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• Create content outlines

• Brainstorm ideas

• Write email drafts

• Create content drafts (social media 

posts, blogs, newsletters, web pages, 
video scripts, etc.)

• Paraphrase/interpret technical 

content or research

• Rephrase/simplify content

• Explain complex concepts
• Repurpose video content

• Research topics

• Create titles for content

• Generate class/product descriptions

• Write page titles and meta 
descriptions

• Create job descriptions

• Create interview questions

• Suggest hashtags

Use cases
• Help with keyword research

• Generate survey questions

• Create user personas

• Find podcast/interview guests

• Generate interview questions
• Build custom GPTs for specific cases

• Write replies to customer questions or 

reviews with a certain tone

• Analyze and aggregate data

• Write prompts for AI image generation
• Simulate conversations/pitch with 

clients/prospects/leadership

• Review content from a user perspective

• Prepare for and practice interview

• Make SEO and semantic keyword 
recommendations

• Write, debug, and comment code

• Create customized learning paths
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What is content marketing?

Content marketing is the marketing and business 

process for creating and distributing valuable and 

compelling content to attract, acquire, and

engage a clearly defined and understood target 

audience—with the objective of driving profitable 

customer action.



brianwpiper.com

DON’T FORGET!!

CUSTOMERS DON’T CARE 

ABOUT YOUR PRODUCTS 

OR SERVICES!
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Audience

“I am not the target for my content.”
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Personas
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ROLE

ACTION

CONTEXT

EXECUTE
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Virtual focus groups

38
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Content as an asset

• Content has long-term value

Typical article – 700-1,500 pageviewsHigh Performer – 30,000 pageviews in 3 years
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Content is an asset

• Content has long-term value

• Content creates content
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Owned land vs. rented land
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Content types



brianwpiper.com

Content types and channels

Start with one…
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Content promotion
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Claude

ChatGPT

Gemini

Perplexity

Writr

Rytr

Jasper

Dall-E

Leonardo

Flux

Grok 3

Ideogram

Sora

Veo

Kling

Kapwing

Davinci 

Resolve

CapCut

Kapwing

Munch

Veed

Vizard
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Synthesia

Kapwing

Vmodel

Recraft
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ElevenLabs
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The Principle

People are more 

motivated to avoid losses 

than to pursue gains. We 

feel the pain of loss more 

intensely than the 

pleasure of gain.

Content Application

Frame your story or CTA 

around what your 

audience might miss out 

on if they don't act 

immediately.

Example CTAs

• Don't miss your chance to join this year's nursing cohort.

• What most students lose when they wait another year.

The Principle of Loss Aversion
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The Principle

We intensely desire what we think is running 
out. Limited availability increases perceived 
value.

Content Strategy

Make your story or offer feel time-sensitive or 
exclusive to drive immediate action.

Implementation

Highlight limited spots, closing deadlines, or 
exclusive access in your content.

The Scarcity Principle
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Social Proof to Build Trust

The Principle

People look to others—especially 

similar individuals—when unsure 

how to act.

Testimonials

Share authentic stories from 

students who overcame similar 

challenges.

Statistics

Include specific success metrics 

that demonstrate real outcomes.

Recognition

Highlight awards, rankings, and 

external validation of your 

programs.
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Create the Curiosity Gap

• Create Knowledge Gaps

• Craft Teasing Headlines

• Reveal Strategically
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Use the Authority Principle

• Showcase Credentials

• Expert Quotes

• Partnerships

• Institutional Credibility
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Tap the Zeigarnik Effect

Resolution
Provide completion after creating tension

Connection
Lead audience from teaser to full content

Open Loop
Create story gaps that demand closure
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Cognitive Ease

• Use bold subheads for easy scanning

• Create bulleted takeaways

• Embrace white space

• Simplify vocabulary

• Use sentence fragments for impact

• Avoid walls of text
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Science + Story

• Behavioral Trigger
• Narrative Hook
• Audience Connection
• Clear Call to Action
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Content performance and optimization

Look at your data

Let AI look at your data
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Optimize
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Custom GPTs are Temporary

• Custom GPTs are training wheels

• AI agents are next

• AI personal assistants

8

4
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• Not a technology project

• Is a change management project

AI integration is…
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• AI is a tool to enhance, not replace, human expertise 

• Ethical considerations must guide all AI implementations 

• Start small, measure results, and scale strategically 

• Balance automation with authentic human connection 

• Continuous learning is essential in the AI era

Fundamentals of responsible integration
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• Get buy-in from leadership and teams

• Awareness and education

• Show value

• Guidelines

• Governance

• Pilot

• Scale

How to Implement and Scale
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• Deep Research – Competitive Analysis, Content Audits

• Canvas View – long-form content and multiple elements

• Gamma.app – create presentations

• Custom GPTs – brand voice, social post drafts, processes

• Jobs GPT – future planning and integration opportunities

Workshop
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AI/Content Consultant

brian@brianwpiper.com

https://brianwpiper.com/

Speaking, workshops, consulting

Content marketing, content 

optimization, AI, Web3, 

data/analytics

GetMySlides.info

Brian Piper
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