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Founder, AlreFlow Solutions

Al Integration and
Content Marketing Consultant

brian@brianwpiper.com
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Your Best Content

Your best content isn't the
content you haven't created yet.

It's the content you haven't distributed
well enough.
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= Google Search Console Q, Inspect any URL in "https://www.rochester.edu/newscenter/"
B nttps://www.rochest.. ~ Performance on Search results
f  Overview Searchtype:Web #  Date:last3months #  + New

Q,  URL inspection

Last updated: 3 hours ago @

alexei navalny

» Security & Manual Actions "

~ Performance [ Total clicks [4 Total impre [ Average CTR (] Average position
0,
G Searchresults 222K 19.4M 1.1% 13.5
®
¥ Discover
& Google Ne Clicks Impressions
@ et 6K 450K
~ Indexing
[E Pages 4K 300K
[® Video pages
. K 150K
g Sitemaps
& Removals
0 0
~ Experience 2/4/24 2/12/24 2/20/24 2/28/24 377724 3/15/24 3/23/24 3/31/24 4/8/24 4/16/24 4/24/24 5/2/24
Q Page Experience
@ CoreWebViais QUERIES PAGES COUNTRIES DEVICES SEARCH APPEARANCE DATES
& HTTPS
~ Enhancements
Top queries J Clicks Impressions
€ Breadcrumbs
<€ Profile page why does russia want ukraine 4877 19,960
€ Sitelinks searchbox where does yeast come from 1477 20519
£ Videos
949 37917




ChatGPT 4

3 You

@ Newscenter search console_url_Table.c...
S e "

3 You

B Newscenter search console_url_Table.c...

You are a content marketing expert.

You'll be coming up with strategic recommendations on existing content that we can
optimize or repurpose that will support our strategic priorities and be relevant for
prospective undergraduate students, graduate students, or knowledge seekers.

Use the attached search console data to discover areas where we currently have
search potential, and compare those to general interests of our target audiences and
determine what existing content we can reuse on different channels for different
audiences that will also support our strategic priorities.

Come up with 20 optimization opportunities, please.

their global impact.

* Scientific Breakthroughs Explained: Easy-to-understand content about complex scientific topics
that are currently trending.

* Biographies of Notable Scientists: Featuring current faculty or alumni who have made significant

contributions to their fields.

3. Academic Resources and Oppc | nities

* Caraar Dathe far Craduatac: Nitlinina nntantial fraraar annartinitice tar araduatac invannoe

@ Send a message or hold space bar to talk o
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Al for U

Simplecast

by AdsWizz

ﬂ AlforU

Audience > Overview

Basic Analytics

Overview

Audience Insights

Downloads
Unique Listeners
Location

Web Players

Technology

Content Analytics

Overview

The Audience Overview has the at-a-glance analytics you need to start

understanding your show'’s performance.

7,286 13 163

5 Latest Episodes
First 7 Days Since Release

150

100

113

brianwpiper@gmail.com

Unnamed Organization

Updated less than a minute ago

148

A

cC 7T
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@ Podcast Episodes

Sources

+ Add sources

Search the web for new

C¢ Fast Research v

@ web v

Select all sources

120,000 human minutes SAVED ...

Al for Student Engagement: A Hig...

Al on Campus: Ethics, Efficiency ...

Al-Powered Ambassadors: Scalin...

Al's Wakeup Call for Higher Ed

Authenticity in Al?

Boost Your [Higher Ed] Al Strategy

Notebook LM

+ Create notebook ~” Analytics

E  customize

Podcast Episodes

31sources - Apr 1, 2026

These sources from the Al for U YouTube channel examine the transformative role of
artificial intelligence across higher education, marketing, and creative industries.
The content features expert interviews detailing how institutions can move from
small-scale pilots to institutional production by treating Al as a strategic pillar
rather than a simple software add-on. Key frameworks, such as the CRIT model for
strategic prompting and the human-Al-human loop, emphasize that technology
should augment human expertise rather than replace it. Practitioners discuss
practical applications including data analysis, personalized student learning, and

31sources  —»

< Share 3 Settings

Studio

Audio Overview Slide Deck

® =i3

Video Overview Mind Map

(M @

Reports Flashcards

iiis
Quiz Infographic

B
Data Table

Decoding Higher Education...
31 sources - 31m ago

Podcast Episode Success...
31 sources - 33m ago

Yty & Addnote B
27 sources - 13d ago
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Architecting the Intelligent Campus: Al for Higher Education Success

Based on 27 sources

Strategic Implementation >
Student & Academic Outcomes > Content Strategy > Student Personas

Al for Higher Education Success Marketing & Communications <<——— Audience Intelligence < Sentiment Analysis

Efficiency & Productivity > Search Evolution > Social Listening

The Human Element >

7 Good content Gl Bad content
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Decoding Higher Education Podcast Success

Based on 31 sources

Al for U: Decoding the DNA of Podcast Success

Analysis of performance data reveals a clear audience preference for a mix of high-level institutional strategy and granular
“how-to” tactical advice. Success is driven by episodes featuring prominent higher-ed innovators and technical founders.

The Performance Leaderboard The Success Formula: Guests & Topics

Top 3 Performance Drivers High-Authority Guest
Downloads Archetypes
; 2 Top episodes feature university C-
Tactical “How-To" 4 suite leaders (Vanderbilt, UC Irvine)

Ep. 6: Winning prompts | Content Leads or specialized agency founders.
Tactical/Practical Skills Engagement University Specialized Agency

Episode 6 is the top C-suite Founder

performer.

The “Al-as-Partner” Narrative
Future-Focused Transcripts show “Al as an intern” or
Strategy Resonates “wingman” are the most
Deeply successful metaphors.
“Chatbots to Agents”
and "Future of Higher Ed”
Future of Higher Ed | 1 8 4 tied for the #2 spot.
Foundational Leadership

o ~w| Apple Podcasts Dominance
45% of the audience listens via
Weekend Dead Zones | nloads drop to near-zero o S :Po’:;[ees'ssisgglej'g:ngo;r;n:ﬁ:i,e-flrSt'

on Sundays and holiday Dec 25

> Good content CA Bad content
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Notebook LM Data Table

Podcast Episode Success Analysis by Guest and Content

Based on 31 sources

Episode Title

Higher Ed’s
Earthquake: Paul
LeBlanc on the
Future of Al

Building Amplify:
Inside
Vanderbilt’s Bold
Experiment

From Fear to
Function: How to

Fmbrace Al as a

Y Good content

Guest Name

Dr. Paul
LeBlanc

Alan Karns

Mark Lee

Guest
Type/Subject
Expertise

Former President of
SNHU / Author

Chief Al and
Technology Officer
at Vanderbilt
University

Director of Web UX
and Digital Strategy

&)l Bad content

Primary Topic

The existential
impact of Al on the
value of knowledge
and the role of the
university

Developing an
open-source,
internal Al platform
to drive business
and educational
outcomes

Using Al as a
thought partner and
codina assistant in

Success Metric
(Inferred)

Very High
(Described as a
“fantastic
conversation" with a
world-renowned
leader)

Very High (Platform
built and adopted;
180 staff fellows
program applicants)

Top Tier (Ranked
#10 in the Top 10

list nravided in the

Episode
Length
(Minutes)

Not in
source

Not in
source

Audience Resonances
(Inferred)

The shift from
epistemological (what
you know) to ontological
(who you want to be)
education models

Curiosity is more
important than technical
background when hiring
for Al teams; starting
small with pilots builds
momentum

The "Avalanche"

metaphor for mid-career
nrofessinnals naviaatina

Content Strategy/Use
Case

Using Al for manuscript
criticism, role-playing
different personas for
strategy feedback, and
ambient listening for student
advising

Building internal hooks into
business processes and
creating custom assistants
for routine tasks like
PowerPoints

Gap analysis for strategy
documents, assumption
testina/devil's advocate

Source

[1]
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@ Podcast Episodes

Sources

C¢ Fast Research

@Web v

120,000 human minutes SA'
Al for Student Engagement:
Al on Campus: Ethics, Efficie
Al-Powered Ambassadors: €
Al's Wakeup Call for Higher |
Authenticity in Al?

Boost Your [Higher Ed] Al St

Notebook LM Audio Overview

4|it Customize Audio Overview

rormat

Deep Dive

A lively conversation
between two hosts,
unpacking and connecting
topics in your sources

Choose language

English

Brief

A bite-sized overview to
help you grasp the core
ideas from your sources
quickly

What should the Al hosts focus on in this episode?

ARSI - e

Critique

An expert review of your
sources, offering
constructive feedback to
help you improve your
material

Length

Debate

A thoughtful debate
between two hosts,
illuminating different
perspectives on your
sources

Cshort +/ Default

Long>

Focus on which episodes have performed the best (and worst). Use the data and the transcripts to figure out

what subjects, guest similarities, topics, and lengths are the most successful with the audience.

AT

Generate

#3 Settings

(|
Slide Deck

off
Mind Map

Flashcards

Infographic
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Gemini W e @

Hi Brian W
What's on your mind today?

Ask Gemini °o®
+ 2% Tools Fast v S
@ Upload files
@ Add from Drive  Create image ¢ Create music Help me learn
& Photos . . .
Write anything Create video

<> Import code

A) NotebookLM
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Gemini Output

Gemini

Elements of a Successful Podcast

Strategic and Creative Elements

* Human Authenticity: A major theme is that while Al can handle grunt work, it cannot
replace human judgment, intuition, and "taste". Successful content relies on human-

centered strategy and brand authenticity. @+4

» Intentionality and Strategy: Successful podcasts avoid "random acts of content”. They
are rooted in clear business goals, a deep understanding of the target audience, and a

focus on solving specific problems. @+3

» Unique Point of View: Having a distinct and strong point of view separates successful

content from generic "Al slop". @+3

Technological Integration

» Al as a "Wingman" or "Intern": High-performing teams use Al to offload repetitive, low-

value tasks like summarizing long transcripts, drafting initial outlines, or formatting data.

Thie "rarlaimad tima" chriild ba 11cead fAar the hinbh-laveal ~ritical thinkinAa anAd hiiman
Ask Gemini +XG)
+ 25 Tools Fast v g

Gemini is Al and can make mistakes.

4 Upgrade
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m Q I'm looking for... L, ] :-o - P @

Home My Network Jobs Messaging Notifications

Analytics Posts Audience

Top performing posts (]
Based on impressions gained from April 16, 2025 - April 15, 2026

Brian Piper posted this « 1yr

So | did a thing...
...show more
+ 22,090
Freefall by Choice: The Art of Strategic Release Impressions
Brian Piper on LinkedIn « 3 min read
4
C&O 408 249 comments - 2 reposts

View analytics

Brian Piper posted this « 1mo

| was looking through some higher ed job postings LinkedIn flagged for me. Not
looking for a job, just genuinely curious about what institutions are pr ...show more

. 4165

What Al can't do Impressions

Brian Piper on LinkedIn + 5 min read

CU&® 63 23 comments

'3) HH Get 50% Off Sales
L mmm
Me = For Business + Nav
& Export
Ad eee

-

Brian, improve your candidate outreach.

C Talk to Consultant )

About Accessibility Help Center
Privacy & Terms v  Ad Choices
Advertising Business Services ¥

Get the Linkedln app  More

Linked[fd] LinkedIn Corporation ® 2026
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Results Activity

Resus 60

Q ¥
Post Url Img Url Post Content Type Like Count
https://www.linkedin.com/feed/upd... What happens when a prospective stu... Text 13
https://www.linkedin.com/feed/up... If you're in upstate NY and interested in ... Text 15
https://www.linkedin.com/feed/upd... https://media.licdn.com/dms/image... Registration is officially OPEN for the C... Image 14
https://www.linkedin.com/feed/up... Claude is my favorite Al right now. Betw... Text 57
https://www.linkedin.com/feed/upd... https://media.licdn.com/dms/image... Are you in higher ed and interested in ... Image 14
https://www.linkedin.com/feed/up... Three weeks ago, | built an entire backu... Text 22

https://www.linkedin.com/feed/up... https://media.licdn.com/dms/image... Can't wait for this webinar tomorrow. Al ... Image 13
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Help me write a prompt that will
produce the most helpful output, based
on what you know about [business], to
Improve LinkedIn post performance.
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Here is my rough draft:

_ook at the attached data and identify the elements of a successful
_inkedIn post. Break down my posts by type.
Provide feedback and ideas on:

- Creating more effective posts

- Re
- Ba

purposing other content
ancing promotional posts with informational/educational posts

- Adj

usting/using calls to action

Before you create a response, ask any questions that will provide a
more comprehensive and impactful output. What other data and
Input can | provide to help you make a better assessment?



O

© b O G

i

o]
or

</

v

@

Optimizing LinkedIn post perfo... Vv

Reply...

Help me write a prompt that will
produce the most helpful output,
based on what you know about
[business], to improve LinkedIn post
performance. Here is my rough
draft: Look at the attached data and
identify the elements of a
successful LinkedIn post. Break
down my posts by type. Provide
feedback and ideas on: - Creating
more effective posts - Repurposing
other content - Balancing
promotional posts with
informational/educational posts -
Adjusting/using calls to action
Before you create a response, ask
any questions that will provide a
more comprehensive and impactful
output. What other data and input
can | provide to help you make a
better asses 0 nt?

Opus 4.7 Adaptive v 1l|I]s

© </> Linkedin performance analysis prompt - MD Copy v O X

LinkedIn Post Performance Analysis — Recurring Prompt

How to use: Paste everything below into a fresh Claude conversation along with your
LinkedIn data exports. Update the bracketed placeholders before you send.

Context

I'm an independent content strategy and Al integration consultant. | also do paid speaking,
host a podcast, and have co-authored books in the content marketing space. My LinkedIn
audience is primarily higher education marketing/communications leaders and SMB
marketing leaders exploring Al adoption.

My business goals on LinkedIn, in priority order:
1. Consulting lead generation — specifically, discovery conversations that convert into
paid engagements (workshops, pilots, roadmap projects, advisory retainers).
2. Paid speaking inquiries — keynotes, workshops, panels.

3. Audience growth that supports long-term goals including an owned event property
and eventual business exit.

Analyze my LinkedIn performance data and return a comprehensive, actionable
breakdown grounded in current LinkedIn best practices. Stay neutral on positioning — do
NOT filter through any particular brand framework.

Data I'm attaching

» Post-level engagement export (post URL, publish date, engagement count, full post
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Claude Analysis

Final data-backed recommendations

1. Increase to 4 posts per week, sustainably. The gap data shows long silences (up to 85
days) drop you off the top-50 leaderboard entirely. 4/week with batched production
protects you during consulting-heavy weeks. Don't go daily — your six strongest posts
were quality-driven, not volume-driven.

2. Test a Thursday/Tuesday shift for engagement-oriented posts. Eight-week experiment,
measured on ER. Keep Fridays for reach-oriented or promotional posts where impressions
are the goal.

3. Build intentional separation between reach posts and engagement posts. Stop judging
both by the same yardstick. Reach posts win at impressions and new follower growth.
Engagement posts win at ER, comments, and DMs. One post can't optimize both.

4. The story + newsletter pattern is proven for you. Three of your six confirmed posts use
it. Keep it as your core weekly format.

5. The conference post cycle is proven for you. Two of your six confirmed posts are
conference posts (one pre, one post), both at 9%+ ER. You have 11+ speaking engagements
booked. That's a minimum of 22 defensible posts per year, in a format the data supports.

6. The "big life event” post is not repeatable and shouldn't be faked. The April 18 reach
was tied to a real career transition. Save that format for genuine milestones (pilot #10, book
launch, new podcast season, anniversary of A N2 low) — don't manufacture them.
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THINKING CAP

Tracy the
Transfer
Student

Challenges + Frustrations

* Navigating the transfer admissions process, and
meeting transfer credit requirements

* Determining which program will meet her needs
and help her stay on track

Demographics Goals Influencers + Information
* Mostly female e Completing a degree that will help her e Family
* Age 18-22 reach her career goals  Friends
¢ Has completed some ¢ Getting accepted at her top choice ¢ Classmates
college schools ¢ Current professors
¢ Maximizing her eligible transfer credits ¢ Online resources
so she can complete her degree on time * Social media

Rory

Procrastinator

ABOUT
0 Age 2534
@ Allincomes

5 High Tech Proficiency

MOTIVATIONS

Like to go to a lot of events, buton o
budgot. Motivated by adventure and
leaming, and not worried about events
selling out.

EVENT ATTENDANCE ATTRIBUTES CORE NEEDS

Fraquent event go-ors, like to buy tickets Ticket fees built into the display price on
later, likely to post publicly on sociol media events, sorting by price.
about an event to gain interest from

friends.

EVENT INFLUENCERS

iends

PAIN POINTS

12

Events par month

SMART SHY INSECURE

PERSONALITY
w9
wmovert o
g *
FIA . ALET SARTFHONE s =
S0 & '-'%, °
AGE 16 g -
SEXE Famala = wgmmey FocEsDmE
ROLE Prospect studant ®
oERKTO
BACKGROUND CIRCUMSTANCE FRUSTRATIONS

Mast Sofia, Sh s from Ramsbury, North Wessax,
a small village in the UK. She was raised in the
‘countryside and resides on a farm. Treats all the
arm el as if they were her pets. She has
three older brothers which have aways workad
o the fam. Sh has her awn lagtop, howsver,
tusto her ocation, the intemet srit greet. Sofia
Tias ahweys wanted to experience ife outside the
countrysada and wants to axparienca the city, St
dreas of going to 2 university in Londan, but she
is a little afraid of the unknown... She has never
Teft the vilsge.

* Salia wants to find a college in London. Her
niege alsa goes thare. This gives her a fesling
af safety.

* Sofia s not 1oa sure sbeat which courses the
wiants.

+ Sofia got two days left 1o apply.

+ Sofia needs to apply at at least two college's.

GOALS
+ Pick twa collages in London
+ Signupfor courses

» oo much information on a page.
= Not sure if an action is completed.
= Airaid of leaving her personal details.

LIMITING FACTORS
= Bad internet on the farm,
= Sofia doss not have & smartghons
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I'm going to ask you to create an ideal persona for a
prospective customer for XYS Company,
https://xyz.com/

You are a soclal media marketing expert with a deep
understanding of target audiences and personas.

Use the information from the attached data and
the following links https:// xyz.com/about -us,
https:// Xxyz.com/case-studies.


https://rit.edu/
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Include information on their priority initiatives (whatare5 -10
things they spend their time, money, thoughts on), success
factors (what 5 -10 things would indicate success for them),
perceived barriers (what things would keep them from using
Xyz products or services), decision criteria (what are the
main factors in their final choice), and decision
process/journey (what steps do they go through, what

guestions do they ask, and what content do they consume
on their decision process).

Please create the persona in canvas view.
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Reeant Chd < @ I'm pulling in XYZ Corp's positioning so the persona is grounded in how he actually presents his offers,

audience, and outcomes. Then I'll build a practical buyer persona you can use for messaging, content,
and campaign planning.

@ Personas
£ Market Research

(3 Campaign Assets I've got the site positioning. I'm turning that into a buyer persona built for messaging and sales use, not
£ Campaign Assets just a generic demographic sketch.

£ Campaign Team...

£ Searchants &Pi... XYZ Corporation Ideal Customer Persona Copy Edit Download

[®) Personas

Ideal Persona for a Prospective Customer of
XYZ Corporation

Persona Name

Strategic Marketing Leader Megan

Snapshot

Megan is a senior marketing and communications leader at a higher education institution, mission-
driven organization, or mid-sized B2B company. She is responsible for content performance,
visibility, enroliment or pipeline support, and prc v J that marketing is contributing to strategic
outcomes. She is smart, overextended, and under pressure to do more with the same team. She

£ Suggest Edit
Follow up

@, Analyze Persona

HO

+ ( Thinking v ®

< Generate Messaging
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