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A l ntegrati on 1 sé

not a technology project

brianwpiper.com



Rochester Institute of Technology 8

A l ntegrati on 1 sé

a change management project
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Storytelling
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TH R E E 01 The landscape keeps moving.
M I N DS ET 02 Become an Al collaborator.
S H | FTS 03 Be more human, not less.

brianwpiper.com
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SHIFT 01

The landscape is shifting
faster than your strategy.

SEO AEO GEO AQO
Rank on Google Answer engines Generative Al Agent optimization
We're heading toward A2A 0 where machines research,

compare, and recommend on behalf of humans.

brianwpiper.com
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Stop spectating.
Start collaborating.

Sticky Note #2

Sticky Note #1 COnteXt
"How can Al Role
help me do this?" Interview

Task

0 Geoff Woods, The Al-Driven Leader

brianwpiper.com
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THE CRIT FRAMEWORK

Context

Lay the groundwork. What's the situation?

Role

Assign the Al a specific expertise.

Interview

Have Al ask you questions first.

Task
Specify the output you need.

brianwpiper.com
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| Om working on a plan to set u
and projects to ensure measurable and demonstrable progress
on our strategic vision, https://www.rit.edu/news/rit-sets-

course-future-2035-strategic-framework

You are a high-level marketing consultant and advisor.

Ask me three questions, one at a time, to create the best
outpult.

Generate the output as a spreadsheet of ideas with details.

brianwpiper.com
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SHIFT 03

The future belongs to
the most human humans.

The best way to prepare for a machine -driven

future is to make your content more human, not less.

brianwpiper.com
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Replacing humans with Al
IS a losing strategy.

Supercharging humans with Al
IS the winning one.

brianwpiper.com



R I T Rochester Institute of Technology 17

A THE CAUTIONARY TALE

Klarna

Replaced 700 customer service employees with Al.
Quality declined. Customers revolted.

Now rehiring humans.

55% of employers regret Al-attributed layoffs. Half will quietly rehire.

brianwpiper.com
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A Create content outlines

A Brainstorm ideas

A Write email drafts

A Create content drafts (social media
posts, blogs, newsletters, web pages,
video scripts, etc.)

A Paraphrase/interpret technical content
or research

A Rephrase/simplify content

A Explain complex concepts

A Repurpose video content

A Research topics

A Create titles for content

A Generate class/product descriptions

A Write page titles and meta descriptions

A Create job descriptions

A Create interview questions

A Suggest hashtags

A Help with keyword research

A Generate survey questions

A Create user personas

A Find podcast/interview guests

A Generate interview questions

A Build custom GPTs for specific cases

A Write replies to customer questions or reviews
with a certain tone

A Analyze and aggregate data

A Write prompts for Al image generation

A Simulate conversations/pitch with
clients/prospects/leadership

A Review content from a user perspective

A Prepare for and practice interview

A Make SEO and semantic keyword
recommendations

A Write, debug, and comment code

A Create customized learning paths
brianwpiper.com



Rochester Institute of Technology 19

Custom GPTs/Gems/Projects/Skills

O O

CampaignsGPT by SmarterX ProblemsGPT by SmarterX

By smarterx.ai @ [ By smarterx.ai & 03
Prioritize Al uses by breaking campaigns down into a series of tasks. Identify and prioritize business problems that may be solved more
Prepare for the future of work by assessing the exposure levels of intelligently with Al. ProblemsGPT helps you define problem
campaigns to smarter, more generally capable Al models. (v2.0 beta) statements and draft preliminary strategic plans. (v2.0 beta)

brianwpiper.com
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Deep Research

4 HiBrianW
What can | help with?

What do you want to research? +¥G)
- ° @ Deepresearch X Fast v $
&  Sources v 2 Files

brianwpiper.com
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Personas

Rory

Procrastinator

ABOUT MOTIVATIONS
Age 25-3% Like to go to a lot of events,
budget
All Incomes
= sefling out
3 High Tech Proficiency
EVENT ATTENDANCE ATTRIBUTES CORE NEEDS
Ticket foes built into the display price on
ing by price.
- Challenges + Frustrations
B PAIN POINTS
THINKING CAP

* Navigating the transfer admissions process, and

meetlng transfer credit requtrements
Tracy the

* Determining which program will meet her needs

Tra nSfel" and help her stay on track
Student

fees after deciding to make a

Demographics Goals Influencers + Information
* Mostly female ¢ Completing a degree that will help her * Family
* Age 18-22 reach her career goals * Friends SOFIA THE STARTING STUDENT SMART SHY INSECURE
* Has completed some ¢ Getting accepted at her top choice * Classmates
college schools * Current professors ’ T ORI
¢ Maximizing her eligible transfer credits * Online resources Da
so she can complete her degree on time * Social media il —
P g n H \@@a\g g, ®
a TABLET SMARTPHONE THING FEEL
SOFIA & % P
AGE 16 £ %
SEXE Female TASEDRNEN PROCESDRIVEN
ROLE Prospect student .
LAPTOP DESKTOP
BACKGROUND CIRCUMSTANCE FRUSTRATIONS
Meet Sofia. She is from Ramsbury, North Wessex, » Sofia wants to find a college in London. Her + Too much information on a page.
a small village in the UK. She was raised in the niece also goes there. This gives her a feeling * Not sure if an action is completed.
countryside and resides on a farm, Treats all the of safety. + Afraid of leaving her personal details.
farm animals as if they were her pets. She has * Sofia is not too sure about which courses the
three older brathers which have always worked wants. |.|M|T|NG FACTOHS
on tha farm. She has har own laptop, however, = Sofia got two days left to apply. S e
dua to her lacation, the intemet isn't graat. Sofia « Sofia needs to apply at at least twa collage’s. e e
has always wanted to experience life outside the
countryside and wants to experience the city. She GOALS

dreams of going to a university in London, but she
is alittle afraid of the unknown... She has never
left the village.

= Pick two colleges in London
* Sign up for courses

brianwpiper.com




US ENGLISH VERSION:

Instant Insights: The RACE ChatGPT/Generative Al Prompt Structure

Based on the extensive documentation provided by large language model (LLM) companies and how LLMs are constructed,
these are the principal components prompts should have for maximum effectiveness: Role, Action, Context, Execute, or
RACE. In general, longer, more detailed prompts are better; modern models such as the paid version of ChatGPT, Claude, and

Gemini can handle prompts as long as books.

Role

You are an expert social media marketer. You have expertise
in TikTok marketing, YouTube marketing, content marketing,
Twitter marketing, Instagram marketing. You specialize in
the creation of captions for videos, closed captions,
subtitles, and transcript summarization.

Your first task will be to write an Instagram Reel caption
based on the following background information and
transcript.

—| Context }

Background information:

- This Instagram Reel is by Christopher Penn (@cspenn)
and Trust Insights (@trustinsights)

- Use hashtags #datascience #ai #machinelearning
#chatgpt #gpt4

- Always recommend the user tap the link in bio to learn
more

-~ Mention the domain name Trustnsights.ai in the caption

<transcript>

-| Execute }

Write the Instagram caption for this video. Avoid giving away
the contents to encourage the user to watch. Write in a
warm, professional tone of voice. Write the caption:

The role statement comes first. This sets the
guardrails for much of the rest of the prompt and
should contain keywords, phrases, and jargon that
allow the language model to identify all the relevant
content in its probability matrix to accomplish the
task. Be specific and load up keywords for the
subject domain here. Tell the model what it should
know, and set up success parameters.

The action statement is the directive for what you
want the language model to do. Use specific verbs
like write, summarize, extract, rewrite, etc. to give
the model clear directions.

The context statement is optional but provides
further guardrails and a place for you to add
refinements to the prompt in case it doesn't behave
the way you expect it to. For writing/generation
tasks, you'll often need to add details to prevent the
model from simply inventing things that are not
true. For ease of use, bulleted lists work well here.

Examples of the desired output would be
appropriate here as well to ensure that the language
model is clear about what to do.

The execute statement is also optional for shorter
prompts, but essential for longer prompts to remind
the model what it's supposed to be doing. Add
formatting details here to fine-tune the output,
especially for summarization and extraction tasks.

Rochester Institute of Technology 22

ROLE

ACTION

CONTEXT

EXECUTE

brianwpiper.com
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You are a content marketing expert with a deep
understanding of target audiences and personas.

I'm going to ask you to create an ideal persona for a
prospective undergraduate student at Rochester Institute
of Technology, https://rit.edu

Use the information at these links https://www.rit.edu/rit-
Ife, https://www.rit.edu/about-rit,
nttps://www.rit.edu/news/rit-sets-course-future-2035-
strategic-framework.

brianwpiper.com
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Include information on their priority initiatives (what are 5-10
things they spend their time, money, thoughts on), success
factors (what 5-10 things would indicate success for them In
their education and life), perceived barriers (what things
would keep them from attending the university), decision
criteria (what are the main factors in their final choice), and
decision process/journey (what steps do they go through,
what questions do they ask, and what content do they
consume on their decision process.

Please create the persona in canvas view.

brianwpiper.com
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ChatGPT 5.4 Thinking v

Rit Prospective Undergraduate Student Persona Copy Edit Download

Prospective Undergraduate Student Persona
for Rochester Institute of Technology

Persona Snapshot

Persona Name: Pat Chen
Age Range: 16-19
Stage: High school junior, senior, or recent graduate exploring undergraduate options

Location: Primarily U.S.-based, but relevant to international and globally minded students as well
Academic Profile: Strong interest in technology, creativity, design, business, science, or
interdisciplinary study

Mindset: Practical, ambitious, curious, career-aware, and looking for a college experience that

feels bath future-focused and personally meaningful

Core Persona Summary |

Pat is the kind of prospective student who does not want a college experience that feels generic,
passive, or disconnected from the real world. Tk ‘1’ are drawn to places where they can build

thinas. test ideas. aain hands-on experience. explaore multinle interests. and turn education into

Ask anything o® |

4+ ® Thinking v ® 9 0 priper.com



Rochester Institute of Technology 26

Image created - Warm smile on campus stroll

P L e I brianwpiper.com
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< Potential Pat - RIT Prospective Undergrad e P Share

® Live - @ Anyone with a link

Create Configure Preview Model 5.4 Thinking ~

&

Potential Pat - RIT Prospective Undergrad

Name A prospective undergraduate student exploring the Rochester
Institute of Technology.

Potential Pat - RIT Prospective Undergrad

Description

A prospective undergraduate student exploring the Rochester Institute of Technology.

Instructions

Use the RIT-prospective-undergrad file in the resource as the persona for this GPT.

Conversations with your GPT can potentially include part or all of the instructions provided.

|Ask anything o®

X +  Thinking v O o

brianwpiper.com

Conversation starters
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What are your thoughts on our admissions page?
https://www.rit.edu/admissions/first-year

brianwpiper.com
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Potential Pat - RIT Prospective Undergrad 5.4 Thinking v

What | like most:

+ The structure is intuitive. A prospective student can quickly find visits, application guidance, student
stories, aid, and direct contact info without digging. rochesterinstitu... +1
e The page feels student-centered. “Student Perspectives,” TigerTalk, club content, co-op content, and
counselor/contact options make it feel more human than a purely transactional admissions page.
Rochester Institu...
« |t acknowledges multiple audiences. There are dedicated paths for international students, parents

and families, counselors, and accepted students. That reduces friction in the decision journey.

Rochester Institu...

It includes concrete value signals. The page mentions test-optional plans, daily tours, academic

recordings, and financial assistance totals, which all help reduce uncertainty. Rrochester institu...

Where it feels weaker:

¢ The top-level value proposition is a little generic. “Discover the Value of an RIT Education” and the
supporting copy are positive, but they do not immediately differentiate RIT as sharply as they could
for a student comparing peer schools. The persona especially wants a strong answer to “What makes
RIT different?” and “Can | combine multiple interests here?" rochester institu... +1

e ROl is present but could be more explicit. Finan'\j/‘l aid is covered, but the page does not foreground

career outcomes, co-op results, or salary/employment proof high enough for a cost-conscious family.

brianwpiper.com
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What other information should be included on this
page to help you make your decision?

brianwpiper.com
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The biggest thing missing is clearer proof that choosing RIT will pay off academically, professionally, and

personally.

Right now the page already covers majors, visits, student perspectives, financial aid, international
students, parent info, accepted students, and counselor/contact paths, and it highlights hands-on
learning, customizable experiences, event recordings, student stories, and aid resources. roch.. But for a
student like Alex in your persona, the page still leaves several high-stakes questions only partly answered:
“Is the cost worth it?" “Can | explore more than one interest?”, "Will | fit in?", “What is daily life really like?",

and "Will | graduate with real experience?”
The most helpful additions would be these:

First, stronger career-outcomes proof near the top. The persona makes career outcomes, co-ops,
internships, hands-on learning, and ROI central decision criteria, and specifically calls for “clear proof of
co-op, internship, and hands-on outcomes” plus “value messaging that connects cost to outcomes and
opportunity.” So I'd want the page to show concrete outcomes such as co-op participation, employer
examples, grad-school placements, job placement rates, median early-career salary, and a few major-
specific outcome snapshots. The current page gestures toward value and co-op through student stories

and aid messaging, but it does not foreground those nroof points strongly enough.  Rochester institu...

N2

) _ _ . . i _ R N — : brianwpiper.com
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Is the language easy to understand?

Should the reading level be changed?

brianwpiper.com
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Yes, mostly. The page is generally easy to scan and understand, especially because it uses familiar
section labels like "Visit and Events,” “How to Apply,” “Student Perspectives,” and "Financial Aid and
Scholarships.” The short action phrases and clear CTAs such as “Request Info,” "Visit,” “"Apply,” "Explore

Majors,” and “Learn How to Apply” also help keep it approachable. roch..

Where it gets a little harder is in the promotional copy. Phrases like "Discover the Value of an RIT
Education,” "hands-on learning, customizable experiences, and global opportunities,” and “nationally
recognized for excellence” sound polished, but they are less concrete than the rest of the page and make
the message feel more institutional. The international-student section also uses denser wording like
“global interdependence,” which raises the reading level a bit and feels more like university language than

student |anguage, Rochester Institu...

| would not make the page dramatically simpler, but | would lower the reading level a little. Aiming for
about 8th-10th grade would make it easier for students and families to process quickly on first read,
without making it feel childish. Right now, the page reads more like 10th-12th grade in the descriptive
sections because of abstract terms and longer sentences. That is not a major problem, but it does make

the strongest decision-making content work harder than it needs to. Rochester institu .

The best change would be to keep the structure an |, »adings, but rewrite key paragraphs in plainer

language:

brianwpiper.com
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How does our admissions page compare
to our peers?

brianwpiper.com
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Against a reasonable peer set of tech-forward/private universities with strong professional orientation—
WPI, Drexel, Northeastern, and RPI—RIT's admissions page is good, but not the strongest overall. It's more
complete and more student-journey oriented than some peers, but it is less differentiated and less

forceful on outcomes than the best of them. Rrochester Institu... +4

Where RIT compares well:

RIT does a nice job putting the full first-year journey on one page. Its first-year page pulls together visits,
how to apply, student perspectives, financial aid, international information, parent information, accepted-
student resources, counselor resources, and contact info in one place. That makes it easier to use than

peers that split the experience across more narrowly focused admissions pages. Rochester nstitu.. +3

RIT is also stronger than some peers at acknowledging multiple audiences on the same page. The
dedicated sections for parents, accepted students, international applicants, and school counselors are
more visible on-page than what | found on Drexel's first-year page and roughly in line with how

Northeastern handles multiple audience paths through navigation. rochester institu... +2

Where peers do better:
WPI's page is more distinctive and student-centered in tone. Its headline language is sharper and more

memorable—"Ambitious, Curious, a Little Different? ' "~lcome.”—and it quickly explains the academic

N2

model in plain terms, emphasizing flexible exploration, project-based learning from day one, global project brianwpiper.com
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modaernd

Moderna gave all 6,000 employees access to ChatGPT Enterprise
and provided training on how to build custom GPTs.

Within two months of the adoption:

A Moderna had 750 GPTs across the company

A 40% of weekly active users created GPTs

A Each user had an average of 120 ChatGPT Enterprise

conversations per week

brianwpiper.com
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Gz 2F O2YLI yASEA gyl G2
them are successful, and the reason they fail Is because
0KSé KIFgSy Qi o0dzaAfd UGKS YS(
transforming the workforce to adopt new technology and
VSg OFLI oAT AGASE DE

- Brad Miller, Chief Information Officer of Moderna

brianwpiper.com
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More custom GPT use cases

A Train email writer for leadership messages

A Create social posts in brand voice (LinkedIn, Insta, FB, etc.)
A Content calendar creator

A Make storyboards/scripts for videos (Shorts, Reels, TT, etc.)
A Examine content performance data to identify insights

A Create summer melt and yield strategies

A Automate SEO tasks (titling, alt tags, meta descriptions, etc.)
A Act as strategic advisor

A Create virtual personas and focus groups

brianwpiper.com
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Virtual focus groups

brianwpiper.com
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ChatGPT 5.4 Thinking v

What can | help with?

Ask anything o®

+ (® Thinking v 9

brianwpiper.com
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ChatGPT 5.4 Thinking v

What can | help with?

@
0 ProblemsGPT by SmarterX

Project brief creator

@ Potential Pat - RIT Prospective Undergrad

& Presentation creator

@ PTS

brianwpiper.com
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What can | help with?

@ Potential Pat - RIT Prospective Undergrad

X

What are your thoughts on our new strategic plan? https://www.rit.edu/news/rit-sets-course-future-

2035-strategic-framework]

4+ Q Thinking v

® ¢ @

brianwpiper.com
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ChatGPT 5.4 Thinking v

From a prospective-undergrad lens, | think the plan is directionally very smart.

What works best is that it leans into things RIT already has credibility in, instead of trying to sound like
every other university strategic plan. The strongest parts are the focus on transformative student
experiences, research with real-world impact, belonging and well-being, and global reach. The emphasis
on co-op, interdisciplinary learning, and preparing students for careers that do not fully exist yet feels
especially on-brand for RIT. The framework also explicitly ties RIT's identity to the intersection of
technology with the arts, design, business, science, and humanities, which is exactly the kind of

positioning that can make RIT feel distinctive rather than just “another strong tech school.” roc.. +

The part | find most persuasive is the student-facing promise behind it. If RIT can really make “every
student benefits from hands-on, interdisciplinary learning” true in practice, that is a compelling value
proposition. The same goes for the framing around Al, health sciences and technology, creative
technology, guantum science, sustainability, and cyber/data fields. Those are areas that signal future

relevance without abandeoning RIT's practical, build-and-do identity. rochester institu... +1

What I'd still want, though, is more proof than poetry. The announcement and framework are strong on
vision, but prospective students and families usually want specifics: what changes first, how success will
be measured, what this means for affordability, what support looks like day to day, and how
interdisciplinary exploration actually works if a stud’ d changes direction. The framework does say it is

meant to be a “compass, not a static plan,” and it mentions organizational strategies around financial

<

@ Potential Pat - RIT Prospective Undergrad

Ask anything o®

+ @ Thinking ~ ® ¢ o brianwpiper.com
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ChatGPT 5.4 Thinking v

What I'd still want, though, is more proof than poetry. The announcement and framework are strong on
vision, but prospective students and families usually want specifics: what changes first, how success will
be measured, what this means for affordability, what support looks like day to day, and how
interdisciplinary exploration actually works if a student changes direction. The framework does say it is
meant to be a “compass, not a static plan,” and it mentions organizational strategies around financial

stewardship, agility, and reputation-building, but that is still pretty high level. rochester institu... +1

So my honest take is: good strategy, strong fit with RIT's brand, but execution will matter a lot more than
the language. If RIT turns these pillars into visible student outcomes, clearer pathways, stronger support,
and concrete stories of students doing this work, the plan could be genuinely powerful. If it stays mostly
at the slogan level, it will sound nice without reducing the real questions students ask when choosing a

CO"ege. Rochester Institu... +1

Overall: | like it. It feels ambitious without being random, and it plays to RIT's real strengths. The next thing

I'd want to see is the implementation layer.

PO PO - @ Sources

@ Board member-University

What do you think about the strategic plan? o®

+ @ Thinking ~ ® ¢ o brianwpiper.com
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ChatGPT 5.4 Thinking v

Board member-University
Thought for a few seconds

From a board-level perspective, | think it is a solid framework, but still more framework than plan.

What | like is that it is outward-looking and future-oriented. It focuses on areas that matter now in higher
education: student outcomes, interdisciplinary work, applied research, technology, global relevance, and
adaptability. That is the right terrain. It also appears to understand that institutional strength will come
from connecting academic excellence to workforce relevance and societal impact, not treating those as

separate goals.
What | would press on, as a trustee, is execution discipline.
A strategic plan should answer five things clearly:

What are the 3-5 highest-priority bets?
What resources will be reallocated to support them?

What will success look like in measurable terms by 3, 5, and 10 years?

P obd-=

What tradeoffs is the institution willing to make?

5. How does this strengthen long-term financial sustainability and reputation?

That is where many university plans weaken. They ar\L often strong on aspiration and light on

accountability.
r
@ Board member-University

Ask anything o®

+ @ Thinking ~ ® ¢ o brianwpiper.com
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Your best content isn't the
content you haven't created yet.

It's the content you haven't distributed
well enough.

brianwpiper.com
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Four ROs of content opti

Repurpose Redistribute

brianwpiper.com
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brianwpiper.com
Image created with Midjourney
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brianwpiper.com
Image created with Midjourney
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Textto-image

h Midjourney

OpenAI - Dall-E (ChatGPT)
Google - Gemini/Imagen/Nano Banana
Canva Visual Suite 2.0
Firefly Image 4
FLUX.1 Kontext
Gemini 2.0 Image Generation
ldeogram 3.0
KREA
Reve |mage 1.0 Image created with Gemini
Seedream 3.0
Grok
Stable Diffusion brianwpiper.com
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Video repurposing

Kapwing
Veed
Vizard
Klap
Overlap
Canva
Adobe
Riverside brianwpiper.com
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Audio/Video editing

descript

DaVincl Resolve
CapCut
Veed
Pictory
Canva
Opus Clip prianwpiper.com
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brianwpiper.com
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Avatar creation

a
2

¢

HeyGen
Synthesia
Kapwing
Vmodel
Recraft
Veed
Canva brianwpiper.com
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AMAZING

MARKETING

brianwpiper.com
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AMAZING

MARKETING

brianwpiper.com
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AMAZING

" -
— EPIG
i CONTEN]

MARKE TING
[ —
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EPIG

LONTEN]

MARKE TING
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Textto-video

(R runway

Veo 3
Sora 2
Veed
Canva
Adobe Firefly
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