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Foreword

We built Impulze.ai three years ago to solve a real problem: influencer marketing was splintered across
spreadsheets, and brand marketers had nowhere to run their creator programs from a single place. Thousands of
brands use our platform today.

But watching customers use it taught us something we hadn't expected. Most users never discover most of what
we’ve built. Not because the features aren’t valuable. Because running an influencer program is a workflow, not
a feature, and the workflow still lives in the marketer’s head.

This was a pattern we couldn't unsee, and it's the thesis of everything that follows. We have a point of view on
where the industry is heading, and yes, a stake in it. We believe the next eighteen months will be defined by a
shift from tools you operate to colleagues you direct. We're building for that shift. And whether you choose us or
someone else, it's coming, and the brands that see this early will move into a category of their own.

Manzoor Samad, Founder, Impulze.ai
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Executive summary
The 60-second read

e Every influencer marketing platform is still a dashboard. Including ours. Value is capped by what the
user can figure out, which is why power users get 10 times the ROl of new users on the same software.

e The shift is from tools you operate to colleagues you direct. Not a chat window on top of a dashboard.
A platform that understands your brand, composes multi-step workflows, and gets better the longer it
knows you.

¢ The winning moat will not be the features. It will be memory that compounds. After six months, an
agentic platform knows your brand better than a new hire would after their first quarter. That kind of
institutional knowledge can’t be bought, licensed, or speed-built.

e The choice compounds. Platform choice in this window is really a choice about where your brand
memory lives for the next five years. The agents that matter are the ones that actually grow from your
brand: your audience, your voice, your history, your corrections. That kind of memory cannot be
pre-loaded or bought. It has to be used into existence. Switching platforms later doesn’t catch you up. It
restarts the clock.

This whitepaper explains the shift, names the risks honestly, and gives you a five-question checklist to tell real
agentic platforms apart from Al-washed dashboards. Read it even if you don’t end up choosing us. The frame
matters more than the vendor.
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Part |

The Problem

1. A $32 billion industry still running on tabs and spreadsheets

Influencer marketing crossed $24 billion in global spend in 2024. By the end of 2026, independent forecasts
place the category above $32 billion. Every direct-to-consumer brand, every consumer startup, every
growth-stage marketing team runs creator campaigns. The money is real. The category is mainstream.

And yet, if you look over the shoulder of any brand marketer running a campaign today, you see the same scene
that existed five years ago. A browser with twelve tabs open. A spreadsheet tracking outreach. A Notion doc
holding creator briefs. An email drafting messages one by one. An analytics dashboard refreshed for the fiftieth
time that week.

The stack got bigger. The work didn’t get easier.

“Every influencer marketing platform on the market was built on the same assumption:
give the user tools, let them figure it out.”

That assumption made sense a decade ago when the tools were simple. But today, it has become the single
biggest drag on the category. Modern influencer platforms are deep: 30+ discovery filters, CRM, sequence
engines, campaign trackers, whitelabel reporting, competitive intelligence, and the list is long. The feature
surface is enormous. The human capacity to compose it is not.
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2. The capability gap

Here is the uncomfortable truth every SaaS marketing team knows: two users on the same software get wildly
different outcomes. An experienced user who understands every feature and has built a workflow in their head
gets ten times the value of a new user who only finds the search bar.

Same platform. Same monthly fee. Same data. Wildly different results.

The product’s potential is a constant. The user’s ability to unlock it is the variable. The gap between those two
numbers is what economists would call a capability gap. It’s where most SaaS revenue leaks out, and it’s why
retention curves for feature-rich platforms bend downward no matter how polished the onboarding.

The user is the glue
Why does this gap exist?

Because in every current platform, the user is the one holding the workflow together. They connect discovery to
qualification, qualification to outreach, outreach to campaigns, campaigns to reporting. They remember which
creators worked last time. They know the brand voice. They hold the budget constraints in their head. They
context-switch between five tabs to run one campaign.

Most SaaS companies respond to this with better onboarding tours, webinars, help docs, and customer success
managers who walk users through the feature set. Those help at the margins. They do not address the
underlying problem, which is that the workflow itself lives outside the software.
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3. Why faster dashboards won’t save you

Over the last eighteen months, almost every marketing platform has added an “Al feature.” Usually, a chat
window beside the existing dashboard. Sometimes an “Al search” button. Occasionally, a suggested subject line
that reads like it was written by a content mill.

These features are useful at the margin. They do not address the fundamental problem. Chat on top of a
dashboard is still a dashboard. It just has a more conversational search bar. The user is still composing the
workflow. The capability gap is still wide open.
“The real shift is not making dashboards more conversational. It’s removing the
dashboard from the critical path.”

That reframe matters.

If you believe the problem is the interface, you invest in a prettier chat window and wonder why adoption stalls.
If you believe the problem is composition — that workflows need to be orchestrated for the user, not by the user
— you build something categorically different.

The brands and platforms that see that distinction now have a multi-year head start on everyone still debating
font sizes on their dashboards.
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Part Il

The Shift

4. From tools to colleagues

Every few years there is a shift in how software gets used. Desktop apps gave way to SaaS. SaaS gave way to
mobile. Standalone tools gave way to integrations. Each shift redefined what customers expected and reset the
competitive board.

The next shift, already happening in developer tools, sales, customer support, and now arriving in marketing, is
from tools to colleagues. The distinction is not cosmetic.

A tool waits for instructions and executes literally. You tell it what to do, button by button. It has no context, no
opinions, no memory. An Al colleague does things a tool cannot:

¢ It understands your business, not just your query. It knows who you are, what you sell, who your
audience is, and what you’ve learned from past campaigns, so every action is contextual from the first
interaction, not the fiftieth.

e |t composes work across many capabilities at once. When you ask for a campaign, it doesn’t surface a
search result; it orchestrates discovery, qualification, briefing, outreach, and tracking into a single plan.

e |t has a point of view grounded in data. It doesn’t show you a hundred creators and ask you to pick. It
recommends five, and explains why each one fits you specifically.

e |t learns from outcomes. Every campaign you run teaches it what works for your brand. That knowledge
never leaves when your team does.

e |t gets better the longer you work with it. In month one, it is a helpful new hire. In month six, it knows
your brand better than most new hires would after their first quarter.

None of this is a chatbot. A chatbot answers questions. A colleague gets things done.
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5. What “agentic” actually means (in plain English)

The word “agentic” is being used in every marketing pitch this year. Most of what gets the label doesn’t deserve
it. Here is a simple test.

An agentic platform should be able to handle a sentence like this:

“Id like to launch a product seeding campaign for our new serum. Gen Z skincare
creators, US market, budget around S15K. Shortlist creators who look like the ones who
performed on our Summer Glow campaign. Exclude anyone we blacklisted last quarter.

Draft briefs | can review by tomorrow.”

A traditional influencer marketing platform can search for creators matching a filter set. A chatbot can restate
your query in nicer language. But an agentic platform reads that sentence, pulls what it already knows about
your brand, finds the right creators, scores them against what worked before, prepares the briefs, and stops at
the moments where human judgment matters, so you can approve, edit, or redirect.

That is the difference. Not the interface. The behavior.

The checklist, simplified
If you want a working definition of agentic to share with your team, use these three questions. If the answer to
any of them is no, you don’t have an agent. You have a chatbot.

1. Does it remember my brand between sessions, without me re-explaining it?

2. Can it compose a multi-step workflow (five or more capabilities) from a single instruction?

3. Does it act with judgment (recommending, explaining, and pausing for approval) rather than just
returning search results?
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6. The three pillars of marketing intelligence

If the next generation of influencer marketing platforms will be agentic, what actually makes them work? Three
capabilities, none optional. Miss any one and you have Al-washed software, not an agentic platform.

Brand Memory Workflow Composition Creative Intelligence

Remembers you. Orchestrates the work. Informs judgment.

Your positioning, audience, One sentence in; a planned, Recommendations grounded in your

competitors, what worked last multi-step workflow out. Discovery, history, your creators’ data, your

quarter, what didn’t, and why. qualification, briefing, outreach, all competitors’ moves, and current
threaded with context. trends.

Pillar 1 - Brand memory

A traditional platform forgets everything the moment you close the tab. Your brand positioning, your audience,
your hard-won lessons from last quarter — gone. The platform has no memory because it was never designed to
need one. An agent does. It knows your brand, your past campaigns, which creators delivered and which didn't,
and what you swore you'd never repeat. It doesn't need a briefing. It already knows.

Pillar 2 - Workflow composition

A single feature, even a great one, will not get the job done. A real campaign spans discovery, qualification,
outreach, briefing, tracking, reporting, and optimization. An agentic platform orchestrates all of it from one
instruction. Not eight tabs. One sentence.

Pillar 3 - Creative intelligence

The hardest part of marketing is not logistics. It is judgment. Which angle? Which creator for which format?
What will land? Agentic platforms don’t eliminate creative judgment. They inform it. They pull from what
performed in your category, what’s trending in your niche, what your competitors are doing, and what your own
history says is working. Then they give you a recommendation you can interrogate, not a list of options to filter.
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Part 1l

The Impact

7. A week that used to take a month

If the concept of an agentic platform still feels abstract, look at what it does to a normal week. Same brand
marketer. Same campaign. Same goals. Different relationship with the software.

Before - The dashboard era After - The agentic era

Monday

Open 12 tabs. Run three discovery searches. Copy
creators into a spreadsheet.

Tuesday

Manually check each creator’s audience demographics.
Estimate overlap with your target segment.

Wednesday

Draft outreach emails by hand. Personalise each one from
scratch. Second-guess the tone.

Thursday

Chase replies in your inbox. Lose track of who's pending.
Accidentally send two follow-ups to one creator.

Friday

Build a performance report for the team. Pull numbers
from three tabs. Miss the 5 PM slot. Do it Saturday
morning.

Monday

One sentence in. A ranked shortlist of 20 creators,
pre-scored against the brand, is ready before the coffee
cools.

Tuesday

Audience overlap already computed. Three creators
flagged because their audiences are duplicates of each
other, and the agent recommends dropping one.

Wednesday

Twenty personalised drafts ready for review, written in
your brand voice, referencing each creator’s recent
content.

Thursday

Replies organized by priority. Routine logistics drafted for
approval. You review and send. Nothing slips.

Friday

The agent posts the performance summary in Slack at 9
AM. You spend Friday on strategy, not charts.

Nothing in the right column is hypothetical science fiction. Every capability mapped there is already possible with
today’s foundation models. The hard part is the plumbing. Memory. Composition. The thousand small product
decisions that separate a platform that genuinely works this way from one that demos this way.
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8. What your Al colleague will actually do

Here's the working scope we're building toward. Not every capability lands on day 1, but every one sits on the
same foundation — memory, composition, intelligence — so each capability compounds with what came before.

Let's make it concrete:

Find and qualify creators

You say: “Find micro-influencers in Austin who post about clean beauty and have strong story engagement.”
What happens: The agent interprets the intent, composes the right filters, runs the search, skips anyone

already blacklisted, and surfaces a ranked list with per-creator reasoning, not just results.

You say: “How much audience overlap is there across these five creators? Am | paying for the same eyeballs?”
What happens: The agent estimates pairwise audience overlap and flags where unique reach is much smaller

than total reach, so you diversify before, not after, the campaign.

Plan and negotiate

You say: “/ have S15K for this campaign. How should | split it across creator tiers?”
What happens: Grounded in your past campaign performance, the agent recommends an allocation: how

much on micro vs. mid-tier, how much to reserve for boosting winners. Not a template. Your template.

You say: “Creator X is asking $2,000 for a Reel. Is that fair?”
What happens: Compares their metrics and niche against your historical rates and market benchmarks, and
returns a fair range with context. “Their ask is above market for your past deals. Here’s a counter-offer that

works.”

Create brief

You say: “Generate personalised briefs for each creator on the moisturizer shortlist.”
What happens: Each brief is tailored to the individual creator’s content strengths (recommended format, hook
style, posting time, product integration approach), with every recommendation citing real data.

You say: “Give me five content angles for the launch brief.”
What happens: The agent composes trend data, competitive whitespace, brand voice, and past creative

learnings into ranked content angles. Each comes with rationale, not rehash.

Run the campaign

You say: “How many creators have posted for the Summer Glow campaign? Which ones haven’t?”
What happens: Clear status in one message. “8 of 12 posted. 4 outstanding. Creator X is three days past the
deadline. Want me to draft a follow-up?”

You say: “Clean up my Q1 shortlist by removing anyone under 2% engagement or inactive for 60 days.”
What happens: Fresh analytics pulled, criteria applied, preview of the cleanup is shown for review. Never

bulk-removes without approval.
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Report and learn

You say: “The moisturizer campaign just wrapped. What worked?”
What happens: Patterns identified across every piece of content: which formats outperformed, which hooks
drove saves, which creators overperformed, and why. And the learnings are written back into your brand

memory, so the next campaign starts smarter.

You say: “Every Monday at 9 AM, post a campaign summary in #marketing-updates.”
What happens: A standing instruction. The agent handles it every Monday. Report composed, narrative

written, posted in Slack. Your inbox gets shorter.
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9. What this changes for growth-stage brands

For the growth-stage brand marketer (the one running three to five campaigns simultaneously, reporting to a
founder, explaining results to a board), this shift isn’t incremental. It is structural.

The marketer stops being an operator. They become a strategist.

This is hard to internalise if you haven’t been on the other side of it. Today, most of a brand marketer’s time (80
percent of it, if they’re honest) goes into execution: finding creators, chasing responses, writing briefs, tracking
shipments, reviewing content, and compiling reports. The actual strategic thinking gets squeezed into the last
twenty percent. Usually on a Sunday night.
“An agentic platform inverts the ratio. Execution becomes something that happens.
Strategy becomes where your hours go.”

That ratio, 20/80 vs. 80/20, is the entire story.

It is why this change is larger than a productivity boost. A team of three whose time is spent on strategy,
decisions, and creative direction operates like a team of ten trapped in execution. Career leverage for the
marketer, cost leverage for the company, and output leverage for the brand.
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10. The compounding moat: why brand memory wins

Most technology moats are snapshots. A company builds a feature, competitors copy it, the feature becomes
table stakes, and margins compress. That dynamic has defined SaaS for two decades.

Brand memory doesn’t work that way. It compounds:

e After one month: the platform knows the basics of your brand.
o After three months: it knows your campaign patterns, which creators work, what doesn’t, and why.

e After six months: it has more institutional knowledge about your influencer program than a new hire
would have after their first quarter.

e After twelve months: switching platforms isn’t switching software. It’s firing a colleague who knows your
business.

This kind of advantage is time-locked. Every month of memory compounds. A brand whose agent has been
learning for a year is a year ahead of one that starts today, and there is no way to buy, license, or speed-build
that context. It accumulates only by being used.

Which means the decision to start isn’t really about who gets there first. It’s about which platform is still learning
about your brand five years from now.
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Part IV

The Buyer’s Guide

11. The honest risks

We’d be doing the category a disservice if we sold the idea without naming the risks. There are three that matter.
Any vendor who waves them away isn’t being straight with you.

The cold start problem

An agentic platform is weakest on day one. Brand memory is empty, recommendations are generic, and trust
hasn’t been earned.

The first five minutes are the entire product bet. Platforms that ask you to fill out a 40-question brand form
before your first session will fail, no matter how powerful the underlying technology is. The winners will feel like
they already know you. They will scrape your website, read your Instagram, and open with “Here’s what | already
figured out. Correct me.”

The wrong recommendation

One bad recommendation undoes ten good ones. If the agent confidently suggests a creator who turns out to be
a catastrophic fit, the trust is broken. The platforms that win will show their work. Every recommendation comes
with its reasoning. You can see why, push back, and correct course. The agent learns from that correction and
doesn't make you repeat yourself.

Over-automation

There’s a tension between “do 80 percent of the work” and “don’t send emails | didn’t approve.” Different
marketers sit at different points on this spectrum. The platforms that get this right let you tune the autonomy
level per task: let the agent draft outreach, but require your approval before it sends; let it shortlist creators, but
require sign-off before it moves them into a campaign. Configurable approval gates aren’t a feature. They are the
trust layer.
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12. Real agentic vs. Al-washed: a 5-question test

Every platform in this category will claim to be agentic by the end of 2026. Most won’t be. Use these five
guestions when you’re in a vendor call. They take about fifteen minutes to work through, and they’ll save you a
year of regret.

- The question What a real agentic platform answers

Does it remember? Not just the last conversation. Your brand, your
history, your corrections. Ask to see a memory that’s
two weeks old.

2 Does it compose? Ask the vendor to run a workflow touching at least
five capabilities from one instruction. If they demo
one at a time, they have a chatbot.

3 Does it explain itself? Every recommendation comes with its reasoning. If
the platform can’t defend its own output, it can’t be
trusted with your campaigns.

4 Does it get better over time? Ask how corrections are absorbed. If the answer is
“we’ll train a model in Q3,” it’s not learning from you.
You’'re training it for someone else.

5 Does it let you stay in control? Real agents pause for approval on judgment calls. If it

executes before you can intervene, it’s not a
colleague. It’s a loose cannon.

None of these questions is gotcha. They just separate platforms that ship a chat window from the platforms that
ship a colleague. You will know the difference within the first two questions.
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13. What comes next

The next eighteen months will be about whether the category lives up to the word “agentic.” Building an agent
that stays useful past the demo is harder than it looks. Persistent brand memory, workflow composition across
dozens of capabilities, recommendations grounded in your own history, and the trust layer that lets you stay in
control: each is a hard problem on its own. Building all four into one platform is harder still.

The brands that get the most out of this shift won’t be the ones that picked the loudest vendor. They will be the
ones that picked a platform serious enough to do all four well, and that started early enough to compound a year
of memory before their next big campaign.

“That’s the bet we’re making. It’s why this whitepaper exists: not to sell you a product,
but to share the frame we think the industry is about to adopt.”
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About Impulze.ai

Impulze.ai is an influencer marketing platform used by DTC brands, agencies, and in-house marketing teams to
run their creator programs end-to-end: discovery, qualification, outreach, campaign management, and reporting
in one place.

Over three years, we’ve watched thousands of teams run campaigns on the platform. We've seen the same
pattern repeat: marketers use a fraction of what we’ve built, not because the features don’t work, but because
running the workflow takes too much of their day. That’s the problem our next chapter is going to solve.

We are now building the agentic version of Impulze.ai: an Al colleague with persistent brand memory, workflow
composition across every capability the platform already offers, and creative intelligence grounded in your actual
history and performance. The dashboard doesn’t go away. It gets a colleague who knows how to use it, so the
marketer can focus on the work only humans can do.

The waitlist is open.

Access is invite-only during our pre-launch. If the frame in this whitepaper resonates, and if the future we're
describing is one you want to shape, we’d like you to be one of the first brands to try.

e  First 100 brands get early onboarding with the founder and dedicated setup of your brand memory.
¢ Closed beta partners get direct input into the product roadmap and priority feature access.

¢ All waitlist members get a standing invitation to our monthly pre-launch calls, where we share what
we’re building and what we’re learning.

Join the waitlist at impulze.ai

For press or partnership enquiries: hello@impulze.ai
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