of generative Al.

% of consumers
who want Al-Generated Video 57%
disclosures for...

Completely o
Al-Generated Ads 56 /0

Al-Generated Images 54%

SOURCE: |AB 50%

In @ category where trust is the primary mechanism through which creator
content changes consumer behavior, violations of this trust present a fundamental
structural limitation.
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03. THE HUMAN ADVANTAGE AT THE HEART OF CREATOR MARKETING

What human creators provide that Al can’t

The most effective creator content is rarely the
most technically polished. According to Statista,

Human creators provide two big things that Al creators can’t easily replicate,
regardless of how sophisticated the technology becomes:

67% of fashion and beauty buyers in the U.K. cited
authenticity as an important factor in creator roles,
while 60% cited relatability.

More than aesthetic preferences, this emotional

connection is what actually drives consumer behavior.

Important factors in creator roles
U.K. fashion and beauty buyers

cited o
® 1 authenticity

cited
@ ' ® A relatability

SOURCE: STATISTA

1 CreatorlQ

o

Trust built over time

A creator's relationship with their
audience has been forged over months
or years. When that creator recommends
a product, it lands differently than a
branded post because the audience has
a genuine relationship with the person
making the recommendation. In this
dimension, at least, Al creators start
every campaign from zero.

Cultural intelligence
and nuance

Human creators instinctively know when
a trend feels played out, how a joke will
land in a specific community, or when

a message requires a different register.
These micro-decisions emerge from
lived experience within precise cultural
moments, and help make content feel
genuine, rather than manufactured.
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THE HUMAN ADVANTAGE AT THE HEART OF CREATOR MARKETING

Where Al does belong in creator marketing

None of this means that Al shouldn’t play a critical role in the creator
economy. (If we believed that, then this would be a much shorter report.)

The distinction that matters is between Al as
a creator and Al as an of creators.

The brands best positioned for long-term success aren’t replacing human creators
with virtual personas. They're using Al to find more suitable human creators

faster, to understand performance data more clearly, to ensure brand safety and
compliance at scale, and to build the strategic intelligence infrastructure that helps
creator programs get better over time.

As Al-generated content proliferates across every channel, the value of genuinely
human content increases. Audiences are already developing more sophisticated
radar for synthetic content—and a more pronounced preference for the real thing.

CreatorlQ

Find more suitable human creators faster.
Understand performance data more clearly.
Ensure brand safety and compliance at scale.

Build strategic intelligence infrastructure that
compounds over time.

Creator Marketing in the Age of Al
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An Infrastructure for
Al-Powered Creator Marketing
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AN INFRASTRUCTURE FOR AI-POWERED CREATOR MARKETING

A simple fact about Al

Amid all the bold claims about Al currently When Al-powered discovery surfaces a creator recommendation, the confidence of that
circulating across billboards, inboxes, and recommendation depends on the breadth, depth, and quality of the underlying creator data. When Al
social feeds, this simple fact often goes unsaid: predicts whether a campaign will hit its ROI targets, that prediction relies on the historical performance

data powering the model.

[
AI IS on Iy as Strong as In creator marketing, a category in which the underlying data can be shallow, Al features are sometimes

little more than impressive-looking interfaces sitting atop an unreliable foundation. For enterprise

[
the th at pOWG I’S Ito brands, where a single dud campaign can result in millions being lost, unreliability means liability.
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AN INFRASTRUCTURE FOR AI-POWERED CREATOR MARKETING

What structured intelligence infrastructure looks like

Top creator marketing programs share a common characteristic: they've moved beyond
collecting campaign-level transactions, and toward operating as centralized, intelligence-driven
growth functions.

Challenges posed by Al require solutions powered by Al.
And that’s precisely what CreatorlQ has spent the last decade building.

The Creator Graph" is CreatorlQ's proprietary
intelligence infrastructure—the pipelines, data,
and Al foundation that power our platform.

This system processes 250 million social media posts daily, including two million campaign
posts, mapping connections among creators, audiences, brands, and content dimensions
at a scale that other platforms can’t replicate.

Social posts Campaign posts Creators mapped Brands & agencies
processed daily processed daily globally powered
CreatorlQ
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04. AN INFRASTRUCTURE FOR AI-POWERED CREATOR MARKETING

The intelligence flywheel

What makes the Creator Graph™ a durable competitive advantage,
and not just another capability claim, is how it compounds over time.

This is the concept CreatorlQ calls the intelligence flywheel.

The mechanics are straightforward: every campaign

run through the platform enriches the underlying
intelligence layer. Which creators drove the most
authentic engagement? Which content formats resonated
with which audience segments? How did performance
compare to historical benchmarks across similar verticals
and markets?

At discovery, recommendations are informed by
longitudinal performance patterns. At evaluation,
audience authenticity and brand safety assessments are
calibrated against historical baselines developed across
millions of creator profiles. At measurement, campaign
results are benchmarked against a dataset spanning

Each of these signals makes the next discovery every major category, platform, and global market.

recommendation sharper, the next campaign forecast
more accurate, and the next creator vetting decision
more defensible. Over time, this compounding effect
creates a widening performance gap between platforms
with robust data infrastructure and those without.

Critically, all of this improvement happens while
maintaining strict separation of customer-specific data,
and without exposing any individual brand's proprietary
information.
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CONCLUSION

Creator marketing is built for Al.

Now, there’s Al built
for creator marketing.

1 Creatorl Q



The age of Al presents enterprise brands with both
a genuine challenge and a genuine opportunity.

Al is reshaping every layer of the
marketing environment.

Search behavior is changing, content is proliferating,
and the signals that determine brand visibility are
shifting. Traditional marketing playbooks weren't built
to address what’s happening right now.

Brands that approach this moment with yesterday's
tools, and yesterday's assumptions, will find
themselves increasingly invisible.

Even as Al shakes things up, it’s rendered creator
marketing more essential—and more measurable,
scalable, and sophisticated—than ever.

Creators power the Al discovery systems that brands need to survive. They provide

the trust, cultural intelligence, and authentic community that no synthetic content can
replicate. And the data from the world's fastest-growing creator marketing category—

Al brands themselves—demonstrates that the programs investing in breadth, long-form
content, global creator communities, and always-on relationships are the ones generating
compounding, durable returns.

In the age of Al, authenticity and intelligence compound together.

Authentic creator relationships, built and managed with the rigor of enterprise infrastructure, generate the scale and
consistency that makes brands visible, trusted, and discoverable. And Al-powered intelligence, when built on a solid
data foundation, makes those relationships so much stronger over time.

The moment to build that foundation is now. The brands that invest in the right creators, the right platforms, the right
measurement frameworks, and the right intelligence infrastructure, will be the ones best positioned for what comes next.

CreatorlQ
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C? CreatorlQ

CreatorlQ is the operating system for
creator-led growth, purpose-built to power
every stage of a global creator program,
from discovery and vetting to campaign
execution, governance, and performance
analysis. Trusted by 1,300+ of the world's
most innovative brands and agencies to
run creator marketing at scale.

Ready to build a creator

for the age of Al?

program that's equipped

creatorig.com


https://www.creatoriq.com/
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