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This study investigates the role of artificial intelligence (Al) in generating and optimizing influencer content as a strategic
mechanism for increasing corporate profitability in the United States market. The primary objective is to analyze how
Al-driven content creation, personalization, and performance optimization tools transform influencer marketing from an
intuition-based practice into a data-driven, ROI-oriented business function. The research employs a mixed-method approach
combining systematic literature review, comparative analysis of industry reports, and case study evaluation of US-based
campaigns conducted between 2022 and 2025. Key findings demonstrate that Al-enhanced influencer campaigns yield
an average ROI of $5.20 per dollar invested, a 70% improvement in conversion rates, and a 30-45% reduction in content
production costs compared to traditional approaches. The study proposes two original analytical frameworks: the Al-
Influencer Content Synergy Model and the Al Content Integration Decision Matrix, which provide actionable guidance for
balancing automation efficiency with human authenticity. The research concludes that Al functions as a strategic amplifier
rather than a replacement for influencer creativity, and that companies adopting integrated Al-human content strategies
achieve sustainable competitive advantages. These findings will be of interest to marketing strategists, PR professionals,
brand managers, and academic researchers studying digital marketing innovation.
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INTRODUCTION

The influencer marketing industry has experienced
extraordinary growth over the past decade, evolving from
a peripheral experimental tactic into a central pillar of
corporate marketing strategy. According to the Influencer
Marketing Hub Benchmark Report, the global influencer
marketing market reached an estimated $32.55 billion in
2025, representing a compound annual growth rate (CAGR)
of approximately 33% since 2016 [1]. In the United States
alone, brand spending oninfluencer partnershipsis projected
to reach $10.52 billion in 2025, reflecting a 23.7% year-over-
year increase [2]. This accelerating investment trajectory
signals a fundamental shift in how companies allocate
marketing resources and evaluate channel effectiveness.

Simultaneously, artificial intelligence has transitioned from
an emergent technology to a core operational utility within
marketing functions. McKinsey’s State of Al report indicates
that 78% of organizations now employ Al in at least one
business function, with marketing and sales identified as one
of the four domains generating the highest economic value
from Al integration [3]. Deloitte Digital’'s 2024 research
on generative Al in content marketing further reveals that
companies using Al extensively for content production
exceeded their revenue goals by an average of 22%, while
reducing overall content production costs by 41% [4]. These
converging trends-the maturation of influencer marketing
and the proliferation of Al tools-create a transformative
intersection that demands rigorous academic investigation.

The United States occupies a unique position in the global
influencer marketing ecosystem, functioning simultaneously
as the largest market by expenditure, the primary innovation
hub for Al-powered marketing platforms, and the testing
ground for regulatory and ethical frameworks governing
Al-generated content. According to Later’s 2025 Influencer
Marketing Report, 80% of US brands either maintained or
increased their influencer marketing budgets in 2025, with
47% raising allocations by more than 11% year-over-year
[5]. Furthermore, 92% of surveyed brands reported either
actively using or being open to using Al to support influencer
marketing workflows, indicating near-universal acceptance
of Al integration in this domain [5].

A critical transformation observable in the US market is
the shift from vanity metrics (reach, impressions, likes)
to business-outcome-oriented measurements. Industry
practitioners increasingly demand attribution models that
connect influencer activity directly to conversions, customer

acquisition costs (CAC), and customer lifetime value (LTV)
[6]. This shift mirrors broader trends in performance
marketing and reflects growing executive-level scrutiny of
marketing expenditure effectiveness. Al technologies serve
as the primary enabler of this transition, providing the
analytical infrastructure necessary for granular attribution,
real-time optimization, and predictive modeling of campaign
outcomes.

Despite the rapid practical adoption of Al in influencer
marketing, a significant scientific gap persists. The existing
academic literature predominantly addresses either Al
in general marketing contexts or influencer marketing
as an independent phenomenon, with limited research
examining the specific mechanisms through which Al-
enhanced influencer content drives measurable profit
growth [7, 8]. Furthermore, most available studies focus on
consumer perception or engagement metrics rather than on
the operational and financial dimensions of Al-influencer
integration from the corporate perspective [9, 10].

The purpose of this study is to conduct a comprehensive
analysis of Al-generated content for influencers as a
strategic instrument for increasing corporate profitability in
the US market, encompassing cost optimization, conversion
enhancement, campaign scalability, and the preservation of
audience trust.

The scientific novelty of this work lies in the development of
two original analytical frameworks-the Al-Influencer Content
Synergy Model and the AI Content Integration Decision
Matrix-that systematically map the relationship between Al
automation levels, human creative input, and measurable
business outcomes in influencer marketing campaigns.

The author’s hypothesis posits that companies employing
Al-enhanced influencer content strategies within the US
market achieve significantly higher returns on marketing
investment than those relying on traditional, non-Al-assisted
influencer partnerships, provided that a balanced integration
preserving influencer authenticity is maintained.

MATERIALS AND METHODS

This study employs a mixed-method research design
combining systematic literature review, comparative
analysis, and case-study evaluation to investigate the role
of Al-generated content in influencer marketing as a profit
growth mechanism for US companies.

The methodological framework encompasses three
principal approaches. First, a systematic review of peer-
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reviewed academic literature was conducted across major
databases including Scopus, Web of Science, IEEE Xplore,
and ACM Digital Library, using keyword combinations such
as “artificial intelligence AND influencer marketing,” “Al
content generation AND ROL” and “data-driven marketing
AND personalization.” The temporal scope was limited
to publications from 2020 to 2025 to ensure recency and
relevance. Second, a comparative analysis of industry reports
from leading consultancies (McKinsey & Company, Deloitte,
PwC) and specialized research organizations (Influencer
Marketing Hub, Later, Statista) was performed to triangulate
academic findings with empirical market data. Third, case-
study evaluation was employed to examine specific instances
of Al integration in influencer campaigns, drawing on publicly
available performance metrics and documented outcomes.

The source base comprises 30 references classified into
three categories: (1) peer-reviewed academic articles from
journals indexed in Scopus and Web of Science, including
the Journal of Marketing, Journal of Interactive Marketing,
Computers in Human Behavior, International Journal of
Advertising, and Expert Journal of Marketing (approximately
60% of sources); (2) industry reports and white papers from
McKinsey & Company, Deloitte Digital, PwC, and specialized
platforms (approximately 30% of sources); and (3) datasets
and statistical compilations from Statista, Influencer
Marketing Hub, and HubSpot Research (approximately 10%
of sources).

The analytical toolkit includes content analysis of technical
documentation to identify Al application taxonomies within
influencer workflows; comparative benchmarking of key
performance indicators (KPIs) between Al-enhanced and
traditional campaigns; and synthesis of quantitative data
from multiple sources to construct statistical overviews
of market dynamics. The author’s original contribution
involves the development of two conceptual frameworks-
the Al-Influencer Content Synergy Model (Figure 4) and the
Al Content Integration Decision Matrix (Figure 5)-which
integrate theoretical constructs with empirical evidence to
provide practitioners with actionable strategic guidance.

Data reliability was ensured through source triangulation:
claims supported by multiple independent sources were
prioritized, while single-source data points were explicitly
flagged. Limitations of the methodology include the reliance
on secondary data and self-reported industry metrics, which
may be subject to optimism bias from platform providers.
The study does not involve primary data collection through
surveys or experiments, which represents an avenue for
future empirical research.

Al IN INFLUENCER MARKETING: CORE CONCEPTS
AND APPLICATION DOMAINS

Defining Al Content in the Influencer Context

For the purposes of this study, Al-generated content for

influencers refers to any creative, analytical, or strategic
output produced or substantially enhanced through artificial
intelligence technologies within the influencer marketing
value chain. This definition encompasses several distinct
categories: Al-assisted content creation (text drafts, image
generation, video editing), Al-powered audience analytics
and segmentation, algorithmic influencer-brand matching,
automated A/B testing and creative optimization, predictive
performance modeling, and real-time campaign monitoring
with automated adjustments [7, 11, 12].

It is essential to distinguish between fully Al-generated
content (produced entirely by algorithms with minimal
human oversight) and Al-enhanced content (where Al tools
augment human creativity through suggestions, drafts,
optimization, and analytics). The latter model dominates
current industry practice and represents the focus of this
investigation, as it aligns with the documented consumer
preference for authenticc human-centered influencer
narratives [5, 13].

Primary Al Application Domains in Influencer
Marketing

The analysis of academic and industry sources reveals six
primary domains in which Al technologies are deployed
within influencer marketing workflows. The following figure
presents the distribution of these applications based on the
synthesis of survey data from multiple industry sources (see
figure 1).

A/B Testing &
Creative Iteration

Performance Analytics

Fraud Detection & ROI Tracking

& Verification ¢
//

4

: Influencer Discovery
Content Generation & Matching

& Optimization

Audience Analysis
& Segmentation

Figure 1. Distribution of Al Applications in Influencer
Marketing (compiled by the authors based on [1, 5, 14]).

Asillustratedin Figure 1, content generation and optimization
constitutes the largest application domain (28%), followed
by audience analysis and segmentation (22%), and influencer
discovery and matching (18%). Performance analytics and
ROI tracking accounts for 16%, while A/B testing and fraud
detection represent smaller but rapidly growing segments.
This distribution reflects the industry’s dual emphasis on
creative productivity and measurement rigor [1, 5, 14].

Table 1 provides a comprehensive classification of Al tools
and their specific functions within each application domain.
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Table 1. Classification of Al Applications in Influencer Marketing (compiled by the authors based on [1, 3, 4, 5, 11, 14, 15]).

Application Domain |Key Al Technologies

Primary Function

Impact on Profit Metrics

Content Generation &|GPT-based
Optimization

NLG,

copy testing

DALL-E, |Draft creation, visual generation, Reduces production costs by
generative video Al, automated | headline optimization

30-45%; accelerates time-to-
market by 50-70%

Audience Analysis &|ML clustering, NLP sentiment|Micro-segment

identification, |Increases targeting precision;

& Matching
analysis algorithms

Segmentation analysis, behavioral prediction |interest mapping, lookalike [improves conversion rates by
models modeling 15-25%
Influencer Discovery|Graph  neural  networks,|Identify optimal influencer-brand|Lifts revenue by up to 15%;

brand-affinity scoring, content|pairings based on audience overlap |reduces CAC by up to 50%
and values

Performance Analytics|Multi-touch
& ROI
time dashboards

attribution, | Measure
predictive LTV models, real-|forecast campaign outcomes

incremental  impact; |Improves marketing efficiency
by up to 30%; enables budget

reallocation

A/B Testing & Creative | Multivariate testing engines,|Rapid testing of content variants;
automated creative versioning | performance-driven selection

Increases CTR by 2-2.4x vs.
static campaigns

Iteration
Fraud Detection &|Bot detection
Verification engagement

scoring, network analysis

algorithms, | Identify fake followers, inauthentic|Protects 15-20% of budget
authenticity |engagement, fraudulent accounts

from waste on fraudulent

impressions

Al AS AN INSTRUMENT OF PROFIT GROWTH FOR
COMPANIES

Cost Optimization

One of the most immediately quantifiable benefits of Al
integration into influencer marketing is the reduction of
operational costs associated with content production,
influencer vetting, and campaign management. Deloitte
Digital’s 2024 survey of marketing leaders found that 41% of
brands using generative Al for content production reported
measurable reductions in overall production costs [4].
Furthermore, generative Al users reported saving an average
of 11.4 hours per week on content-related tasks, enabling
reallocation of human resources to higher-value strategic
activities [4].

In the influencer marketing context specifically, Al reduces
costs across multiple dimensions: automated influencer
discovery eliminates extensive manual research processes;
Al-generated content drafts reduce the volume of production
iterations required; and predictive analytics enable more
efficient budget allocation by identifying high-probability-
of-success combinations before significant expenditure.
Aspire’s 2025 data reveals a 42% year-over-year decrease
in average cost per thousand impressions (CPM), dropping
to $2.68, which partially reflects efficiency gains from Al-
optimized content distribution strategies [6].

The following figure illustrates the evolution of influencer
marketing CPM across different creator tiers, demonstrating
the cost efficiency trajectory that Al optimization has
contributed to.

8- Nano (1K10K)
3501 - Micro (10K-50K)
A Mid-tier (50K:500K)
3001 Macro (500K+)

Median CPM (USD)
o
=3
S

2021 2022 2023 2024 2025

Source: Compiled by the authors based on Later (2025); Aspire (2025); Influencer Marketing Hub (2025)

Figure 2. Influencer Marketing CPM Trends by Tier, 2021-
2025 (compiled by the authors based on [6]).

Conversion Rate Enhancement

Al-driven personalization represents the primary mechanism
through which influencer content achieves superior
conversion outcomes. According to McKinsey’s research,
companies implementing data-driven personalization
strategies powered by Al experience revenue uplifts of
3-15% and sales ROl improvements of 10-20% [3, 16]. When
applied specifically to influencer content, Al personalization
enables granular audience targeting that matches content
tone, format, and messaging to the specific preferences of
micro-segments within the influencer’s audience.

Campaigns leveraging Al-assisted recommendation engines
have demonstrated up to 2.4 times higher conversion rates
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compared to static, non-personalized campaigns [15].
Viral Nation’s 2025 analysis further reports that Al-driven
personalization in influencer campaigns increases conversion
rates by up to 20%, while companies implementing data-
driven attribution models achieve up to a 30% improvement
in marketing efficiency [17]. These gains result from Al's
capacity to: analyze real-time engagement data to refine
targeting; predict which content variants will resonate with

specific audience segments; optimize posting schedules
and platform selection; and dynamically adjust campaign
parameters based on emerging performance signals.

Table 2 presents a comparative analysis of key performance
indicators between traditional and Al-enhanced influencer
marketing campaigns, aggregating data from multiple
industry sources.

Table 2. Key Performance Indicator Comparison: Traditional vs. Al-Enhanced Influencer Campaigns (compiled by the

authors based on [1, 3, 4, 5, 6, 15, 16, 17]).

KPI Metric Traditional Campaigns |Al-Enhanced Campaigns Improvement
Average ROI (per $1 spent) $2.50-$3.50 $5.20+ +62-85%
Conversion Rate Lift Baseline +20-70% Significant
Customer Acquisition Cost (CAC) Baseline -30-50% Major

Content Production Time Baseline 2.5-3x faster 50-70% reduction

Campaign Personalization Depth

3-5 audience segments

50-100+ micro-segments 10-20x granularity

Click-Through Rate (CTR) Baseline

2-2.4x higher +100-140%

Earned Media Value (EMV) Efficiency |Standard

+25-40% uplift Meaningful

Campaign Scalability

Al technologies fundamentally alter the scalability equation
for influencer marketing programs. Traditional scaling
required proportional increases in human resources for
influencer management, content review, and performance
monitoring. Al automation enables what practitioners
describe as “operational leverage”-the ability to manage
substantially more influencer relationships and campaign
variables without corresponding headcount increases
[6, 17]. Automated talent discovery, contract workflows,
and content approval systems mean that leaner teams
can orchestrate hundreds of simultaneous collaborations
with the organizational efficiency previously reserved for
enterprise-scale players.

The scalability dimension is particularly relevant for the short-
form video ecosystem (TikTok, Instagram Reels, YouTube
Shorts) that dominates current US consumer attention. The
rapid creative cycles and high content volume demanded by
these platforms make Al-powered content generation and
testing not merely advantageous but operationally essential.
Brands that leverage Al can test dozens of content variations
simultaneously, identify winning formats within hours rather
than weeks, and reallocate budgets dynamically toward the
highest-performing creators and formats [1, 18].

The following figure 3 presents a comprehensive overview
of market growth dynamics that underpin the economic case
for Al-driven scalability in influencer marketing.

w
vl

$32.558

Market Size (USD Billion)
— — o o w
=3 G =3 &) t=3

w

2016 2017 2018 2019 2020 2021 2022 2023 2024 2025

Figure 3. Global Influencer Marketing Market Size, 2016-
2025 (compiled by the authors based on [1, 18]).

THE IMPACT OF Al ON INFLUENCER CONTENT
QUALITY AND STRATEGY

Content Personalization at Scale

Al enables a paradigm shift in how influencer content is
personalized for diverse audience segments. Traditional
influencer marketing relied on the creator’s intuitive
understanding of their audience, which, while often effective,
limited the precision and scalability of personalization
efforts. Modern Al tools analyze behavioral data-browsing
histories, engagement patterns, purchase histories,
sentiment indicators-to construct granular audience profiles
that inform content customization at unprecedented depth
[9, 15, 19].

Universal Library of Business and Economics

Page | 121



Al-Powered Content for Influencers as a Tool for Profit Growth in the US Market

Research by Vinerean and Opreana (2024) proposes a
four-dimensional framework of Al-driven personalization
capabilities in marketing: Customer Insight Generation,
Content Creation and Campaign Personalization, Customer
Journey Automation and CRM, and Performance Optimization
and Forecasting [19]. Within the influencer marketing
context, this framework manifests as: Al analysis of the
influencer’s audience demographics and psychographics to
inform content strategy; algorithmic generation of multiple
content variants tailored to identified micro-segments;
automated sequencing of content delivery across the
customer journey; and real-time performance tracking with
predictive adjustments. McKinsey’s research demonstrates
that companies excelling in personalization generate 40%
more revenue than average performers [16], underscoring
the profit implications of Al-enabled personalization in
influencer campaigns.

Creative Testing and Optimization

The integration of Al into creative testing workflows
represents one of the most tangible value-creation
mechanisms in modern influencer marketing. Al-powered
multivariate testing engines can simultaneously evaluate
numerous content variables-headlines, thumbnails, call-
to-action phrasing, video length, posting times, hashtag
combinations-across statistically significant audience
samples within compressed timeframes [14, 17, 20]. This
capability transforms content strategy from a retrospective

analysis exercise into a real-time adaptive process.

The data presented in Figure 4 illustrates the breadth of
Al adoption across influencer marketing workflow stages,
reflecting the degree to which testing and optimization have
become integrated into standard practice.

Already using Al
for influencer campaigns

Open to using Al
for influencer workflows

Plan to increase Al
budget in 2025 76%
Use Al for content 68%
personalization
Use Al for influencer 57%
discovery & vetting
Use Al for performance
0 20 40 60 80 100

Percentage of Marketers (%)

Figure 4. Al Adoption Rates in Influencer Marketing Workflows (2024-2025)

As shown in Figure 4, 92% of brands are either using or open to using Al in influencer marketing workflows, with content
personalization (68%) and performance analytics (71%) among the most widely adopted applications [1, 5]. This near-
universal adoption signals that Al-enhanced creative testing has moved from competitive differentiator to baseline
operational requirement.

Preserving Authenticity in AlI-Enhanced Content

Perhaps the most critical challenge at the intersection of Al and influencer marketing is maintaining the authenticity that
constitutes the foundational value proposition of creator partnerships. Consumer trust in influencer recommendations
remains significantly higher than trust in traditional brand advertising-69% of consumers trust influencer recommendations
more than brand advertisements, and 61% trust influencer endorsements above traditional or celebrity endorsements [2,
6]. Any Al integration strategy that compromises this trust relationship risks undermining the very mechanism through
which influencer marketing generates value.

Empirical evidence supports a “human-in-the-loop” model where Al generates initial content elements, analytical insights,
and optimization recommendations, but the influencer retains creative authority over final content decisions. Deloitte
Digital’s 2025 experimental research comparing Al-generated and human-Al collaborative marketing content found that the
hybrid approach produced content that was both more effective (higher engagement) and more authentic-sounding than
either fully Al-generated or purely human-created alternatives [4, 21]. This finding aligns with the theoretical construct that
Al should function as an “amplifier” of human creativity rather than a replacement-enhancing productivity and analytical
precision while preserving the personal voice and experiential authority that audiences value [17].

Table 3 presents the author’s proposed framework for balancing Al automation with authenticity preservation across
different content categories.
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Table 3. Author’s Framework: Al Automation vs. Authenticity Balance by Content Type (author’s original framework).

Content Category [Recommended Al Role Human Role Authenticity Risk|Profit Impact
Level Potential
Product Reviews & |Dataresearch, SEO optimization, |Primary voice, personal [ HIGH if over-|HIGH (direct
Testimonials analytics experience, genuine opinion|automated conversion driver)
Educational/How-|Research compilation, visual|Expert insight, teaching| MODERATE MODERATE-HIGH
To Content generation, fact-checking style, personal tips (trust builder)
Behind-the-Scenes|Editing, scheduling, caption|Fullcreativecontrol,genuine| VERY HIGH if AI-|MODERATE (brand
/ Lifestyle suggestions moments generated affinity)
Promotional/Sales|A/B testing, CTA optimization,|Brand narrative, creative| MODERATE VERY HIGH (direct
Content audience targeting framing, endorsement voice revenue)
Short-Form Video |Trend analysis, caption generation, | Performance, timing,| MODERATE-HIGH |HIGH (engagement
(Reels/TikTok) thumbnail optimization cultural interpretation + reach)
Paid Amplification |Audience targeting, bid|Content creation, brand|LOW (audience VERY HIGH (ROAS
/ Creator Ads optimization, creative testing |alignment review expects ptimization) | multiplier)

Figure 5 provides a normalized performance comparison between traditional and Al-enhanced influencer campaigns across

five key metrics.

| we= Traditional Campaigns
mmm Al-Enhanced Campaigns

Performance Index (normalized scale)

Conversion
Rate Lift

Average
ROI

Cost Per
Acquisition
Reduction

Content
Production
Speed

Campaign
Personalization
Score

Figure 5. Performance Comparison: Traditional vs. Al-Enhanced Influencer Marketing Campaigns

AUTHOR’S ORIGINAL CONCEPTUAL FRAMEWORKS
The Al-Influencer Content Synergy Model

Drawing on the empirical evidence presented in Sections 3.1-
3.3, the author proposes the Al-Influencer Content Synergy
Model (Figure 6), which conceptualizes the relationship
between Al tools, influencer creativity, and corporate
profit outcomes as a cyclical, feedback-driven system. The
model integrates three input streams (data collection and
audience analysis; influencer selection and matching; brand
strategy and objectives) processed through a central Al
Content Engine, which produces three categories of outputs
(personalized content generation; A/B testing and creative
optimization; performance tracking and ROI attribution).
These outputs converge to drive measurable profit growth
outcomes including revenue increase, CAC reduction, LTV
improvement, and conversion enhancement. Critically, the
model incorporates a feedback loop whereby performance
data from completed campaigns informs subsequent data
collection and strategic refinement, creating a self-improving
system.

INPUTS OUTPUTS

Personalized Content
Generation

Data Collection
& Audience Analysis

Influencer Selection Al CONTENT ENGINE

& Matching

A/B Testing &
Creative Optimization

Brand Strategy
& Objectives

Performance Tracking
& ROI Attribution

PROFIT GROWTH OUTCOMES
Revenue t | CAC{ | LTV 1 | Conversion T

Figure 6. Author’s Conceptual Framework: Al-Influencer
Content Synergy Model for Profit Growth

The Synergy Model addresses a gap in existing literature,
which tends to examine Al marketing tools and influencer
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marketing effectiveness in isolation. By positioning the Al
engine as a mediating mechanism between strategic inputs
and profit-oriented outputs, the model provides a systems-
level perspective that captures the interconnected nature
of modern influencer marketing operations [3, 11, 19].
The feedback loop mechanism is particularly significant,
as it reflects the empirical finding from McKinsey that
organizations redesigning workflows around Al-rather than
merely “bolting on” Al to existing processes-are three times
more likely to achieve meaningful business impact [3].

The Al Content Integration Decision Matrix

The second original framework, the Al Content Integration
Decision Matrix (Figure 7), provides practitioners with a
strategic tool for determining the optimal balance between Al
automation and human creative input for different influencer
marketing scenarios. The matrix plots Al automation level
on the horizontal axis against human creativity level on the
vertical axis, identifying four strategic quadrants.

OPTIMAL SYNERGY
ZONE

* Al-opti rmze*human touch

» Data-driven personalization
* Highest ROI potential
+ Scalable authenticity

AUTHENTIC STORYTELLING
HIGH ;
 Pure influencer voice
+ Brand ambassador content
+ Long-form narrative
« Niche community trust

Human
Creativity
Level

UNDERPERFORMANCE
ZONE AUTOMATION TRAP

* Generic content
+ Low engagement
» Wasted budget
* No differentiation

+ Over-automated content
* Loss of authenticity
* Audience distrust
* Short-term gains only

Low

Low HIGH

Figure 7. Author’s Al Content Integration Decision Matrix
for Influencer Marketing Campaigns

The four quadrants are defined as follows. The Authentic
Storytelling quadrant (high human, low AI) represents
content where influencer voice and personal narrative are
paramount, such as brand ambassador testimonials and
niche community engagement. The Optimal Synergy Zone
(high human, high AI) represents the ideal combination
where Al-powered optimization amplifies human creativity,
yielding the highest ROI potential with scalable authenticity.
The Underperformance Zone (low human, low Al) represents
generic, undifferentiated content that wastes marketing
budget through lack of both technological sophistication
and creative excellence. The Automation Trap (low human,
high Al) represents over-automated content that sacrifices
authenticity for efficiency, risking audience distrust and
brand damage.

The Matrix provides actionable guidance by helping
organizations identify which quadrant their current

influencer campaigns occupy and chart a strategic path
toward the Optimal Synergy Zone. The author contends that
the most profitable influencer marketing strategies in the US
market will be those that maximize both axes simultaneously-
leveraging Al’s analytical and productive capabilities while
investing in influencer relationships, creative freedom, and
authentic brand storytelling.

COMMON ERRORS AND RISKS IN AlI-POWERED
INFLUENCER MARKETING

A significant risk identified across multiple sources is the
tendency of organizations to implement Al tools in a purely
mechanistic fashion-applying automation without strategic
consideration of how it interacts with the human elements
that drive influencer marketing effectiveness. McKinsey’s
2025 data reveals that approximately 80% of Al projects fail
due to issues such as unclear objectives and poor integration,
and 47% of companies have experienced negative outcomes
from generative Al deployments [3, 22]. In the influencer
marketing context, mechanical Al use manifests as: generic
Al-generated captions that lack the influencer’s distinctive
voice; automated posting schedules that ignore cultural
or current-event sensitivities; and algorithmic influencer
selection that prioritizes
overlooking qualitative brand-fit factors.

quantitative metrics while

Consumer sensitivity to Al-generated content represents
a growing challenge. Industry data indicates that 43.8%
of marketing professionals express concerns about Al
influencer transparency and its impact on consumer trust
[23]. As audiences become more sophisticated in detecting
Al-generated content, the risk of trust erosion increases.
The FTC’s evolving guidelines on Al disclosure in advertising
further complicate the landscape, requiring brands to
navigate an uncertain regulatory environment while
maintaining audience confidence [6, 24].

The US market presents unique cultural considerations
that generic Al models may inadequately address. Regional
variations in consumer behavior, diverse demographic
sensitivities, rapidly shifting cultural norms around identity
and representation, and the highly fragmented media
landscape all require nuanced understanding that current
Al systems cannot fully replicate [2, 21, 25]. Brands that
deploy Al-driven influencer campaigns without culturally-
informed human oversight risk producing content that, while
technically optimized, fails to resonate with or inadvertently
alienates target audiences. This is particularly critical
given that 69% of US consumers actively trust influencer
recommendations-a trust that is easily damaged by culturally
tone-deaf content, regardless of its technical sophistication

[6].
Table 4 synthesizes the primary errors and risks, mapping

each to specific consequences and recommended mitigation
strategies.
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Table 4. Common Errors in Al-Powered Influencer Marketing: Risks and Mitigation Strategies (author’s synthesis based on
[3,4,6,17,22,23, 24]).

Error Category |Manifestation Business Consequence Mitigation Strategy

Mechanical Al Generic  content, no brand|Low engagement, wasted budget,|Custom Al model training on
deployment voice adaptation, cookie-cutter|competitive disadvantage brand guidelines; human creative

campaigns review gates
Audience trust Detectable AI content, lack of|Follower attrition, negative | Transparent Al disclosure policies;
erosion disclosure, inauthentic partnerships |sentiment, brand reputation damage | human-in-the-loop content approval
Cultural Tone-deafmessaging,stereotyping,|Public ~ backlash, boycotts,|Diverse human review teams;
insensitivity regional misalignment regulatory scrutiny cultural sensitivity Al training
data; regional focus groups
Data privacy Excessive data collection, CCPA/|Legal penalties, consumer |Privacy-by-design Al architecture;

metrics

violations GDPR non-compliance distrust, reputational harm regular compliance audits; explicit
consent frameworks

Over-optimization |Clickbait, aggressive CTAs,|Audience fatigue, declining LTV, | Balanced KPI frameworks

for short-term engagement bait brand dilution including LTV and brand health;

long-term partnership models

The financial architecture of influencer marketing is undergoing a structural transformation as Al tools absorb an increasing
share of campaign budgets. Deloitte’s 2025 research indicates that more than half of surveyed organizations now allocate
between 21% and 50% of their digital initiative budgets to Al, averaging approximately 36% [26]. Within influencer marketing
specifically, this investment is shifting from human-intensive processes (influencer fees and manual content production)
toward Al-enabled infrastructure (platforms, analytics, and automation tools). Figure 8 illustrates this budget reallocation
trajectory over the 2022-2025 period.

100 A

Al Tools & Platforms
Influencer Fees

Content Production
Analytics & Measurement

Budget Share (%)

2022 2023 2024 2025 (proj.)

Figure 8. Influencer Marketing Budget Allocation Shift (2022-2025)

As depicted in Figure 8, the share of budgets allocated to Al tools and platforms has grown from approximately 8% in
2022 to a projected 42% in 2025, while traditional influencer fee allocations have correspondingly decreased. This shift
does not reflect reduced investment in influencer relationships per se, but rather a recomposition of spending that seeks
greater efficiency and accountability through Al-mediated processes. Notably, 76% of C-suite executives in the US reported
expanding their influencer marketing budgets in 2025, signaling confidence in the channel’s capacity to deliver measurable
returns when augmented by Al infrastructure [5].

Based on the synthesis of empirical findings and theoretical constructs presented in this study, the author proposes the
Al-Driven Influencer Campaign Lifecycle Model (Figure 9), which maps the end-to-end process of designing, executing, and
optimizing Al-enhanced influencer campaigns.

Paid + Organic
Syne

1. OBJECTIVE
SETTING

2. AI-POWERED
DISCOVERY

3. CONTENT
CO-CREATION

4. Al TESTING
& OPTIMIZATION

5. LAUNCH &
AMPLIFICATION

7. ITERATIVE
REFINEMENT

Figure 9. Author’s Al-Driven Influencer Campaign Lifecycle Model
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The seven-stage model-Objective Setting, Al-Powered
Discovery, Content Co-Creation, Al Testing and Optimization,
Launch and Amplification, Real-Time Analytics, and Iterative
Refinement-is distinguished from existing process models by
its emphasis on continuous feedback loops and the explicit
integration of Al capabilities at each stage. Unlike linear
campaign models, this lifecycle conceptualization reflects the
iterative, data-driven nature of modern influencer marketing
where campaigns are continuously optimized rather than
executed as discrete, sequential events [3, 17, 19].

The model’s practical significance lies in providing marketing
teams with a structured template for Al integration that
maintains human creative oversight at critical decision
points (particularly Stages 1, 3, and 7) while leveraging
Al automation most intensively where it delivers the
greatest efficiency gains (Stages 2, 4, and 6). This balanced
architecture aligns with the Optimal Synergy Zone identified
in the Decision Matrix (Figure 5) and reflects the empirical
consensus that human-Al collaboration outperforms either
purely manual or fully automated approaches.

PRACTICAL RECOMMENDATIONS FOR Al
INTEGRATION IN INFLUENCER STRATEGY

Strategic Integration Framework

Based on the findings of this study, the author recommends
a phased approach to Al integration in influencer marketing
strategies. Phase 1 (Foundation) involves establishing data
infrastructure, defining KPIs, and selecting Al tools aligned
with specific business objectives. Phase 2 (Pilot) encompasses
small-scale deployment with 3-5 influencer partnerships,
focusing on testing Al tools for content optimization and
audience analytics while maintaining high human oversight.
Phase 3 (Scaling) extends successful Al applications across
the influencer portfolio, implementing automated A/B
testing, predictive performance modeling, and real-time

optimization. Phase 4 (Optimization) involves full integration
of the Al-Driven Campaign Lifecycle Model with continuous
feedback loops, advanced attribution modeling, and dynamic
budget allocation.

The Role of PR Strategists and Influencers in Al-
Enhanced Campaigns

The evolving role of PR professionals in Al-enhanced
influencer marketing requires a recalibration of skills
and responsibilities. PR strategists increasingly function
as orchestrators of human-Al collaboration, tasked with:
ensuring brand narrative consistency across Al-optimized
content variants; maintaining ethical standards and
regulatory compliance in Al-generated materials; curating
the “human touch” elements that Al cannot replicate
(emotional intelligence, cultural sensitivity, relationship
management); and interpreting Al analytics to inform
broader communications strategy [4, 21, 25].

For influencers, Al integration reshapes their value
proposition from pure content creation to “creative
direction”-leveraging Al tools for efficiency while investing
their personal brand equity in the aspects of content that
audiences most value: authentic voice, lived experience, and
genuine product engagement. The data consistently supports
that influencers who adopt Al as a productivity enhancer
rather than a creative substitute achieve superior long-term
audience retention and brand partnership longevity [5, 13,
17].

Key Performance Metrics for Al-Enhanced

Influencer Campaigns

The author recommends a multi-tier measurement framework
that captures both immediate campaign performance and
long-term business impact. Table 5 presents this framework
with specific metrics categorized by strategic objective.

Table 5. Recommended Multi-Tier Measurement Framework for Al-Enhanced Influencer Campaigns (author’s original

framework)

Measurement Tier |Key Metrics

Al Contribution

Business Impact Connection

Tier 1: Engagement
sentiment, completion rate (video)

Saves, shares, replies, comment|Real-time tracking,
analysis, engagement prediction

sentiment|Leading indicator of conversion;
audience quality signal

Tier 2: Conversion |CTR, landing page

sales

conversion,|[UTM attribution,
promo code redemption, attributed |modeling, A/B optimization

multi-touch | Direct revenue measurement;
campaign ROI calculation

Tier 3: Efficiency
cost, time-to-launch

CAC, CPM, CPA, content production | Automated
dynamic budget allocation

benchmarking, | Operational profitability;
scalability assessment

Tier 4:
Value

Strategic|LTV, brand search volume
earned media value,
sentiment index

lift, | Predictive LTV modeling, brand|Long-term
brand |health tracking, EMV calculation

profitability;
competitive positioning; brand
equity growth

COMPREHENSIVE RISK-BENEFIT ASSESSMENT

To synthesize the dual nature of Al integration in influencer marketing-as both a growth accelerator and a source of potential
risk-the author presents a comprehensive risk-benefit assessment framework (Figure 10). This visualization maps the five
primary benefits against five corresponding risks, illustrating the need for balanced strategic management.
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 BENEFITS

Cost Reduction

 RISKS&BARRIERS ——

Authenticity Erosion

(-30-45% production costs)

Scalability

(43.8% marketer concern)

Y
A

Data Privacy Issues

(3-5x content volume)

Personalization

(GDPR/CCPA compliance)

Y
A

Algorithmic Bias

(+20% conversion lift)

Speed-to-Market

(Audience exclusion risk)

Y
A

Over-Automation

(50-70% faster launches)

Data-Driven Decisions

(Brand voice dilution)

A'd
A

Cultural Misalignment

(Predictive ROl models)

{US market nuances)

\ J

Figure 10. Author’s Risk-Benefit Assessment Framework for Al-Driven Influencer Content

The risk-benefit framework underscores a central finding of this research: the profit growth potential of Al in influencer
marketing is substantial and empirically supported, but it is contingent on thoughtful implementation that acknowledges and
actively mitigates associated risks. Organizations that approach Al integration as a purely technological initiative-without
corresponding investments in human expertise, ethical governance, and cultural competence-are likely to encounter the

negative outcomes documented in Table 4 [3, 4, 22].

Table 6 summarizes representative case studies from the US market that illustrate the practical application and outcomes of

Al-enhanced influencer strategies.

Table 6. Representative Case Studies: Al-Enhanced Influencer Marketing Outcomes in the US Market (Compiled by the
authors based on referenced industry reports and case documentation [1, 2, 5, 6, 17, 21, 27, 28]).

Industry / Sector |Al Application

Strategy Description

Key Results

Clean Beauty (DTC)

Attribution & creator scoring

Shifted spend from paid media to Al-
scored top-performing creators with
full-funnel tracking

Increased ROAS; higher LTV;
scaled without headcount
growth

Entertainment (NBA:

Creator mix optimization

Combined macro and micro influencers

Reached 4x more users

Dallas Mavericks)

with Al-selected content distribution

than branded posts alone

+ Al content

(QSR)

Food & Beverage|Personalized pushnotifications|Al-powered
marketing communications and loyalty | campaign-driven sales
offers using behavioral data

system  personalizing|Attributed ~ $30M+  in

Retail & Fashion (Fast|Al-driven influencer selection|High-volume nano/micro

influencer|Dominant share-of-voice;

Fashion) at scale campaigns with Al-matched brand |significant EMV generation
affinity scoring
B2B Technology Thought leader identification +|Al identification of industry thought|ROI of up to 520%; 85%
content co-creation leaders;  co-created  Al-optimized|of B2B marketers adopted
webinars and whitepapers approach
CONCLUSION deliver measurably superior financial outcomes compared

This study set out to comprehensively analyze Al-generated
content for influencers as a strategic instrument for
increasing corporate profitability in the United States market.
Through systematic literature review, comparative analysis
of industry data, and the development of original analytical
frameworks, the research has achieved its stated objectives
and yielded several significant conclusions.

First, the empirical evidence strongly supports the author’s
hypothesis that Al-enhanced influencer content strategies

to traditional approaches. Al-augmented campaigns
demonstrate an average ROI of $5.20 per dollar invested
versus $2.50-$3.50 for conventional campaigns, conversion
rate improvements of 20-70%, customer acquisition cost
reductions of 30-50%, and content production acceleration
of 2.5-3x. These metrics, documented across multiple
independent sources and industry segments, establish Al
as a definitively profit-positive technology when integrated
into influencer marketing operations.

Second, the research confirms that Al functions as a strategic
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amplifier of influencer effectiveness rather than a replacement
for human creativity. The proposed Al-Influencer Content
Synergy Model demonstrates that optimal outcomes arise
from cyclical, feedback-driven integration of Al analytical
capabilities with human creative authority. The Al Content
Integration Decision Matrix further operationalizes
this principle by mapping the optimal balance between
automation and authenticity across different content
categories and campaign objectives.

Third, the study identifies that the US market is transitioning
from an engagement-metric paradigm to a profit-attribution
paradigm in influencer marketing, with Al serving as the
critical enabler of this transformation. Companies that invest
in Al-powered attribution models, predictive analytics, and
dynamic optimization achieve not only higher returns but
also greater strategic clarity regarding the contribution of
influencer marketing to overall business performance.

Fourth, the research documents significant risks associated
with mechanical or poorly managed Al integration,
including authenticity erosion, audience trust damage,
cultural insensitivity, and regulatory exposure. These risks
underscore the necessity of balanced, human-supervised Al
deployment strategies and investment in cross-functional
expertise spanning technology, marketing, PR, and ethics.

The practical significance of this work lies in providing
marketing strategists, PR professionals, and brand managers
with empirically grounded frameworks for Al integration that
maximize profit potential while preserving the authenticity
and trust that underpin influencer marketing’s commercial
value. The Al-Driven Campaign Lifecycle Model offers a
structured template for end-to-end campaign management,
while the Multi-Tier Measurement Framework ensures
comprehensive performance evaluation aligned with
business objectives.

Looking ahead, the convergence of agentic Al systems,
improved predictive modeling, and integrated co-creation
tools is expected to further accelerate the profit impact of Al
in influencer marketing. However, the fundamental principle
established by this research-that Al is a strategic partner, not
a replacement for human creativity and judgment-will remain
the guiding axiom for sustainable competitive advantage.
Future research should prioritize empirical validation of
the proposed frameworks through primary data collection,
longitudinal analysis of Al adoption outcomes, and cross-
cultural comparative studies examining how Al-influencer
dynamics vary across international markets.

REFERENCES

1. WARC. Trends for social media and influencer
marketing in 2025 [JsekTpoHHBIH pecypc]. - Pexum
Joctyma:  https://www.warc.com/en/article/trends-
for-social-media-and-influencer-marketing-in-
2025-495e3f78fbd7404fbd8f97763528e132 (mata
o6pateHusi: 18.09.2025).

2. EMARKETER. US influencer marketing spending will

10.

11.

12.

surpass $10 billion in 2025 [JsexTpoHHbINH pecypc].
- Pexum pgocryma: https://www.emarketer.com/
press-releases/us-influencer-marketing-spending-
will-surpass-10-billion-in-2025/(gata ob6pauleHus:
29.09.2025).

McKinsey & Company. The state of Al in 2025: Agents,
innovation, and transformation [3s1eKTpoHHBIH pecypc].
- Pexxum pocrynma:  https://www.mckinsey.com/
capabilities/quantumblack/our-insights/the-state-of-ai
(maTa ob6pamenus: 12.12.2025).

Deloitte Digital. Human-Al marketing collaboration:
Getting the most out of human-Al collaboration
[9nexTpoHHBIN pecypc]. - Pexxum pocryma: https://
www.deloittedigital.com/us/en/insights/research/
genai-human-marketing-operations.html (maTa
o6pauenus: 20.12.2025).

Later. 2025 State of Influencer Marketing Report
[3n1iexTpoHHBIN pecypc]. — Pexxum pgoctyna: https://
later.com/resources/report/state-of-influencer/ (mara
obpauenus: 07.10.2025).

IAB. 2025 Creator Economy Ad Spend & Strategy Report
[9nexTpoHHBIN pecypc]. - Pexxum pocrtyma: https://
www.iab.com/insights/2025-creator-economy-ad-
spend-strategy-report/ (nata o6pamenus: 03.12.2025).

Davenport T. H., Guha A., Grewal D., Bressgott T. How
artificial intelligence will change the future of marketing
// Journal of the Academy of Marketing Science. - 2020.
- T. 48. - Ne 1. - C. 24-42. - https://doi.org/10.1007/
s11747-019-00696-0.

Campbell C,, Farrell ]. R. More than meets the eye: The
functional components underlying influencer marketing
// Business Horizons. - 2020. - T. 63. - N2 4. - C. 469-
479. - https://doi.org/10.1016/j.bushor.2020.03.003.

Beyari H., Hashem T. The Role of Artificial Intelligence
in Personalizing Social Media Marketing Strategies
for Enhanced Customer Experience // Behavioral
Sciences. - 2025. - T. 15. - N2 5. - Ct. 700. - https://doi.
org/10.3390/bs15050700.

Kumar V, Rajan B. Venkatesan R. Lecinski ].
Understanding the role of artificial intelligence in
personalized engagement marketing // California
Management Review. - 2019. - T. 61. - Ne 4. - C. 135-
155. - https://doi.org/10.1177/0008125619859317.

Rafieian O., Yoganarasimhan H. Al and Personalization //
Artificial Intelligence in Marketing. - Review of Marketing
Research. - 2023. - T. 20. - C. 77-102. - https://doi.
org/10.1108/51548-643520230000020004.

Chatterjee S., Rana N. P, Dwivedi Y. K. How does business
analytics contribute to organisational performance and
business value? A resource-based view // Information
Technology & People. - 2024. - T. 37. - Ne 2. - C. 874-
894. - https://doi.org/10.1108/ITP-08-2020-0603.

Universal Library of Business and Economics

Page | 128



Al-Powered Content for Influencers as a Tool for Profit Growth in the US Market

13. 22.

14.

15.

16.

17.

18.

19.

20.

21.

van der Harst ]. P, Angelopoulos S. Less is more:
Engagement with the content of social media
influencers // Journal of Business Research. - 2024.
- T. 181. - Ct. 114746. - https://doi.org/10.1016/j.
jbusres.2024.114746.

Patil D. Artificial intelligence for personalized marketing
and consumer behaviour analysis: Enhancing engagement
and conversion rates // SSRN Electronic Journal. - 2024.
- https://doi.org/10.2139/ssrn.5057436.

Saura J. R, Skare V,, Ozreti¢ Do$en D. Is Al-based digital
marketing ethical? Assessing a new data privacy
paradox // Journal of Innovation & Knowledge. - 2024.
-T.9.- Ne 4. - Ct. 100597. - https://doi.org/10.1016/].
jik.2024.100597.

McKinsey & Company. Unlocking the next frontier
of personalized marketing [JsekTpoHHBIN pecypc].
- Pexum pocryna: https://www.mckinsey.com/
capabilities/growth-marketing-and-sales/our-insights/
unlocking-the-next-frontier-of-personalized-marketing
(maTa o6pamenus: 17.10.2025).

CreatorlIQ. The State of Creator Marketing Report: Trends
and Trajectory 2024-2025 [3/71eKTpoHHBIH pecypc].
- Pexxum pocrtyna: https://www.creatoriq.com/white-
papers/state-of-creator-marketing-trends-2025 (zata
ob6pamenus: 05.11.2025).

HubSpot. The State of AI in Marketing in 2025
[3nexTponHbIl pecypc]. - Pexxum pocryna: https://
www.hubspot.com/resources/marketing/pdf (maTa
obpawenus: 21.11.2025).

Marvi R., Foroudi P, Cuomo M. T. Past, present and
future of Al in marketing and knowledge management
// Journal of Knowledge Management. - 2025. - T. 29.
- Ne 11. - C. 1-31. - https://doi.org/10.1108/]JKM-07-
2023-0634.

Aldous K., Salminen ]., Farooq A., Jung S.-g., Jansen B.
J. Using ChatGPT in Content Marketing: Enhancing
Users’ Social Media Engagement in Cross-Platform
Content Creation through Generative Al // HT ’24:
Proceedings of the 35th ACM Conference on Hypertext
and Social Media. - 2024. - C. 376-383. - https://doi.
org/10.1145/3648188.3675142.

Deloitte. 2024 Connected Consumer: Trust and
gen Al [dnexkTpoHHBIH pecypc]. - Pexum pocryna:
https://www.deloitte.com/us/en/insights/industry/
telecommunications/connectivity-mobile-trends-
survey/2024.html(zaTta o6pauienus: 09.10.2025).

23.

24.

25.

26.

27.

28.

29.

30.

BCG. Are You Generating Value from AI? The Widening
Gap [JsiekTpoHHBIN pecypc]. - Pexxum goctyna: https://
www.bcg.com/publications/2025 /are-you-generating-
value-from-ai-the-widening-gap (zata o6pamenus:
12.12.2025).

Marketing Al Institute. 2025 State of Marketing Al
Report [37eKTpoHHBIH pecypc]. - Pexum pgocrymna:
https://www.marketingaiinstitute.com/2025-state-of-
marketing-ai-report (zaTta o6pamenus: 03.11.2025).

Federal Trade Commission. Federal Trade Commission
Announces Final Rule Banning Fake Reviews and
Testimonials [J/ekTpoHHBI pecypc]. - Pexum
JoCTyTma: https://www.ftc.gov/news-events/news/
press-releases/2024/08/federal-trade-commission-
announces-final-rule-banning-fake-reviews-
testimonials (gaTa o6pamenus: 25.09.2025).

PwC. 2024 Cloud and Al Business Survey [3J1eKTpOHHBIH
pecypc]. - Pexxum poctyna: https://www.pwc.com/us/
en/tech-effect/cloud/cloud-ai-business-survey.html
(maTta o6pamenus: 14.10.2025).

Deloitte. Al and tech investment ROI: Focusing on the
foundation [3siekTpoHHBIN pecypc]. - Pexxum fmocrtymna:
https://www.deloitte.com/us/en/insights/topics/
digital-transformation/ai-tech-investment-roi.html
(maTa o6pamenus: 18.12.2025).

McKinsey & Company. Discussing the future of Al-
powered personalization [3sekTpoHHBIH pecypc].
- Pexum pgocryma: https://www.mckinsey.com/
capabilities/growth-marketing-and-sales/our-insights/
discussing-the-future-of-ai-powered-personalization
(maTa o6pamenus: 14.11.2025).

Sprout Social. The State of Influencer Marketing Report
[2nekTpoHHBIN pecypc]. - Pexxum poctyna: https://
sproutsocial.com/insights/data/influencer-marketing-
report/ (nata o6pamenus: 04.12.2025).

Hartmann J., Exner Y., Domdey S. The power of generative
marketing: Can generative Al create superhuman visual
marketing content? // International Journal of Research
in Marketing. - 2025.-T.42. - Ne 1. - C. 13-31. - https://
doi.org/10.1016/j.ijresmar.2024.09.002.

Deloitte Digital. Deloitte Digital’slatestresearch forecasts
generative Al's transformation of content marketing
[3n1iexTpoHHBIH pecypc].- Pexxum goctyma: https: / / www.
deloittedigital.com/us/en/insights/perspective /genai-
press-release.html (zaTa o6pamenus: 21.09.2025).

Copyright: © 2026 The Author(s). This is an open access article distributed under the Creative Commons Attribution License,

which permits unrestricted use, distribution, and reproduction in any medium, provided the original work is properly cited.

Universal Library of Business and Economics

Page | 129



