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Al Agents




“Autonomous systems that understand natural language,
learn from experience, and perform tasks for users.”

- Andrew Ng
Unboxing The State Of Al With Andrew Ng
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INSIDER

Demis Hassabis is the CEO of Google DeepMind.Getty Images

“These systems will be able to plan, act,
reason, and use tools.”

- Demis Hassabis
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“Everything human workers do now will eventually be done
by Al systems.”

- Dario Amodei
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Levels of agency/autonomy

* Foundation models
 Custom GPTs
 Deep research

* Automations

* Chatbots

* Autonomous agents



Traditional Al %ﬁé

Al Agents

Traditional analytics
Agentic analytics




Analytics agents

. NLP

* Real-time analysis
* |nstant insights




Content performance and optimization

Look at your data

Let Al look at your data
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Foundations

* Define your goals
 Determine OKRs and KPlIs
 |dentify metrics/data
 Collect

 Provide to Al with context
* Ask the right questions

« Validate



Foundation models

« Export data from analytics
* Use prompt strings



You are a LinkedIn growth expert.

I'm going to ask you to make recommendations for
content that will perform well on my channel based on
best practices and previous performance data.
Before you create the response, ask any questions
that will help create a better output.

& Top performing posts

so1aiatiny . Here is information about my business

Frectll by holce: The Art of Stratic Release [attach, link, or paste your business description and
a' R differentiator]
ceoss and my primary audience is [insert primary audience]
+ 660 Engagement and my business goals are [insert goals].
e Based on the attached data from past high
- ”“;‘ww o performing and engaging content, please come up

with 20 ideas for potentially high performing content
that will [trigger desired outcome] on [channel of
41384 Encagmment Vi sty choice]. Take your time.

getmyslides.info

Insights

ENGAGE SUMMIT



Deep research

 Reasoning models
* Provide detall

What are you researching?

+ 2 <0 Research x @D Sources v

(=]



Using the attached content performance data from [insert source, e.g., Google Analytics, Search Console, YouTube Studio, Meta Insights, email platform, etc.], analyze
the performance of content from [insert institution or department name] on [insert platform or channel, e.g., main website, program landing pages, Instagram, YouTube,
TikTok, newsletter, blog, etc.].

Begin by identifying:

Top-performing content based on [insert performance KPls, e.g., engagement rate, conversion, views, CTR, shares, bounce rate, etc.]

Underperforming content with high potential (e.g., high impressions butlow engagement)

Pattems in content topics, formats, publishing cadence, and audience behavior

Then:

Research content themes and formats used by peer institutions orbenchmark brands, including [insert URLs or names of peer institutions, aspirational universities, or
mission-aligned organizations]

Explore how these institutions are addressing similar audiences or topics, identifying gaps or emerging trends

Use competitive and comparative insights to uncover new or underserved content areas, missed audience intents, or under-leveraged distribution opportunities

Based on your analysis:

Recommend specific, original content ideas and topics that could fill identified gaps, capitalize on strengths, or align with emerging trends.

For each recommendation, note where it fits in the engagement cycle: [awareness, interest, engagement, consideration, conversion, retention, or advocacy]

Suggest how this content could move the primary audience—[insert audience, e.g., prospective undergraduates, working adult learners, alunni, donors, faculty,
etc.]—from one engagement stage to the next

The primary strategic goal is to [insert outcome, e.g., increase qualified leads, improve yield, build brand awareness, grow newsletter list, increase eventattendance,

1
a:Optional Add-on Instructions (ifthe user wants to go deeper)
If you want the prompt to also guide users in formatting or structuring output, you could add:
Format yourfindings into the following sections:
Summary of insights
Contentgaps and missed opportunities O a
Competitive examples or models
Recommended topics with stage of funnel and target audience g etl I lyS I I d eS - I n fo

Optional: Suggested formats, tiles, and distribution channels

Insights




Custom GPTs

 Repeated uses
* Sequence together

My GPTs
Create a GPT
+ Customize a version of ChatGPT for a specific
purpose



l Google
ol Analytics

Google

SearchConsole

& Looker



| 'thimi«ze

Website
Optimization
Process



Pilots

Content creation — 20-40% savings
Data analysis — 60-80% savings



Automations

* Multiple programs/browsers
» String operations



* ¢
Google Sheets OpenAl (ChatGPT, Whisper, DALL-E) 2 Linkedln 3

Watch New Rows Create a Completion (Prompt) (GPT and o-series Models) Create a User Text Post

375
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Note LLM Usages

Data Webs Scrapper AP

Information extraction i being used for formatting the.
Webhook Notifier for Data

used to demonsirate the usage of the NBN A1
capabiiies. ‘Summarization Chain is baing used for summarization of
the content

Ploase maks sure 1o set the Linkedin URL and
‘Wabhook Notification URL

e “l(:’_

T .
L4 Vd ® v (=] ¢
‘When clicking ‘Test Set Linkedin URL Perform Linkedin Web Set Snapshot Id | Check Snapshot Status
‘workfiow” e Request manuat G ) Gener
Google Gemini Chat imnt* ‘Webhook Notifier for
‘Wait for 30 seconds Modell ” Sa Summary Generator
Melset

Google Gemini Chat 1'%
Model

Gerani Exgriments 1.




Chatbots

« Specific data sources
« Use data to inform
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Academic Advisor

Supports current students throughout
their academic journey, detecting
when they may need help and guiding
them through key processes like
course registration

Common App Advisor

Monitors student progress, identifies
risks, and connects them to support
resources

Campus Life Advisor

Promotes student engagement and
mental health by supporting students
with key on-campus logistics like
housing and scheduling, staying in
close contact with students and
inviting them to participate in campus
life

Lead Gen

Prioritizes top-of-funnel goals.
converting ononymous website visitors
or inquiries into qualified leads

Career Advisor

Drives inquiries, boosts application
starts, and fills recruiting events

Athletics Counselor

Supports student-athletes before and
after enrollment by providing clear
information on the school’s athletics
programs and facilitating direct staff
support

Peer Advisor

Supports students with academic and
personal challenges, connecting them
with resources and helping them
navigate the university community

Recruiter

Focuses on converting inquiries or
prospects to applicants. Operates in
contexts like post-inquiry follow-up,
event registration, or outbound
outreach

Financial Aid Advisor

Helps prospective and current
students understand financial aid and
tuition at the university, surfacing key
deadlines and providing support with
any money-related questions

Admission Advisor

Drives completed applications by
engaging with students proactively
and helping them through the process

Alumni Relations Officer

Helps students decide on their
academic path based on their career
plans, facilitating event attendance
ond staff engagement to support the
student




Autonomous agents

* Multiple programs/browsers
* Decision making
* Predictive analytics
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HubSpot integration

Resear pleted in 6m - 17 irces

Deal Close Rates by Justi 3 Company Siz )

Q1 2025 Deal Close Rate Analysis

Overview

From January through March 2025 (Q1), we analyzed all sales deals - including those open, closed-won,
and closed-lost — across various industries and company sizes. The goal was to determine which
industry & company size segments achieved the highest deal close (win) rates in Q1. Close rate is
defined here as the percentage of deals in a segment that closed as won during this period (i.e. # of
closed-won deals | total deals in the segment). This report presents the close rates by segment and

recommends which segments to pricritize in the Prospecting Workspace based on Q1 performance.

Close Rates by Segment (Q12025)

The table below summarizes the performance of each segment defined by Industry and Company Size
(by number of employees). For each segment, it shows the total number of Q1 deals (including open and

closed outcomes), the number of those deals that closed won, and the resulting close rate percentage.

# of Deals
Industry Company Size Q1) #Closed-Won  Close Rate (%)
Financial Services Large (~850 2 1 s 50%
emp) b0
Computer Software small (~125 3 2 e 66.7%
emp)  russoar b
Management Consulting Small (~95 1 1 ussom 100%
emp) russpat wbsaat
+

& Share

Activity 17 Sources

Citations

HubSpot
Global Finance Corp
hs_object_source_detail_1: Vexed-Oxygen industry.
FINANCIAL_SERVICES numberofemployees: '850'.

HubSpot
Global Finance Security Implementation
notes_last_updated: '2026-03-13T00:00:00Z"
hs_is_closed_won: 'true"

HubSpot
Global Finance Legacy System Upgrade
hs_v2_date_entered_current_stage: '2025-05-
13T19:46:03.812Z" closed_lost_reason: Chose

HubSpot
TechNova Solutions

hs_num_blockers: '0' hs_object_source_detail 1
Vexed-Oxygen industry: COMPUTER_SOFTWARE

HubSpot

TechNova Cloud Migration
hs_num_target_accounts: '0' hs_all_owner_ids
'77523530" hs_closed_won_date: '2025-01-

HubSpot
TechNova Infrastructure Upgrade
hs_closed_won_date: '2025-02-10T00:00:002"
hs_analytics_latest_source_data_1_contact

HubSpot
Platinum Consulting
hs_num_blockers: '0' hs_object_source_detail 1
Vexed-Oxygen industry:

HubSpot
Platinum Consulting Digital Transformation
hs_is_closed_won: 'true’
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{_‘f} element451

Q Search for articles...

All Collections > Bolt Al > Bolt Agent Jobs >
Advanced Strategies and Best Practices for Bolt Agent Jobs

Advanced Strategies and Best Practices
for Bolt Agent Jobs

High-level guidance for teams looking to scale usage, optimize job design, and
automate more of the funnel using Bolt Agent Jobs.

Written by Michael Stephenson
'&J Updated today

Overview

Once you're comfortable creating and managing Bolt Agent Jobs, it's time to take your
strategy fo the next level. This article will help you design smarter, more effective jobs
that align with your institution’s enroliment goals, supporting students from prospect to
enrollment and beyond.

Integration Guide

User Community @D English v

Overview

Design Jobs Around the Funnel
Stage and Goal

Layer Actions Strategically
Self-Approval Best Practices
Segment and Trigger Strategy
Deadlines and Urgency

Writing Strong Instructions




{E}elemem451 Product v  Solutions v  Resources v  Pricing  About

10 Must-Use Al-Driven
Dashboards for Enrollment &
Admissions

9 by Erin Fields - Updated Sep 06, 2024

E}elemenmsl

10 Must-Use

24,180 2,180 178 136

..... ved man Handaff

for
Enrollment and
Admissions

]
325
o
m A .I
[
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Scale analytics

Export from analytics
Use prompt chains
Build custom GPTs
Automate

Monitor Al landscape
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nange our processes
nange our workflows

nange our jobs



Jobs GPT




f

JobsGPT by SmarterX.ai

By smarterx.ai @ 03

Prioritize Al uses by breaking jobs down into a series of tasks.
Prepare for the future of work by assessing the exposure levels of
jobs to smarter, more generally capable Al models. Forecast potential
new jobs Al could create by industry, profession or college major.
(v2.0 beta)

Enter a job title. Submit a Forecast new jobs.
job description.

~—]
=
2350 )
e
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Traditional Role
Data Analyst (Full-time)

=) Future Role
Strategic Insights Manager + Al Agent Team

Result

Higher-level strategic thinking, faster execution, better outcomes




O000

nange our processes
nange our workflows
nange our jobs

nange our audiences



84% treated like a person

/6% expect data ethics



Students

* 52% more likely to apply

« 77% would like to use an Al agent




Preparing for the future

Build Al fluency

Scale data analysis

Establish data/content governance
Create phased implementation strategy
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