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Generative Sponsorship represents the
convergence of influencer marketing and
Al-driven content creation. It is not just an
evolution but a revolution in how brands and
Influencers collaborate, leveraging artificial
Intelligence models to generate compelling
content that was previously impossible.

WHAT IS GENERATIVE
SPONSORSHIP?

At its core, Generative Sponsorship involves a symbiotic
relationship between marketers and influencers. Unlike
traditional methods of creating sponsored content for
influencer marketing programs, in this new paradigm, both
parties collaborate closely to co-create content together

alongside Al. This allows the brands and creator to boost
creativity, lower costs, and speed production.

This document was co-created with Al, because of course it is.
Every image in this document is Al generated through various tools,
platforms and techniques.
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HOW IT WORKS

1. Brands Train Al Models of Products

Rather than physical product sampling, marketers provide
trained Al models of their product to creators. These aren’t
just static images or videos, but dynamic Al models that
can be manipulated, changed, and adjusted to fit different
scenarios and narratives.

2. Creators Train Al Models of Their Likeness

Influencers will create Al models of themselves - digital
representations that can simulate their voices, appearance,
or even personal style. When these digital avatars are used in
tandem with the Al model of the product, a new, unique kind
of content is born.

3. Collaborative Creation Using Al

Through joint efforts, the marketer and influencer manipulate
and combine their respective Al models to produce content
that resonates with the target audience while staying
authentic to the influencer’s brand.

While a single photograph, video, or audio clip captures a
moment in time, these digital constructs can be endlessly
reshaped, adapted, and reimagined to fit various contexts
and creative visions. The adaptability of such models allows
for an infinite number of visual narratives to be created,
making content far more diverse, engaging, and tailor-made
for specific audiences.

Author Note

Many of the ideas discussed in this document are still in their infancy, with
numerous companies and open-source initiatives working to enhance Al
speed, quality, and overall feasibility in the realm of generative sponsorships.
This document takes a forward-looking perspective, anticipating that many of
the current technical challenges will be resolved in the near future and largely
eliminated in the long run.
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GENERATIVE SPONSORSHIP VS.
TRADITIONAL SPONSORSHIP

While traditional influencer marketing offers a tangible,
personal touch, Generative Sponsorship introduces a realm
of limitless creative potential, efficiency, adaptability, and
precision. Both have their merits, and the choice between
them would depend on campaign objectives, brand vision,
and target audience preferences.

Interaction

Location

Content Creation

Post Production

Publication

Authenticity

Creativity

Flexibility

Cost and Time

TRADITIONAL SPONSORSHIP

Direct Product Interaction: Physical
samples sent or purchased and used by
influencer.

Influencer travels to a physical location
that exists in the real world.

Uses personal equipment or
professionals for real-life shots and
genuine reactions.

Editing for aesthetics, brand alignment.
May add logos or overlays.

Content published on influencer’s
platforms after brand approval.

Real product with tangible interactions.
Personal touch.

Bound by physical and logistical
constraints.

Requires reshoots or additional post-
production for changes.

Potentially more expensive and time-
consuming due to logistics

GENERATIVE SPONSORSHIP

Digital Collaboration: Al models of
product and possibly influencer are
shared and combined.

Prompts are used to generate a digital
representation of a world that may not
exist.

Al manipulates and combines models for
limitless creative potential.

Instant iterations and adaptability. May
require some photo manipulation. No
physical reshoots needed.

Content published on influencer’s
platforms after brand approval.

Blended reality with Al-generated
scenarios

Boundless; not constrained by reality.

Immediate alterations possible and
encouraged.

More cost-efficient and swift due to
digital nature.
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Direct Application

Guided Application

APPLICATIONS OF
GENERATIVE SPONSORSHIP :
DIRECT AND GUIDED

Generative Sponsorship is versatile, with its applications
spanning from direct Al outputs to guided real-life content
creation. On one hand, the of Al-
generated content offers immediacy and dynamism. The
content crafted by Al, whether visual or linguistic, is ready to
be deployed, reflecting a synergy between the brand and the
influencer’s persona. This immediacy not only allows for rapid
response to market changes and trends but also ensures
cost-efficiency. By bypassing traditional content creation
processes, brands can swiftly place captivating content on
an influencer’s feed and further amplify its reach through
paid promotions. This approach is especially valuable in fast-
paced environments where agility is paramount, or when the
aim is to create a multitude of tailored content pieces for
diverse audience segments.

Conversely, Generative Sponsorship can also be harnessed

in FULI as a precursor to real-life asset
production. In this capacity, Al functions as an advanced
storyboarding tool. By iterating through Al-generated
scenarios, both influencers and brands can visualize and
refine the essence of their narrative before investing in
real-life production. This method offers the advantage of
testing and tweaking multiple concepts swiftly, narrowing
down to the most impactful narratives. Once the storyboard
is finalized through Al iterations, it can guide the actual
production, ensuring that the final output is both compelling
and well-aligned with the envisioned narrative. This approach
is particularly beneficial for high-stakes campaigns or when
the desired output involves intricate production processes,
as it maximizes planning accuracy while minimizing potential
resource wastage.
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DIRECT APPLICATION

Pros:

* Immediacy: Content is ready to be deployed quickly.
» Cost-Efficiency: Bypasses traditional content creation processes, saving time and money.
» Highly Tailored: Allows for rapid customization to diverse audience segments.

Cons:

» Limited Tangibility: Might lack the authentic feel of real-life productions.

» Dependence on Al: Quality is tied to the sophistication of the Al model.

* Potential for Homogeneity: Relying heavily on Al-driven content can sometimes lead to
repetitive or formulaic outputs,

Use Cases:

* Flash sales or time-sensitive promotions.
* Niche marketing campaigns targeting specific audience segments.
* Content that needs frequent updates or iterations.

D APPLICATION

Pros:

* Precision: Allows for refining narratives before investing in real-life production.

» Resource Optimization: Reduces risk of wastage in production by ensuring alignment with
the envisioned narrative.

* Risk Mitigation: Multiple concepts can be tested and tweaked before finalizing.

Cons:

* Time-Intensive: Requires a subsequent step of real-life production after Al iteration.
» Potential for Disconnect: The final production might deviate from Al-conceived visions.
* Higher Costs: Involves both Al generation and real-life production expenses.

Use Cases:

* High-stakes marketing campaigns with substantial budgets.
* Projects requiring intricate production processes or complex products.
» Campaigns aiming for a deep, tangible connection with the audience.
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Al DISCLOSURE, ETHICS
AND EFFICACY

An imperative aspect to consider in the direct application of
Generative Sponsorship is the ethical obligation and potential
regulatory mandate to disclose Al-generated content to

end consumers. Just as transparency has always been a
cornerstone in establishing brand and influencer trust, it
remains paramount to maintain this integrity even in the

face of cutting-edge technology. The disclosure of such Al
content may at first be seen as negative by marketers, much
as disclosure of sponsored content did in the early days of
influencer marketing.

However, drawing parallels with the evolution
of influencer marketing, it’s worth noting that
as practices mature and the public grows
accustomed, specific disclosures, like the
ubiguitous use of “#ad” in sponsored posts,
eventually blend seamlessly into the digital
landscape. With time, as the blend of Al in
content creation becomes more commonplace,
the necessity or significance of such Al
disclosures might wane, but their
initial implementation ensures

a transition built on trust and
openness.
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GENERATIVE SPONSORSHIP
FRAMEWORK

In the Generative Sponsorship framework, both marketers
and creators train distinct Al models of their product or
virtual persona. Two pathways emerge: one where marketers
grant creators permission to access and utilize their Al
models for content generation (The Production Method)
and another co-creation model where both parties mutually
exchange Al model permissions (The Collaboration Method).
To safeguard the interests of both entities and prevent
unauthorized publication, any content output generated from
these models would be watermarked, ensuring that neither
can disseminate the resulting content without the other’s
explicit consent.

Collaboration Method

In the collaboration method of Generative Sponsorship, both
the marketer and creator wear the hat of an art director,
empowered by advanced Al to ideate beyond traditional
boundaries. This mutual creative endeavor enables the
generation of a vast array of content ideas, allowing both
parties to operate within their respective virtual sandboxes.
Together, they collaboratively sift through potentially
thousands of Al-generated concepts to pinpoint those
images and videos that resonate harmoniously with both the
creator’s and marketer’s branding, ensuring a cohesive and
innovative outcome.

Production Method

The production method epitomizes a more defined,
streamlined approach to content generation that is closest
to the existing method used in influencer marketing today.

In this scenario, marketers take the lead by training their Al
models around their product or virtual persona and then
grant creators specific permissions to utilize these models.
Here, the creator’s primary role is that of a prompt craftsman,
skillfully weaving together prompts, images, and storylines
and feeding them to the Al. While the Al provides the output
and tools, it’s the creator’s unique artistic touch that shapes
the final creative product.
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Main Objective

Control Over Content

Level of
Customization

Quantity of Potential
Outputs

Time Commitment

Best Suited For

Typical Use Case

COLLABORATION METHOD

Deep engagement and co-creation
between brand and creator

Balanced, with marketer having
significant input

High: Owing to joint input and mutual
feedback

Very High: Iterations are guided by
mutual feedback

Higher: Requires the brand to be part
of the process, dedicating their own
resources to creative iteration

Brands looking for joint ownership of
the content and willing to invest time

Collaborative campaigns, joint branding
initiatives

Selecting The Right Method

PRODUCTION METHOD

Empowering the creator to drive
content, using Al as a tool and guide

Creator-driven, given the autonomy to
lead the content direction

High: Defined by the creator’s
interpretation and usage of the
marketer’s model

Very High: Driven primarily by the
creator’s vision and Al’s capabilities

Lower: Creator has autonomy, with less
need for back-and-forth feedback and
potential differences of opinion

Brands trusting creators to lead the
content’s direction, while using the Al
model

Regular content campaigns, influencer-
driven promotions, rapid content
generation

Selecting the right Generative Sponsorship pathway hinges on a brand’s goals and desired
creative involvement. The Collaboration Model suits brands eager for deep co-creation and
novel outputs, merging both the brand and influencer’s unique perspectives. Conversely, the
Production Model offers a streamlined approach, aligning more with traditional influencer
marketing, where the brand sets parameters and the influencer crafts within them. The
decision ultimately rests on a balance between desired innovation and established structure.

GENERATIVE SPONSORSHIPS « 9



ADAPTING Al IMAGERY FOR TAILORED
AUDIENCE ENGAGEMENT

The malleability of Al-driven imagery revolutionizes the precision of targeted influencer
marketing. Imagine an influencer’s digital avatar, created through the Generative Sponsorship
model, holding a can of soda. Rather than creating a one-size-fits-all image or video, the
content can be meticulously tailored to echo the nuances of different audiences, enhancing
relatability and ensuring the marketing message resonates more powerfully.

Marketers can employ a dual strategy: core universally relatable images can anchor the
influencer’s organic feed, while adaptive images can be strategically pushed through paid
media. This ensures not only broader reach but also a deep, personal connection, as every
viewer feels the content speaks directly to their environment and experiences.

Geographic

For coastal viewers, an Al places the influencer on a beach
with the soda gleaming in sunlight. In cities, the backdrop
morphs to a vibrant skyline, implying the drink’s fit with
urban life. Mountain folks see alpine settings, suggesting the
soda as an adventurer’s refreshment, while rural audiences
get a serene farm scene.

Seasonal

Seasonal shifts offer yet another layer of customization.
Winter could see the influencer sipping the soda by a cozy
fireplace or during a snowball fight, while summer might
showcase the product during a barbecue or pool party. In
autumn, envision the influencer enjoying the beverage amidst
falling leaves, and in spring, during a vibrant flower bloom.

Micro-Events

Micro-events, from National Hotdog Day to local strawberry
festivals, offer a rich canvas for personalized influencer
marketing. Using the Generative Sponsorship model, Al can
craft scenes of influencers celebrating these niche moments.
Imagine our influencer enjoying their soda at a hotdog stand
or amidst a vibrant strawberry patch.
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IMAGE AND VIDEO
TRAINING

Generative Sponsorship’s cornerstone lies in its
ability to capture and recreate intricate visuals,
from static images to dynamic video sequences. An
influencer’s appeal isn’t just in their words, but also in
their distinct visual aesthetics — a unique interplay of
colors, angles, backdrops, and postures that becomes their
visual signature. This aesthetic fingerprint can be dissected,
analyzed, and replicated using sophisticated Al models trained
on a rich dataset of the influencer’s past visual content.

Unimaginable Creative Freedom

For creators, Al-powered visual training brings unprecedented creative freedom. Gone are
the days when they were tethered to physical locations or confined by logistic constraints.
With Al, an influencer can virtually ‘shoot’ at the beaches of the Maldives one moment and
‘pose’ against the Eiffel Tower the next, all while in a cab on the way to lunch. Such digital
dexterity not only amplifies the influencer’s creative range but also ensures brand placements
in visually optimal settings, maximizing appeal and engagement.

For marketers, this visual frontier is nothing short of revolutionary, especially in the
Production Method. By combining their product’s Al-optimized visual model with the
influencer’s, they can envision and iterate countless visual scenarios in minutes, ensuring the
perfect alignment of product placement, lighting, ambiance, and influencer presence. This
guarantees a visual narrative that’s not just engaging, but is also perfectly curated for the
target audience, harmonizing brand aesthetics with the influencer’s signature style. Through
this synergy, the resulting content captures the authenticity of influencer endorsement while
ensuring the product shines in its best light.
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LINGUISTIC PROFICIENCY

While visuals paint a picture, it’s the
linguistic elements that weave the story.
Influencers have, over the years, honed
a linguistic signature, manifesting

not just in their choice of words but

in their cadence, the emojis they

favor, the hashtags they coin, and the
rhythm of their posts. To encapsulate
this unique voice, Al delves into
the influencer’s rich backlog

of content, learning and
mirroring their linguistic
fingerprint.

With the power of Al, creators are no longer staring at a
daunting blank canvas. Instead, they’re handed a palette filled
with content suggestions, each echoing their own authentic
voice. This not only quickens the content creation journey but
refines it, ensuring that every piece, every caption, and every
sound byte is a symphony of their own voice and brand.

It’s a shortcut to authenticity, harmonizing content with the
influencer’s established rapport with their audience.

For marketers, this linguistic capability is a game-changer,
more so in the Collaboration Method. By melding the
influencer’s linguistic Al with the brand’s visual model,
marketers can predict and fine-tune the narrative
that an influencer might craft. This ensures a dual
coherence: the content looks like the brand
but sounds unmistakably like the influencer.
The resultant blend reinforces the campaign’s
potency, seamlessly fusing the marketer’s
promotional goals with the influencer’s organic
endorsement.

———\
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INITIAL INVESTMENTS FOR
OPTIMAL Al TRAINING

The venture into this new sponsorship paradigm entails
upfront investments for both brands and creators,
predominantly in the realm of data accumulation. High-
resolution images, crisp audio, and detailed videos are
imperative to cultivate an Al model that’s both robust and
efficient. Existing archives of content, although valuable, may
not have been curated with Al training in mind, meaning they
may not be optimized for generating a virtual representation
or “digital twin” that mirrors the intricacies and nuances of
the original.

Initial expenditure shouldn’t deter brands and creators,

for the dividends Generative Sponsorship promises are
substantial. The process, while intricate, can be visualized as
crafting a detailed blueprint for a building - the better the
blueprint, the more magnificent the structure. Traditional
studios, already adept at producing high-quality visuals and
sound, can adapt to cater to the requirements of Al training,
capturing content with precision, focus, and the intent to
train. As with many endeavors, the principle of ‘vou get out
what you put in’ holds.

Al still requires real world capture for training, and in
many ways may provide a new type of revenue stream for
professional photographers and videographers. While Al
can already create an amalgamated image of a human that
does not exist, it requires training to accurately replicate the
likeness of a real person.

The rise of generative sponsorships and the need for timely
and high-quality content to train Al models could breathe
fresh life into the traditional photo and video industries,
and the studios they operate. These studios, which might
have previously felt the pressure from the deluge of user-
generated content and the democratization of content
creation tools, could find a renewed purpose.

3D Modeling / Renders

Post Production

Al Model Tuning
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SUSTAINING DIGITAL
REALISM IN AN EVOLVING
WORLD

Capturing a product or person for training Al is a snapshot

of a specific moment; it freezes the likeness at a point in
time. Yet, in reality, influencers evolve: they might adopt

new fashion trends, change their hairstyles, or naturally age.
Similarly, products don’t remain static. Brands routinely
innovate, introduce new packaging designs, or tweak product
form factors to stay relevant in a competitive market.

Such changes necessitate regular updates to the digital
representations stored within the Al, depending on the
strategy and desire for realism. This ongoing requirement
ensures that the Al models remain current and relatable,

accurately reflecting real-world
changes. This iterative

process not only represents

an ongoing cost but also

a continuous engagement
with the process of digital

capture.




BENEFITS OF GENERATIVE SPONSORSHIP
FOR NON-PHYSICAL PRODUCT COMPANIES

In the digital realm, where experiences often supersede tangible goods, Generative
Sponsorship offers a fresh canvas of opportunities for companies like movie studios, gaming
entities, and those with virtual mascots. For these sectors, where their ‘products’ are virtual
experiences or digital representations, the alignment with Generative Sponsorship is even
more profound. For instance, a movie studio could seamlessly collaborate with influencers
using Al models of their film characters, enabling content that blends the influencer’s

virtual persona with movie narratives, scenes, or fantastical worlds. This not only amplifies
engagement but also creates an immersive experience, inviting audiences to be part of a
unique narrative world crafted jointly by the influencer and the studio.

Gaming companies, already embedded in digital ecosystems, can
push the boundaries of immersive marketing with Generative
Sponsorship. Using Al, influencers can interact with game
characters, worlds, or even in-game items, giving fans a novel
experience and perspective. Such collaborations breathe life
into virtual game elements, making them more relatable and
enticing to potential players.

Companies with virtual mascots or products can

similarly tap into the influencer’s Al persona, crafting
scenarios where both entities coexist and interact, further
humanizing the virtual mascot or product and driving
stronger emotional connections with audiences. In essence,
Generative Sponsorship amplifies the strengths of digital
entities, blurring the lines between fiction and reality to
forge impactful marketing narratives.



THE TIMELESS APPEAL OF A DIGITAL TWIN

While there will always be a desire to update models as both people and products change
over time, there is also undeniable allure to consistency and nostalgia. A digital twin, frozen at
a moment in time, offers both creators and brands a series of unique benefits that could be
realized in the future.

BRAND CONSISTENCY

For brands, a digital twin that remains unchanged can serve as a timeless symbol, much like
iconic brand mascots or logos that have remained unchanged for decades. This unwavering
digital representation can help in creating a consistent brand image, enabling consumers

to establish and maintain a firm mental picture of the product or brand, irrespective of the
transient nature of marketing campaigns or product alterations.

NOSTALGIC ENGAGEMENT

For creators, a static digital twin can be a powerful tool for nostalgia-driven content. As
years pass, audiences might feel a wave of sentiment seeing a ‘vounger’ digital version
of their favorite influencer. It can serve as a reminder of their journey with the influencer,
rekindling old memories and strengthening audience bonds.

ARCHIVAL AND COMPARATIVE CONTENT

Having a fixed point of reference can be instrumental for brands and creators to highlight
growth, change, and evolution. By juxtaposing the static digital twin with the current real-
world version, it’'s possible to create engaging content that showcases the journey, be it the
evolution of a product or the personal growth of an influencer.

RESOURCE EFFICIENCY

Once created, the digital twin is an asset that doesn’t demand additional costs to maintain
its appearance. This provides a cost-effective way for creators and brands to produce
content without worrying about the changing physicalities or product designs.

TIMELESS COLLABORATIONS

A brand can collaborate with influencers or iconic personalities posthumously or long after
their prime. Imagine a modern brand seamlessly integrating with a digital twin of Michael
Jordan in his twenties or drawing from the consistent persona of a retired influencer. Such
collaborations can evoke powerful emotions and bridge generational gaps in audience
demographics.
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WHY IS GENERATIVE SPONSORSHIP
TRANSFORMATIVE?

In the dynamic landscape of digital marketing, where authenticity battles oversaturation,
Generative Sponsorship emerges as a beacon of innovation when properly used. It fuses

the irreplaceable human touch of influencers with the boundless capabilities of artificial
intelligence, crafting a marketing approach that is both groundbreaking and deeply resonant.

1. Unprecedented Creative Freedom: With Al-driven content generation, the boundaries of
creativity are stretched. From placing a product in imagined landscapes to crafting storylines
that were previously deemed impossible, the world becomes a playground for brands and
influencers.

2. Cost Efficiency: Traditional product placements or shoots can be expensive and time-
consuming. Generative Sponsorship offers a way to produce high-quality content without
many of the logistical hassles, saving both time and money.

3. Authenticity and Resonance: By blending the influencer’s digital likeness with the product,
the resulting content is often perceived as more genuine by the audience. It feels less like an
advertisement and more like a next-generation integration of product and influencer, leading
to better audience engagement.

4. Adaptability: Market trends and consumer preferences change rapidly. With Generative
Sponsorship, content can be adapted or re-generated in real-time, allowing for timely and
relevant promotions.

5. Endless Variation: Al models can produce countless iterations of content, often with
creative approaches that would not be easily uncovered by humans alone. This ensures that
brands and influencers can test, choose, and utilize the most impactful version tailored to
different audience segments or platforms.

Generative Sponsorship is a transformative approach that is set to redefine influencer
marketing. By intertwining Al capabilities with influencer collaboration, brands can harness
an unparalleled blend of creativity, efficiency, and resonance. As technology continues to
evolve, Generative Sponsorship will likely become part of the fabric of influencer marketing,
representing the perfect marriage of human authenticity and Al innovation.
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