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EXECUTIVE SUMMARY

AGRI-MARKETERS ARE EMBRACING

CHANGE WITHOUT LOSING CONNECTION

Key Findings from NAMA'’s 2026 Industry Research

In April 2026, NAMA partnered with Meyocks to conduct research during the NAMA Agri-Marketing Conference in St. Louis, Missouri, to
better understand the current state of agri-marketing and how members are navigating an industry evolving economically, culturally
and technologically. The research combined on-site qualitative interviews with a mobile-friendly quantitative survey completed by 120

conference attendees representing a broad mix of roles, experience levels and organization types.

The findings reveal an industry balancing rapid change with optimism — one where professionals
are eager to embrace new technologies and ideas, but still deeply value human connection,
shared learning, and community.

NETWORKING CONTINUES T0 DRIVE THE VALUE OF NAMA MEMBERSHIP

While professional development opportunities remain important (35%), NAMA
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referenced “face-to-face time,” “connecting” and “exposure” to other members

as their main motivations for attending the conference.

The research also highlighted strong participation from newer members

and first-time attendees, reinforcing the continued relevance and growth )
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potential of the NAMA community.

AUDIENCE INSIGHTS AND Al ARE TOP LEARNING PRIORITIES

When asked what skills and knowledge areas they most want to develop, the top three
responses include customer insights and audience segmentation (41%) Al in marketing
(41%), and brand strategy and positioning (38%).

Members prefer to gain these additional skillsets via a mix of in-person conferences (37%), live webinars (35%) and case studies/
real world examples (34%). More specifically, members who are most interested in learning about customer insights would
prefer to attend in-person conferences (43%), while those who selected Al in marketing claimed they'd like to see live webinars
(47%). Members most interested in campaign measurement selected the case studies format (43%).
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Al ADOPTION IS GROWING, BUT UNCERTAINTY REMAINS

The research shows that most NAMA members are already incorporating Al into their workflows in some capacity, though only
10% claimed it is heavily integrated into their work. Nearly half of members (47%) are using Al occasionally, with just under a third
(30%) saying they use it regularly.

The most common uses of Al include idea generation/brainstorming (79%), workflow efficiency (67%) and research (50%). There
are differences in levels of Al adoption and use cases. For instance, those members whose Al usage is heavily integrated into their
workflow are far more likely to use it for data analysis/insights (83%) than those who use Al regularly (36%) or only occasionally
(18%). Al use for idea generation is high across all levels of Al usage, as is workflow efficiency.

Al heavily integrated (n=12) Al regularly used (n=3¢) Al occasionally used (n=56)

i Image or video creation NG ©2% 28% . 1% E
Idea generation/brainstorming I ©2% 86% I 71%
i Data analysis/insights I S 3% 36% . 8% E
Workflow efficiency (summaries, notes, etc.) I 75% 69% I 4%
Research (market, audience, competitors) NI 75% 64% I 36%
Written content creation (blogs, social posts, I o a5 r——
etc.)
Personalization/targeting I 50% 14% B 5%
Campaign optimization [N 50% 19% B 5%
Project management tasks I 42% 33% I 23%
0% 25% 50% 75% 100% 0% 25% 50% 75% 100% 0% 25% 50% 75% 100%

DESPITE UNCERTAINTY, THE INDUSTRY REMAINS OPTIMISTIC

One of the strongest themes to emerge from both the survey and interviews was resilience. Even amid economic
pressures, shifting technologies and changing expectations, respondents consistently expressed optimism about
the future of agriculture and agri-marketing.

Participants spoke about “a spirit of renewal,” opportunities for creativity, and excitement around the next
generation entering both agriculture and marketing. The findings suggest an industry that is not resisting
change, but actively looking for ways to evolve and adapt together.

About Meyocks

Meyocks is a full-service branding and marketing agency built on
the simple belief that people who are hardwired to care are best
equipped to drive business success for clients. For more than
four decades, the agency has applied deep expertise, unbridled
creativity and data-driven strategy toward helping brands across
the globe thrive in the categories of food and beverage, health
and wellness, and agriculture. Visit meyocks.com to see how
giving a damn can change everything.

About NAMA

The National Agri-Marketing Association (NAMA)

is the nation’s largest association dedicated to
professionals in marketing and agribusiness. NAMA
provides opportunities for education, networking,
professional development, and industry leadership to
help members grow their careers and advance the
business of agriculture. Learn more at nama.org.
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