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Foreword
Artificial intelligence moves fast. Really fast.

By the time you read this sentence, there’s a very good chance AI will 
have changed so substantially that any advice I could give you today 
about which tools or tactics to use would be hopelessly out of date.

Case in point: I recently had to redo an entire demo of a new AI tool 
just 24 hours after recording it, because the tool itself changed entirely 
after barely a week on the market.

(“Keeping up with AI keeps me on my toes,” I write, as I brush out of my 
eyes a new batch of gray hairs that I didn’t have yesterday.)

Jokes aside, the speed at which AI moves is why books like this one matter.

It’s packed full of timely and actionable advice for any content mar-
keter or SEO who wants to get ahead with AI. But it also goes deeper 
by providing a strategic approach to AI based on first principles so that 
anyone, at any time, can integrate AI responsibly into their content 
marketing and SEO strategy.

Tools and tactics change. The underlying strategy and principles of 
responsible AI adoption don’t. This book doesn’t just set you up to suc-
ceed with AI next quarter; it sets you up to succeed with AI over the life 
of your career and business.

It does all that by putting at the forefront an ingredient often missing 
from the AI conversation:

Humans.

This book isn’t about automating away your content marketing or SEO 
work. It’s not about using AI to ruthlessly pare expenses to the bone. And 
it’s not about pitting people against machines to eke out another few per-
centage points of business advantage, regardless of the human cost.

It’s about how to ethically and responsibly adopt the radical new power 
of AI in any industry, in balance with human strengths like creativity, 
judgment, and empathy.
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Unfortunately, what this book cannot do is stop time: AI continues to 
hurtle forward at lightspeed. But with the principles and strategies con-
tained in it, you’ll be ready for the future when it arrives.

No matter how fast it gets here.

Mike Kaput 
Chief Content Officer 

Marketing AI Institute 
https://www.marketingaiinstitute.com

https://www.marketingaiinstitute.com/
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Introduction
AI is here–and it’s evolving at an explosive pace.

It’s impacting organizations across countries, industries, and teams. The 
generative capabilities of AI make it a game-changer for marketing, espe-
cially for content marketing, where text, images, audio, and video can be 
created exponentially more easily and quickly. AI is exciting in terms of 
efficiency and scalability, but it also comes with great risk. As marketers, 
we’ve experienced this firsthand.

We are Jenny Halasz and Catherine Seda. We have worked in digital 
marketing for more than 20 years and presented at search marketing 
events, but we didn’t meet until we collaborated as Head of SEO (Halasz) 
and Head of Content Marketing (Seda) at LL Flooring.

Although we were learning about AI the past few years, we watched a 
story play out at LL Flooring that several of our industry colleagues have 
seen in their daily work as well. Initially, LL Flooring had no AI policy. 
That meant that as AI tools became available, some employees adopted 
them to make their daily work more efficient. Panicked about risk and 
exposure, the company blocked AI tools but didn’t create an AI policy. 
The team continued to use AI tools on their personal computers, which 
were even less secure than their company machines. Obviously, this was 
not an ideal situation.

Blocking AI tools also crippled the Search Engine Optimization (SEO) 
department. For months, the SEO team had been making do with 
limited headcount by using AI tools to automate tasks like creating titles 
and meta descriptions, with one employee performing the work of three 
people. Cutting off access to this critical time-saving resource was cata-
strophic for the SEO team.

When we left LL Flooring and stepped back into the marketing industry 
at large, we realized that there are books about how to write AI prompts 
and how to get rich quick with AI automation, but not much on how to 
integrate AI responsibly into a content marketing and SEO strategy. So 
that’s what we’ve set out to do here. Instead of focusing on specific AI 
tools, which will quickly outdate this book, we’ve focused on a strategic 
and practical approach to AI that we would want to read as marketers. 
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In case you’re wondering if AI wrote this book, it did not. But it did 
inspire ideas and research, including several examples of AI gone wrong 
that we’ve shared here.

Whether you’re exploring, adopting, or innovating, we want to support 
your AI journey in a way that optimizes the technology opportunity 
without compromising your brand or business goals. We hope this book 
continues to be relevant as the AI landscape continues to evolve.

Who Should Read This Book
Our book is a guide to AI transformation in content marketing and SEO, 
and insightful for marketers across all disciplines: creative (copy, design), 
performance (email, paid media, SEO, user experience), and communica-
tions (PR, social media, investor relations). That’s because content plays 
a role in nearly every marketing effort, and understanding AI in content 
marketing is essential. There’s a reason even SEOs say, “Content is king.”

This book is also beneficial for teams that collaborate with marketing, 
such as sales, customer support, analytics, and even development teams. 
Sales and support can leverage AI-generated content for communica-
tions, while analytics evaluate content marketing and SEO performance. 
Executives (C-level, legal, HR, IT) will find value in this book as they 
develop generative AI marketing strategies within a broader company 
AI strategy.

Finally, college students and recent graduates who are our next genera-
tion of marketers will benefit from understanding AI’s role in content 
marketing and SEO. Tools change. Tactics change. Those who under-
stand AI strategy well enough to implement it will have a competitive 
edge in this job market and in the future.

What This Book Does and Doesn’t Cover
This is not a technical or step-by-step book. AI is changing quickly. This 
book does cover key concepts, use cases, and actionable recommenda-
tions that you can use to incorporate AI into your content marketing 
framework, with special consideration for SEO. This book does not 
promote a fully automated approach to generative AI (GenAI); it’s a 
guidebook for businesses, brands, and regulated organizations to use 
GenAI responsibly, ethically, and with human oversight to minimize 
risks while improving productivity.
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How This Book Is Organized
We begin by exploring the current landscape and giving you a crash 
course in how AI works. Then we focus on key principles that AI con-
tent marketing must address to meet customer needs and keep pace with 
Google’s evolving algorithms.

The next few chapters will help you navigate the risks and opportunities 
inherent in generative AI and will recommend guidelines with which 
you can better protect your business. We’ll look at ways you can lever-
age AI to streamline content marketing operations and how it’s taking 
analytics to the next level.

Finally, if you’re working for an e-commerce company, a nonprofit, or 
a regulated industry, check out the chapters we wrote for those specific 
industries, as they include unique AI challenges and opportunities you’ll 
want to understand. Whether your industry is covered in detail or not, 
you will find value in those chapters.

Ready to use AI to power your content marketing and SEO? Let’s dive in.

Jenny Halasz & Catherine Seda 
https://www.linkedin.com/in/jennyhalasz/ 

https://www.linkedin.com/in/catherineseda/

https://www.linkedin.com/in/jennyhalasz/
https://www.linkedin.com/in/catherineseda/
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AI’s Impact on 
Marketers

AI is a game-changer for marketers.  

It’s time to level up.

For years, we marketers have been tasked with 

doing more and producing more. It’s exhaust-

ing. Even in leadership roles where we focus on 

marketing strategy, we’re often busy in meetings 

or fighting fires, including broken tracking code, 

budget reconciliations, and data discrepancies. We 

rarely get resources to help… until now.
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AI-Powered Content Marketing and SEO

Executives are drooling over artificial intelligence (AI). It’s so shiny, with 
its promise of massive cost-savings and productivity. Some executives 
are thinking, “AI can spit out 100 blog articles for SEO? Great. Let’s also 
use AI to send mass emails, create all our social media comments, design 
our brand campaign assets—let AI scale marketing!”

Not so fast.

AI is not a magic button. You can’t press it and forget it. It’s a tool. Yes, it’s 
a powerful tool for marketers that absolutely helps with content marketing 
and search engine optimization (SEO). When properly wielded, AI drives 
efficiencies. However, before we explain how marketers can integrate it 
effectively into their work to improve productivity without damaging 
consequences, let’s see how the AI revolution is impacting content and 
SEO, and what this means for marketers.

Content Marketing and SEO Transformation
When done correctly, content marketing is effective but can be painful. 
The process is manual and slow and requires many resources. Think 
about the steps and time it takes at a corporate brand to develop and 
publish a piece of content, like a blog article, for example.

At LL Flooring, where we both previously worked, when a blog article 
was delivered by our partner agency, it then passed through five internal 
teams—creative, brand, content, SEO, and e-commerce—though not 
in a linear order. Additionally, the installation or merchandising team 
would review the article if their subject matter expertise was needed. 
An article could take weeks to move through this workstream, and 
occasionally it got lost or stuck within a team. Sound familiar? Although 
we streamlined the blog workstream across teams, the manual processes 
of writing, editing, optimizing, fact-checking, and publishing a blog 
article were still cumbersome.

AI-powered content marketing is faster, smarter, and more data-driven.

Here are a few use cases and examples of AI content marketing in action:

•	 Faster: Repurpose one webinar into a transcript, blog articles, social 
media posts, and an email newsletter within minutes or hours instead 
of days.

•	 Smarter: Automatically adjust website content, like the homepage 
banner with a relevant call to action, in real time based on the user’s 
previous interactions or geographic location.
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•	 Data-driven: Predict which website pages are more likely to get 
increased traffic and generate content briefs with SEO in mind 
significantly faster, so the team can prioritize optimizing those pages.

AI helps brands save time and resources while delivering better 
experiences to their audiences. AI empowers marketers to improve their 
productivity and results, not just content marketers but SEOs (search 
engine optimizers) too.

NOTE:  In the digital marketing industry, it’s common to refer to SEO as 

search engine optimization and to SEOs as search engine optimizers.

AI-powered SEO tools and AI features within long-standing SEO plat-
forms are now available. Thanks to AI’s ability to analyze huge amounts 
of data, it can recommend keyword strategies better and predict user 
trends. This saves SEOs weeks of time wading through data looking 
for patterns and opportunities. AI is not an SEO strategist. With the 
insights it can provide, SEO leaders can invest more time in building 
effective strategies and processes. And they’ll need to spend more time 
on SEO strategies, because AI is changing the search experience too.

Chances are you’ve noticed something different about Google lately. 
When you search on a topic, you may see an AI-generated snippet of 
information displayed at the top of the organic search results. These 
snippets are meant to provide helpful information without requiring you 
to click through to visit a website or multiple websites. Unfortunately, 
these snippets aren’t always reliable. That’s challenge number one. 
Another challenge is that now SEOs and content marketers need to 
focus on optimizing their website content to increase the chances of 
appearing in these snippets, as these are receiving priority placement 
over organic search engine listings. We’ll dig into the reasons behind 
why AI-generated search results have varying levels of usefulness in 
Chapter 3, “Search, Personalization, and SEO,” as well as what you can 
do to address the issues.

Now that you understand the high-level impact of AI on content 
marketing and SEO, you may be wondering what this means for your 
role and your future career. We pulled together research to help content 
marketers and SEOs understand the job market and what next-level 
skills are becoming increasingly important.
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The Changing Job Market
At a global level, the overall job market looks promising. According to 
the World Economic Forum’s “Future of Jobs Report 2025,”1 by 2030, 
AI and other technologies will displace 92 million existing jobs but will 
create 170 million jobs. An increase of 78 million new jobs is great news.

Then why does the job market feel so difficult for marketers right now?

Economic pressures and AI advancements have been fueling a volatile 
job market the past few years.

According to LinkedIn’s “2024 Global Marketing Jobs Outlook” report,2 
widespread layoffs impacted many marketers, and “job postings fell 42 
percent in 2023 compared to 2022.” Although LinkedIn reported a 76 
percent increase in marketing job postings from 2023 to 2024, it’s impor-
tant to note that these reflect job listings and not necessarily roles that 
were actually filled. A percentage of postings are never intended to be 
filled, or may be completely fake, but they are created to collect résumés 
or the illusion of company growth.

So if your career ride has had more ups and downs than a rollercoaster 
these past few years, you’re definitely not alone. We’ve been there too, 
along with colleagues across marketing roles—from copywriters to chief 
marketing officers (CMOs).

According to a 2025 survey by Superpath, a career resource for content 
marketers, the job market is still tough. In Superpath’s “Content 
Marketing Salary Report” updated for 2025, more than 40 percent of 
respondents believe the current content marketing job market is “weak” 
or “very weak.”3 Although only 13 percent of content marketers surveyed 
reported they were laid off in 2024, as opposed to 16 percent in 2023, 
content marketers are dealing with layoffs. AI is a high contributor.

1	 https://www.weforum.org/publications/the-future-of-jobs-report-2025/digest/

2	 https://business.linkedin.com/content/dam/business/marketing-solutions/
global/en_US/site/pdf/infographics/2024-marketing-jobs-outlook.pdf

3	 https://www.superpath.co/blog/content-marketing-salary-report

https://www.weforum.org/publications/the-future-of-jobs-report-2025/digest/
https://business.linkedin.com/content/dam/business/marketing-solutions/global/en_US/site/pdf/infographics/2024-marketing-jobs-outlook.pdf
https://business.linkedin.com/content/dam/business/marketing-solutions/global/en_US/site/pdf/infographics/2024-marketing-jobs-outlook.pdf
https://www.superpath.co/blog/content-marketing-salary-report
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AI CHALLENGES IN THE JOB MARKET 

AI is creating challenges for both job seekers and employers. Applicants are 

struggling to get past AI screening tools, while employers are overwhelmed 

by fake applicants seeking to obtain control of private company systems. 

Globally, one in four candidate profiles is expected to be fake by 2028, 

according to research firm Gartner.4

As marketers, we get anxious hearing stories about AI replacing human 
jobs. Klarna, a Swedish financial services company, reported that AI has 
saved the company about $10 million in annual savings, partly through 
using AI tools to replace human efforts for graphic design, social media, 
translation, and production.5 Klarna’s CEO, Sebastian Siemiatkowski, 
said that “AI may help the company reduce headcount from 4000 to 
2000 employees” by heavily using AI in marketing and customer ser-
vice.6 Wow, that’s concerning.

Our goal in sharing AI’s potential impact on marketing jobs isn’t to 
cause panic, but to encourage awareness and preparation. This book will 
help you become an AI marketing strategist so you can level up in your 
career. To help you understand what the future of content marketing 
could look like and how you can better prepare, let’s review salaries, 
valuable skills, and freelance opportunities.

Content Marketing Salaries

Keep in mind that salaries vary depending on multiple factors, such as 
geographical location, years of experience, job title, and market condi-
tions. You can use sites like LinkedIn or Indeed to research open job 
postings and see current salary ranges for various content marketing 
positions. We think knowing industry averages helps with personal 
benchmarking and salary negotiations; however, before asking for a 
higher salary in a job offer or promotion, we highly recommend doing 
your own research. That said, the Superpath salary report shows the 
average annual income of the content marketers surveyed by regional 
location (Figure 1.1) and by job title (Figure 1.2). The data in these figures 
gives you a starting point to determine the salary range you can expect.

4	 https://www.gartner.com/en/newsroom/press-releases/2025-07-31-gartner- 
survey-shows-just-26-percent-of-job-applicants-trust-ai-will-fairly-evaluate-them

5	 https://www.wsj.com/articles/klarna-marketing-chief-says-ai-is-helping-it- 
become-brutally-efficient-4ad388d3

6	 https://www.bbc.com/news/articles/c80e1gp9m9zo

https://www.gartner.com/en/newsroom/press-releases/2025-07-31-gartner-survey-shows-just-26-percent-of-job-applicants-trust-ai-will-fairly-evaluate-them
https://www.gartner.com/en/newsroom/press-releases/2025-07-31-gartner-survey-shows-just-26-percent-of-job-applicants-trust-ai-will-fairly-evaluate-them
https://www.wsj.com/articles/klarna-marketing-chief-says-ai-is-helping-it-become-brutally-efficient-4ad388d3
https://www.wsj.com/articles/klarna-marketing-chief-says-ai-is-helping-it-become-brutally-efficient-4ad388d3
https://www.bbc.com/news/articles/c80e1gp9m9zo
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FIGURE 1.1  Income by location, “Content Marketing Salary Report,” by Superpath

FIGURE 1.2  Income by job title, “Content Marketing Salary Report,” by Superpath
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For our U.S. audience, we want to clarify that the average salary of 
$132K for content marketers seems a bit high. Superpath’s income data 
includes people who supplement their income with freelance work, and 
it also includes executive roles; that’s why we’ve included average annual 
income broken down by job title.

For our non-U.S. audience, be aware that 61 percent of the content 
marketers surveyed in Superpath’s report are based in the U.S., which 
means the average income by job title is more heavily influenced by 
U.S. salary data.

We think income by job skill is interesting too (Figure 1.3). Marketers have 
become more specialized over the years. Many companies are looking for 
specific disciplines or expertise.

FIGURE 1.3  Income by skill, “Content Marketing Salary Report,” by Superpath

At a small company or startup, a content marketing generalist or 
individual contributor wears many hats. A generalist often writes and 
publishes content on the company’s blog, social media, email newsletter, 
and other marketing channels.
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In larger companies, there can be a head of content marketing who 
directs the strategy and brand storytelling and collaborates with 
leaders of other teams, such as brand, creative, SEO, email, paid media, 
and analytics. In corporations with multiple brands, there may be a 
dedicated content marketing leader for each brand or group of brands. 
Content marketers, who may report to the content leader or a channel 
leader, are responsible for producing or publishing content for channels 
like social media or email. These marketers need to become fluent in 
AI tools that help them create or execute more of that content faster. 
Your value as a content marketer, however, isn’t solely in knowing how 
to use AI tools. AI demands a complementary set of skills from content 
marketers—regardless of your job title or channel focus.

Next-Level Skills

Certainly, understanding AI strategy in content marketing is essential. 
However, as you’ll learn in Chapter 7, “Marketing Operations and 
Automation,” AI falls short in some areas. Human oversight is 
necessary. Now with the technological advancements of AI, it’s time to 
level up your soft skills.

In “TheFuture of Jobs Report 2025,” the World Economic Forum lists 
the core skills employers consider essential for their workforce, and a 
majority of the top 10 emphasize the importance of critical thinking, 
communication, and adaptability.7 This makes sense in the age of AI, 
when humans should be using their cognitive abilities to complement 
and enhance the capabilities of AI. These soft skills become even 
more valuable as AI takes over routine tasks, highlighting the need for 
marketers to focus on areas that require complex decision-making and 
human insight.

Employers may offer courses or stipends for educational training. Reach 
out to your human resources or learning and development team to learn 
about your options. Some employers may provide reimbursement to 
learning platforms like Coursera, LinkedIn Learning, or Udemy. Or you 
can explore these on your own.

TIP:  Learn the soft skills and AI implementations that prove your value 

before a manager asks, “Why can’t AI do your job?”

7	 https://www.weforum.org/publications/the-future-of-jobs-report-2025/

https://www.weforum.org/publications/the-future-of-jobs-report-2025/
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Unfortunately, most companies have not caught up on AI training for 
employees. According to the Marketing AI Institute’s “2025 State of AI 
Report,” 62 percent of marketing and business professionals surveyed 
said the lack of education and training is the top barrier to adopting AI 
in their marketing.

It’s up to us, as marketing employees or contractors, to educate ourselves. 
In addition to reading books, consider AI marketing certifications for 
a hands-on learning experience (we’ve listed several in Appendix A, 
“Tools and Resources,” and you’ll find a plethora of options online). 
Academic institutions are starting to offer AI marketing certifications to 
professionals and integrate AI courses into marketing degree curricula. 
We suggest searching for job listings for your specialty area (SEO, social 
media, email) or role function (copywriter, graphic designer, ecommerce 
manager) to see which AI tools employers mention most often. Some 
offer certifications specific to their tool, which can help you in a competi-
tive job market.

We see another way for marketers to develop an AI education: freelance.

Freelance Opportunities

Whether a side gig or a stopover on the way to full-time work, try 
freelance work. It’s not a bad idea to have a side hustle that requires AI, 
especially if your current employer doesn’t have an AI policy that pro-
hibits it. This is one way to get hands-on AI experience. We’ve spoken 
with several colleagues who are employed but aren’t allowed to use AI 
at work. They worry about having an AI skills gap if they are laid off or 
have to start looking for their next job. It’s a valid concern. Stay ahead 
of the curve by preparing now. 

If you want to freelance, first review your employer agreement for any 
restrictions. Then check out the marketing services other content 
marketers offer in Superpath’s chart, which breaks down income by con-
tractor and full-time employee (FTE) classifications (Figure 1.4).

TIP:  If freelance marketing work isn’t an option, make learning and using AI 

a hobby. There may be a volunteer position you can take or a friend or family 

member you can help in a way that allows you to learn and use AI tools.
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FIGURE 1.4  Income by responsibility, “Content Marketing Salary Report,” 

by Superpath

We’re happy to see writing as an opportunity for freelance work because 
we personally know talented writers who’ve been hit hard in this job 
market, particularly with the rise of AI writing tools, and writers are 
usually on the lower end of the content marketing pay scale. The same can 
be said for creative marketers such as graphic designers, photographers, 
and video producers, who aren’t included in Superpath’s chart.

The freelance market is competitive, as noted by Superpath CEO 
Jimmy Daly, who explains this market is typically top-heavy, meaning 
only a small group of individuals make a lot of money (seven out of 
74 freelancers reported making more than $200,000 in the Superpath 
report). But at least freelancing can be a good way to supplement your 
income. We’re not recommending you quit your day job without savings, 
but freelancing can be a valuable way to earn extra income while 
developing your AI skills. It could even be a launchpad to becoming a 
solopreneur or starting your own marketing agency. 

It’s a compelling time to freelance or launch a small business now that 
AI can assist with so many business tasks, giving solopreneurs the kind 
of support that used to require a team. We won’t dive into business 
opportunities in this book, but researching the current labor shortages 
in your area may be worth the time investment. For example, there’s a 
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growing demand in many places for health, education, or home services 
like landscaping or cleaning. Or you could start a personal project that 
you’re excited about. You’ll benefit by using your AI content marketing 
skills in your own business or a fun hobby.

A Future-Proof Framework
The hype of the AI revolution has already passed. Many companies are 
actively integrating AI into their marketing operations. In the age of AI, 
marketers and brands need a future-proof framework to get ahead and 
stay ahead.

For Marketers

Certainly, the importance of having a firm grasp on AI tools relevant 
to your content marketing role goes without saying. You may be using 
AI content marketing platforms like Copy.ai, Jasper, or Writer; or 
conversational AI tools like ChatGPT, Claude, Copilot, Gemini, or 
Perplexity. Another possibility is that you’re using channel-specific tools 
like SEMrush or Ahrefs that have integrated AI capabilities into their 
SEO platforms.

We believe the core pillar to your success as an AI content marketer is 
strategy. Content creation is one thing. It’s quite another to understand 
the opportunities and liabilities of AI and how to best integrate it into 
your marketing process to maximize efficiency with minimal risks to 
your employer’s brand or business. As much as every brand must pri-
oritize customer experience, marketers are the ones on the front lines, 
ensuring that content aligns with customer needs and delivers value. As 
you’ll read in Chapter 4, “Authenticity and Authority,” creativity plays a 
big role. It’s up to you to find ways to keep the brand’s voice and values 
in content instead of letting AI kill it.

A common complaint from content marketers is feeling undervalued. 
That’s likely because content marketing return on investment (ROI) 
is often tied to long-term results like brand awareness and reputation, 
so it’s hard to measure results in real time. Although later in the book 
we highlight key content marketing metrics and how AI is changing 
analytics, we encourage all content marketers to improve their data 
analytics knowledge. You don’t need to become certified, although 
that wouldn’t hurt. Content marketing leaders should collaborate 
with analytics leadership on key performance indicators (KPIs) for 
content marketing. Team members should ask leaders what those 
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KPIs are, and how to align their work to them. Although job security 
is never guaranteed, demonstrating content marketing performance 
improves your chances of staying and thriving within the company. 
Understanding analytics is an important steppingstone toward a 
leadership role.

For Brands

Our top recommendation for corporate brands is to develop a company-
wide AI strategy, along with department-specific strategies. Establishing 
an AI framework first will help your teams avoid costly mistakes later. 
This framework should include goals for AI development and use. 
It should also include AI policy (rules) and governance (operations). 
Chapter 6, “Bias, Ethics, and Legal Risks,” includes guidance for creating 
a policy and governance strategy. You should also consult with legal 
counsel experienced in advising on AI use in the workplace.

To support your teams in the effective integration and use of AI 
technology, we highly recommend investing in AI training for 
employees. Ask your human resources team to explore AI workplace 
training services that may be provided by the employee learning or 
team management platform your company uses. Be sure your training 
covers your AI policy, what should be included in an AI policy, and who 
should be involved in developing it. We will explain this in more detail 
in Chapter 6. We also strongly encourage you to update your employee 
security training to include AI-related issues and safety best practices.

Companies should not solely focus employee training on policy and 
security. Each team using AI should receive ongoing departmental 
training and participate in routine audits to identify effective use cases, 
surface questions or concerns, and identify potential risks as AI use 
evolves within the organization. Employee AI education is valuable 
in future-proofing your company against changing technology and 
regulations. It will also significantly boost productivity.

We stress the importance of human supervision of AI in content marketing 
and SEO throughout this book. Yes, you can automate many tasks to cut 
costs and gain efficiency. But keeping human oversight is crucial.

Finally, every company must prioritize the customer experience when 
using AI. For small businesses looking to build a brand, a unique voice 
stands out. For larger companies, irresponsible use of AI in content 
marketing can damage the brand, trigger SEO issues, and become an 
expensive legal liability.
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Introduction to AI Definitions 
and Concepts

People can mean different things when they talk about AI. So before we 
jump into discussing how it can be applied to content marketing and SEO, 
we think it’s essential to define the terms you will use. Although many 
other sources have a comprehensive glossary of AI terms, we’ve included a 
few important definitions that we’ll refer to throughout this book. If you’d 
like to read a bigger glossary, check out the “AI Key Terminology” web 
page on the U.S. General Services Administration website.8

Artificial intelligence (AI) refers (at a high level) to machines that can 
simulate human intelligence by using feedback loops of data to “learn” 
with minimum human intervention. AI is generally used to process 
volumes of data that are beyond the scale of what a human can analyze. 
AI-powered tools can help content and SEO marketers with their work.

Algorithms in very simple terms are any processes or sets of rules used to 
solve a problem or complete a calculation. Although an algorithm may 
run repeatedly with new information each time, or multiple algorithms 
may run together, they are finite, meaning they will inevitably reach  
an endpoint.

Machine learning (ML) is a broad concept that refers to computer 
systems drawing inferences from data. Machine learning uses one 
or more algorithms and statistical models to analyze data. Machine 
learning without natural language processing (NLP) is algorithmic AI. 
Machine learning with NLP is generative AI (GenAI). GenAI is what 
most of this book is about, so we cover it and explain NLP in more 
detail in the “Generative AI Tools, Assistants, and Agents” section  
in this chapter.

Algorithmic artificial intelligence (AAI) refers to mathematical AI sys-
tems that go beyond fixed rules, essentially “talking” to other computers 
to analyze information and make decisions. AAI is used in scientific and 
medical applications, such as detecting early signs of breast cancer that 
may be missed by doctors by comparing a patient’s images against large 
training datasets of previously diagnosed medical images. Google has 
been using AAI since 20019 in various aspects of their services.

8	 https://coe.gsa.gov/coe/ai-guide-for-government/what-is-ai-key-terminology/

9	 https://blog.google/technology/ai/google-ai-ml-timeline/

https://coe.gsa.gov/coe/ai-guide-for-government/what-is-ai-key-terminology/
https://blog.google/technology/ai/google-ai-ml-timeline/
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Generative artificial intelligence (GenAI) is what most of us now think 
about when we think about AI. It’s a type of deep machine learning that 
seeks to generate new data (text, images, or other content) based on a set 
of training data. Chat GPT (text) and DALL-E (images) are popular tools 
based on GenAI, which is what most marketers or SEOs use when they 
use AI to help them in their work. We cover this in more detail in the 
“Generative AI Tools, Assistants, and Agents” section.

Natural language processing (NLP) is a subfield of AI that uses machine 
learning, and in some cases deep learning, to communicate with users 
in natural human language. NLP is tricky to understand because it 
can appear that the AI is “learning.” What the AI is actually doing 
is taking in new information. This can happen through supervised 
or unsupervised “learning,” as we discuss in the following sections. 
Although NLP can be used in any AI implementation, it is most 
commonly used in GenAI.

Neural networks in humans are the interconnected nodes and neurons 
in the brain that allow the brain to absorb, assimilate, and process 
new information. Artificial neural networks are modeled after the 
human brain but (currently) lack the ability to apply ethics, morality, 
or other non-defined decision structures to decision-making. Artificial 
neural networks use multiple nodes in layers to accomplish complex 
calculations and arrive at a decision. More than three layers of nodes is 
classified as deep learning.

Deep learning (DL) is a form of machine learning that uses multiple neural 
networks to simulate the processes that occur in the human brain. The 
computer can assimilate new information but cannot “learn” the way a 
human can. Deep learning is what makes it possible for GenAI to produce 
relevant, high-quality content for SEOs and content marketers.

Large language models (LLMs) are a type of deep learning model that are 
pre-trained on very large sets of data. LLMs are used for NLP to create 
text or responses that seem like they were written by a human. ChatGPT 
is a popular GenAI tool based on LLM technology. If you’ve used it, you 
may know that the accuracy of its responses is limited based on the data it 
was trained on and when that training data was last updated.

Supervised learning happens when information is intentionally intro-
duced to an AI system using labeled data, meaning that input data is 
paired with corresponding output data. Clear instructions are given to 
train the AI system. However, supervised learning can still be risky if the 



15
Chapter 1: AI’s Impact on Marketers

training dataset accidentally includes personally identifiable informa-
tion (PII) or the input data is incomplete. This is of particular concern 
in the health, education, and government uses of AI, as we discuss in 
Chapter 11, “AI in Regulated Industries.”

Unsupervised learning occurs when the AI system is provided with 
information that is not clearly labeled with input–output pairs and the 
AI is expected to make its own conclusions about how to connect the 
information. This commonly occurs when LLMs are updated with more 
recent crawls of content. ChatGPT is an excellent example of an AI that 
“learns” unsupervised. This opens potential legal and ethical issues that 
we go over in Chapter 6.

Hallucinations occur when an AI delivers an inaccurate or incorrect 
conclusion. This happens because the data it’s working with is limited, 
incomplete, or incorrect. This can commonly occur with unsupervised 
learning. Hallucinations are a nightmare for marketers and brands if 
AI generates content that misleads consumers, makes harmful claims, 
or violates regulations. We’ll cover ways to reduce the impact of 
hallucinations throughout this book.

WARNING ABOUT HALLUCINATIONS

Be aware that hallucinations can be dangerous and can keep creators of AI 

systems awake at night. There are dozens of examples, but perhaps none so 

instructive as Meta’s Galactica. For three days after it launched, Galactica spit 

out nonsensical, biased information instead of helping scientists, as it was 

intended to do.10 Perhaps most humorously, it cited a fake scientific paper, 

attributed to a real author, about the origin of bears in outer space. Meta 

pulled the project almost immediately.

If you’re already overwhelmed with these glossary terms, that’s OK. 
The graphic in Figure 1.5 may help. Now that you have an overall under-
standing of several important concepts in AI, let’s talk in more detail 
about generative AI, which is particularly relevant for content marketing 
and SEO.

10	 https://www.technologyreview.com/2022/11/18/1063487/meta-large-language- 
model-ai-only-survived-three-days-gpt-3-science/

https://www.technologyreview.com/2022/11/18/1063487/meta-large-language-model-ai-only-survived-three-days-gpt-3-science/
https://www.technologyreview.com/2022/11/18/1063487/meta-large-language-model-ai-only-survived-three-days-gpt-3-science/
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FIGURE 1.5  How AI works, simplified for marketers

Generative AI Tools, Assistants, and Agents

The next evolution of AI is already happening as we write this book. AI 
agents are the new buzzword. To fully understand AI agents, we need to 
explain GenAI a little more.

Generative AI (GenAI) Tools

Generative AI is what makes AI tools accessible to the non-technical 
person. It takes computer language and “translates” it into human language 
using LLMs. GenAI tools create new content, such as text, images, audio, 
video, or code, based on an instruction (“prompt”) given to them and an 
expected output style (text, image, code, and so on). Examples of these that 
you may already use include ChatGPT, Claude, DALL-E, Sora, and Suno. 
Most of the information we cover in this book pertains to GenAI tools.

AI Assistants

AI assistants like Apple Siri or Google Assistant are popular tools that use 
GenAI. They also use personal data about you and your habits to help you 
complete tasks. You can ask your assistant to tell you your schedule or make 
a dinner reservation. Here’s an example assistant prompt:

“Hey Siri, make a reservation for dinner at 7 p.m. today at Corner Bistro.”

The AI assistant may use your OpenTable app to make the reservation. 
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AI Agents

AI agents are the next evolution in AI capabilities because they can use 
multiple GenAI tools together to perform a task or make a decision. 
The key difference between an assistant and an agent is that you must 
tell an assistant what you want. An agent can use other information to 
determine the best response.

In the dinner reservation example, you can use an AI agent to complete 
a more esoteric task.

“Hey agent, I want to go to dinner on Friday.”

The agent can use multiple tools or even other agents to autonomously 
make you a reservation at Corner Bistro and respond with something like

“I made you a reservation at Corner Bistro because it has great reviews and is 
near your office. The best available time was 7:15 p.m.”

The key is that if you ask an agent a question, it has more than just the 
defined ways it can respond. For example, if you ask the agent to define 
a complicated process, it may choose to respond with an image of a flow-
chart of the process. Agents can also “learn” to start tasks on their own, 
to work with other agents to complete multi-step processes, and to take 
proactive measures without being told. Table 1.1 shows a comparison of 
an AI assistant with an AI agent.

TABLE 1.1   AI Assistants vs. AI Agents

AI ASSISTANTS AI AGENTS

Reactive Proactive 

Respond to a specific prompt Determine how to achieve a 

provided goal 

Complete simple tasks Make decisions, complete complex 

processes

With a diverse range of business applications, it’s no wonder the market 
for AI agents is expected to skyrocket. The Boston Consulting Group 
reports that AI agents are becoming more prolific across technology 
applications, growing with a 45 percent compound annual growth rate 
over five years.11

11	 https://www.bcg.com/capabilities/artificial-intelligence/ai-agents

https://www.bcg.com/capabilities/artificial-intelligence/ai-agents
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You may be familiar with AI agents for social media bots like Sprout 
Social’s Smart Inbox or business process agents like NVIDIA’s Eureka 
or Microsoft’s Copilot Studio.

“Agents open up a whole set of opportunities for working with people and 
getting tasks done, and that’s what we expect from AI systems. AI agents 
are not only a way to get more value for people but are going to be a para-

digm shift in terms of how work gets done.”

—Ece Kamar,  
Managing Director, Microsoft’s AI Frontiers Lab12

What’s truly remarkable is that tools like these can autonomously inter-
act with users, make real-time decisions, and improve their responses to 
accomplish tasks or goals more effectively. However, because AI tools and 
agents rely on other datasets rather than on novel ideas, they can still 
make costly mistakes for a brand, which we’ll explore later in this book.

12	 https://news.microsoft.com/source/features/ai/ai-agents-what-they-are-and-how- 
theyll-change-the-way-we-work/

Don’t Fall Behind—Evolve with AI
This is an exciting time, and a nerve-wracking time, for marketers and 
brands. AI technology is quickly changing the way marketing works.

As companies race to adopt AI for faster, smarter marketing, we 
encourage leadership to equip their teams with the training needed to 
skillfully shift to AI-powered content and SEO marketing. Empowering 
your marketing team is key to keeping your brand competitive.

Most employers don’t yet offer AI training. When they do, it’s likely 
to focus on company-wide AI policies rather than marketing-specific 
applications. So take charge of your own education and career 
growth by getting hands-on experience with AI, whether in your 
current role, in a side project, or both. Use the job market insights 
from this chapter to identify soft skills you may want to sharpen, 
as these are becoming increasingly important. Now that you have a 
better understanding of relevant AI concepts and definitions specific 
to marketing, let’s move on to strategy.

https://news.microsoft.com/source/features/ai/ai-agents-what-they-are-and-how-theyll-change-the-way-we-work/
https://news.microsoft.com/source/features/ai/ai-agents-what-they-are-and-how-theyll-change-the-way-we-work/


229

Index
NUMBERS
24/7 customer service, 22–28

2023 Resume Builder survey, 111

2024 Electricity report, 109

2024 Global Marketing Jobs Outlook 
Report, 4, 222

2025 Consumer Expectations Report, 222

2025 Influencer Marketing Report by 
Collabstr, 93

2025 Journal of Clinical Medicine 
article, 208

The 2025 Sprout Social Index Edition 
XX, 223

2025 Sprout Social Index report, 
88–89, 102

“2025 State of AI Report,” Marketing 
AI Institute, 9

The 2025 State of Grantseeking Report, 
192–196, 223

The 2025 State of Marketing AI Report, 
222

2025 “The State of AI in Nonprofits” 
report, 181, 197

2030 projections for job market, 4

A
AAI (algorithmic artificial intelligence), 13

acceptance, Guidelines for Responsible 
AI Usage, 119

AccessiBe lawsuit, 202–203

accessibility. See also AI compliance; 
web accessibility

and AI, 202–203

including in inclusivity content 
strategy, 189

accountability

Guidelines for Responsible AI Usage, 117

ownership of, 127–128

actions, focus on, 147–148

Activation phase

AI–human organic social media 
matrix, 90

AI–Human Paid Media Matrix, 101

ADA (Americans with Disabilities Act) 
compliance, 200–201

Adobe Firefly AI product, 216

advertising, authenticity in, 99. See also 
GenAI Ad Content Brand Trust QA 
Checklist

agentic AI, 141–142

“The Age of Intelligence” report, 223

Ahmadi, Elaheh, 24

AI (artificial intelligence)

annual growth rate, 97–98

building into SEO practice, 62–69

content quality, 126

defined, 13

evolving with, 18

versus human insight, 100

limitations of, 78–79

measuring in practice, 149–153

powering ads that connect, 97–98

saving time in work, 126

smart ads and smart limits, 98–101

using to sharpen strategy, 102

value of feedback loops, 101–102

AI agents, 17–18

AI algorithms, 43

AI and customer strategy, future trends 
in, 36–37

AI assistants, 16–17, 26, 59–62, 78. See also 
AI tools

AI chatbots

directing responses of, 26

using for customer support, 23–24

AI committee, forming, 112, 120



230
Index

AI compliance. See also accessibility; 
compliance questions

and human judgment, 211

WCAG (Web Content Accessibility 
Guidelines), 200

web accessibility, 200–202

AI content marketing ecosystem. See also 
content marketing

AI tools, 128–132

custom GPTs, 132–134

training AI on brands, 134–135

AI content marketing platforms, 11

AI costs, payment for, 110–111

AI crawlers, protecting data from, 
172–173

AI data centers, environmental costs 
related to, 109

AI definitions and concepts

AI agents, 17–18

AI assistants, 16

generative AI tools, 16

introduction, 13–16

AI diagram, 16

AI–enabled search, 169

AI–generated advertising, consumer’s 
responses to, 98–99

AI–generated content

pitfalls of, 79–80

usage of, 88

AI–Human Paid Media Matrix, 101

AI in practice, measuring, 149–153

AI integration

accountability, 127–128

AI versus humans, 125–127

goals and efficiency metrics, 122–125

AI issues in automotive, 84

AIOs (AI Overviews). See also SERP 
(search engine results page) 
with AIOs

generation of, 53

wrongness of, 77

AI outcomes for organizations, 123

AI Policy for Businesses template, 224

AI prompts, tracking, 151–153

AI queries, water requirements, 110

AI referrals, adding channel for, 149–150

AI Responsibility by Marketing Title, 128

AI risk, mitigating, 120

AI–SEO buzz, myths behind, 97. See also 
SEO (search engine optimization)

AI SEO tools, 217

AI shopping assistants, 32

AI terminology, 13–15, 219

AI tools. See also AI assistants

for content generation, 128–132

listing prohibited inputs, 138–139

mentions in, 151

referrals from, 150–151

for SEO guidance, 70

AI tools (content specific)

Adobe Firefly, 216

Copy.ai, 215

ElevenLabs, 216

Jasper, 216

Sora, 216

Writer, 216

AI tools (general purpose)

Chat GPT, 214

Claude, 214

Copilot, 214

Gemini, 215

Perplexity, 215

AI tools (SEO-specific)

Clearscope, 217

MarketMuse, 217

Surfer SEO, 217

AI tools, “I don’t know; let me ask a 
human” response, 24

AI tools, rise of web search in, 37

AI training. See training

AI translation tools, using with 
languages, 188

AI trustworthiness, drop in, 88. 
See also trust

AI use policy, 104, 115–119

AI versus humans, 125–127

algorithms, defined, 13

alligator mouth, appearance in GSC 
accounts, 145

always-on customer support, 22–28

Amazon’s AI–generated books, 43

Amazon’s Rufus AI shopping assistant, 
32–33



231
Index

American Marketing Association 
certification, 220

Amini, Alexander, 24

Analysis stage of workflow, 137, 228

analyst, taking active role as, 157

“The Anatomy of a Large-Scale 
Hypertextual Web Search Engine,” 72

annual income averages, 6–7. See also 
The Content Marketing Salary 
Report (2025)

“anuraag,” 155

AOV (average order value), 168

Apple Siri, 16

AR (augmented reality), 36, 176

Artificial Intelligence (AI) Driven Tools 
in the Workplace Policy template, 
224, 224

Atlanta City Council, ban on new data 
centers, 110

attribution structure and model, 148–149

audience, putting first, 88

Audience phase

AI–human organic social media 
matrix, 90

AI–Human Paid Media Matrix, 101

audio. See ElevenLabs AI audio company

audits and technical SEO, 65–66

Augmented World Expo’s Reality 
Multipass, 141

authenticity and authority

demonstrating, 84–85

importance of, 88–89

authenticity in advertising, 99

Authoritativeness in EEAT, 74–75

authorities, people as, 76

authority, signal of, 72

automation versus humanization, 89–92

automotive, AI issues in, 84

average annual income

by job title, 6

by location, 6

by responsibility, 10

by skill, 7

awareness, role in customer journey, 30

AWS (Amazon Web Services), 43

Ayima, 218

B
Baby Boomers brand loyalty, 20

backlinks, 96, 187

backups, making, 154–157

bad press, 82–84

Bain & Company study, 21

Balto.ai’s “2025 Consumer Expectations 
Report,” 27, 36

“Barbie” selfie generator, 140

beauty brands, opposition to GenAI, 99

Beck, John, 84

best practices, Guidelines for Responsible 
AI Usage, 119

bias issues. See also brand reputation

considering, 104

data inputs, 105

feedback loops, 106

bias issues, Guidelines for Responsible 
AI Usage, 118

Black Hat SEO with AI, 69

Bon, Holly, 175

Book Bot at NCSU, 41

brand consistency, 139–141

brand impact, promises of 
sustainability, 108

brand influence, building lasting, 102. 
See also influencers

branding and impressions, 145–147

brand loyalty. See also customer loyalty

earning and losing, 21

by generation, 20

value of, 21

brand recognition, 96

brand reputation. See also bias issues

bad press, 82–84

links and rankings, 81

overview, 80–81

brands

average spend for, 93

favoring by consumers, 89

future–proof framework, 12

training AI on, 134–135

Brand Safety and Compliance Questions 
to Ask GenAI Tool Providers 
checklist, 227

brand safety questions, 131–132
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brand voice, 84–85

buyer personas, advice about, 126

buying guides

for completing purchase, 32

for consideration stage, 31

for expanding awareness, 30

explained, 29

and SEO, 35

using to improve support, 34–35

byten21, 140–141

C
CAF (content acceleration factor), GenAI 

efficiency metric, 124

“Caffeine” update to Google, 42, 56

CAGR 2025-2029, 97–98

California Pizza Kitchen, cheese with no 
mac, 173

Camping World case study, 27

candidate profiles, “fakeness” of, 5

capital city word vector visualization, 46

Capsa platform, 24

Carruthers, Leslie, 133–134, 142

case studies, campaign activations, 
140–141

CCPA (California Consumer Privacy 
Act)/CPRA (California Privacy 
Rights Act), 113

CDNs (cloud delivery networks), 171

centralized GenAI model, 140

certifications

American Marketing Association, 220

Content Marketing Institute, 220

Marketing AI Institute, 220

MarketingProfs, 221

O’Reilly, 221

Writing.io, 221

charitable giving in 2024, 191

chatbots. See AI chatbots

ChatGPT

basis on GenAI, 14

“better shopping experience,” 174

citation sources for REI, 83

versus custom GPT, 132

fact–checking, 92

features, 214

medication incident, 206

prompt and response, 57

prompt for REI reputation, 82

ChatGPT Path Chrome Extension, 218

checklists

Brand Safety and Compliance 
Questions to Ask GenAI Tool 
Providers, 227

GenAI Ad Content Brand Trust QA 
Checklist, 226

GenAI Organic Content QA 
Checklist, 225–226

Workflow for AI Integration, 228

Chen, Sarah, 207

Chupa Chups AI World of Lollipops, 141

citations

and KPIs, 152

tracking, 152

Claude AI assistant

features of, 214

hallucination by, 24–25

use of, 37

Clearscope content optimization tool, 217

c–level executive, AI responsibility, 128

closing sales, 177

Cloudflare, 172

CMOs (chief marketing officers), 4

CNET content with financial errors, 79

collaboration, importance of, 138

competitive advantage, predictive 
content as, 78–80

compliance improvement, GenAI 
efficiency metric, 124

compliance questions, 131–132. See also 
AI compliance

consideration, role in customer journey, 
30–31

Consumer Loyalty Index 2024, 224

content. See also evergreen content; 
online content; predictive content; 
UGC (user–generated content)

grouping together, 161

role in customer journey, 28–35

content creation

enhancement of SEO programs, 68–69

GenAI use case, 182

content markers, feeling undervalued, 11
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content marketing. See also AI content 
marketing ecosystem

GenAI use cases, 182

ROI (return on investment), 11

use cases and examples, 2–3

content marketing and SEO 
transformation, 2–3

content marketing generalists, 7

Content Marketing Institute

2025 Career Outlook report, 125

certification, 220

impact on marketing operations, 136

content marketing salaries, 5–8

The Content Marketing Salary Report 
(2025), 223. See also annual income 
averages

“Content Marketing Salary Report,” 
Superpath, 4–8

content pillar, explained, 138

content repurposing GenAI use case, 
182–183

content titles case study, 66

content usage rights, obtaining, 95

contributor, AI responsibility, 128

Copilot Microsoft AI assistant, 214

Copilot Studio AI agent, 18

COPPA—United States (Children’s 
Online Privacy Protection Act), 113

Copy.ai AI content generation tool, 215

“Copyright and Artificial Intelligence 
Report,” 114–115

copyrighted content, training AI on, 42

copyright infringement, 114

Corporate AI Policy template, 224

cost per asset, GenAI efficiency 
metric, 124

costs of AI, payment for, 110–111

Creation stage of workflow, 137, 228

creative brainstorming GenAI use 
case, 182

Creative phase

AI–human organic social media 
matrix, 90

AI–Human Paid Media Matrix, 101

CRM (customer relationship 
management), 105

CTR (click–through rate), 63, 65, 146

Cue, Eddy, 37

customer journey

awareness, 30

consideration, 30–31

development of, 78

purchase, 31–33

role of content in, 28–29

stages in, 28

support, 33–35

customer loyalty, 20–21. See also 
brand loyalty

customer reviews, 81

customers, dollars spent on, 20

customer search needs, changes in, 36

customer strategy and AI, future trends 
in, 36–37. See also strategy

customer support, always on, 22–28

custom GPTs, building, 132–134

D
DALL–E, basis on GenAI, 14

Daly, Jimmy, 10

data, protecting from AI crawlers, 
172–173

data center applications, rejection by 
Malaysia, 110

data collection, sharing with customers, 
21–22

data–driven AI content marketing, 3

data inputs and bias, 105

data protection and privacy, 112–113

deepfakes

ethics and dangers, 207–208

watching out for, 94

deep learning, 14

design generation AI tools, 129

Dewey Decimal System, 40–45

diabetes treatment protocol, 
visualization of, 207

Digital Defynd case study, 168

digital replicas, unauthorized use of, 94

direct channel, attribution model, 
148–149

Director/VP, AI responsibility, 128

direct traffic, reducing, 149

disclosures, FTC and federal ethics, 209

Distribution stage of workflow, 137, 228
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DL (deep learning), 14. See also learning

Dove, response to GenAI, 99

Dublin, development of data 
centers in, 110

duplicate content titles case study, 66

E
e–commerce

AI–enabled search, 169

AI image processing, 169

closing sales, 177

emerging opportunities, 174–176

fraud and risk prevention, 170–173

personalization, 163–168

product pages, 160–163

structured data, 169–170

voice and visual search, 170

editing AI tools, 129

education and training, lack of, 9

education resources

Glossary of Key AI Terminology, 219

Google IO, 219

Google PageRank, 219

Google’s AI History, 219

Large Language Models, 220

Tracing the Thoughts of an LLM, 220

EEAT (Experience, Expertise, 
Authoritativeness, Trust)

AIO wrongness, 77

and lasting brand influence, 102

overview, 72–76

people as authorities, 76

EEAT diagram, 74

EEAT validation and content 
visibility, 96

efficiency metrics and goals, defining, 
122–125

ElevenLabs AI audio company, 216

emerging opportunities, 174–176

energy consumption, 109–110

engagement, 154

environmental costs, 108–111

error reduction rate, GenAI efficiency 
metric, 124

ethical considerations, Guidelines for 
Responsible AI Usage, 118

ethical issues

considering, 106

environmental costs, 108–111

human impact, 111–112

transparency, 107–108

EU AI Act, 107

Eureka AI agent, 18

evergreen content, 43. See also content

Experience in EEAT, 74

Exploding Topics statistic, 43

extensions. See software and extensions

F
fact–checking, 163

fake applicants in job market, 5

fake media, watching out for, 94

fake reviews, 173. See also reviews

fake transactions, flagging, 171

Fast Company 2025 article, 94

faster AI content marketing, 2

federal and FTC ethics, 209–210

feedback loops, 101–102, 106

Fishkin, Rand, 146

Forbes articles

agentic AI, 141

tracking KPIs, 123

fraud and risk prevention, 170–173

freelance opportunities, 9–11

FTC (Federal Trade Commission), 107

FTC rules and ethics, 203, 208–210

fundraising and grant seeking, 189–196

“Future of Jobs Report 2025,” World 
Economic Forum, 4, 8

future-proof framework

for brands, 12

for marketers, 11–12

future trends, 36–37

futurism.com, 80

G
GA4 (Google Analytics 4)

attribution paths report, 147

not provided move, 145

Galactica, 15

futurism.com
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Gap Inc., AI–enabled site navigation, 
166–167

Gap’s unity campaign, 79

Gartner research firm, 5–6

Gates, David, 195

GBP (Google Business Profiles), 150

GDPR—Europe (General Data Protection 
Regulation), 113

Gemini, including in organic 
measurement, 149–150

Gemini AI assistant, 59, 61, 215

Gemini CLI, folder deletion after 
hallucination, 155. See also 
hallucinations

GenAI (generative AI)

authenticity of, 80

centralizing across teams, 139–141

creation of content, 163

dangers of, 26

definitions and concepts, 13–14

and human oversight, 80

and medical advice, 206–207

tools, assistants, agents, 16–18, 37

usage projections, 88

GenAI Ad Content Brand Trust 
QA Checklist, 100, 226. See also 
advertising

GenAI content

disclosing, 100

performance in search, 76

GenAI Efficiency Metrics, 124

GenAI Organic Content QA Checklist, 
91–92, 225–226

GenAI Tools for Marketing Teams, 129

GenAI use cases, 182

generated images, ethics and dangers, 
207–208. See also image processing

Gen X brand loyalty, 20

Gen Z brand loyalty, 20

GEO (generative engine optimization), 
57, 97

Giving USA’s 2025 report, 191

Glossary of Key AI Terminology, 219

goals and efficiency metrics, defining, 
122–125

Google

“Caffeine” update, 42, 56

differences in, 3

double–counting impressions, 144

index growth after 2010, 43

knowledge graph, 160–161

Library Project, 42

number of documents by 2005, 42

quality raters review, 75

SERP (search engine results page), 51–52

stripping keywords from referrer 
data, 145

use of AAI, 13

use of “nofollow” attribute, 96

Google Assistant, 16

Google Books project, 42

Google IO, 219

Google Local and Google Maps, tracking 
traffic from, 150

Google PageRank, 72, 96, 219

Google’s AI History, 219

Google’s antitrust trial, 37

Google Search, 72

Google Search Central Live conference, 
53, 67

Google searches, decline in Safari, 37

Google’s Quality Rater Guidelines (QRG)

and EEAT, 73–75

evaluation of reviews, 81

reputation section, 80

government employees, safeguards for, 210

GPA (Grant Professionals 
Association), 195

GPTs. See custom GPTs

grant applications, time allocation for, 193

grant cycle, 193

grant seeking and fundraising, 189–196

GrantStation’s “2025 State of 
Grantseeking Report,” 192–196

grant writing, 192–196

GSC (Google Search Console), 144, 150

GSC accounts

alligator mouth in, 145

impressions in, 147



236
Index

Guidelines for Responsible AI Usage. 
See also policy communication

acceptance, 119

accountability, 117

best practices, 119

bias issues, 118

ethical considerations, 118

impersonation, 119

privacy issues, 118

security issues, 118

tool selection, 117

training employees, 119

transparency, 117

use cases, 118

H
hallucinations. See also Gemini CLI

by Claude, 24–25

and data inputs, 105

flagging with Capsa, 24

occurrence of, 15

Hamilton SERP with AIO, 59–60

Hanna, Alex, 111

HealthBench open-source benchmark 
model, 203–208

healthcare, using AI in, 203–208

Heat, 54–55

HIPAA—United States (Health 
Insurance Portability and 
Accountability Act), 113, 204

Hippocratic Oath, 205–207

hockey saying, 56, 61

Holmstrom, J. E., 40

home address, correlating with home 
size, 21

home size, correlating with home 
address, 21

human agents, preferences for, 36

human creation

content marketing assets, 126

strategic brand communications, 127

human impact, 111–112

human insight versus AI, 100

humanization versus automation, 89–92

humans versus AI, 125–127

I
“I don’t know; let me ask a human” 

response, 24

image processing, 169. See also generated 
images

impersonation, Guidelines for 
Responsible AI Usage, 119

impressions and branding, 145–147

inclusivity, reflecting in outputs, 187

income averages, 6–7

incorrect answers, avoiding, 24

indexing, jump between 2010 and 2020, 42

industry reports

2024 Global Marketing Jobs Outlook 
Report, 222

2025 Consumer Expectations 
Report, 222

The 2025 Sprout Social Index Edition 
XX, 223

The 2025 State of Grantseeking 
Report, 223

The 2025 State of Marketing AI 
Report, 222

The Age of Intelligence, 223

The Content Marketing Salary Report 
(2025), 223

Customer Loyalty Index 2024, 224

The Skills Marketers Need in 2025 and 
Beyond, 223

The State of AI in Nonprofits 2025, 223

influencers. See also brand influence; 
virtual influencers

average spend per brands, 93

obtaining content usage rights, 95

transparency, 93–94

watching out for deepfakes, 94

information retrieval, 40, 44–45. See also 
search 

insights, industry reports, 221–224

intellectual property, 113–115

International Energy Agency 
prediction, 109

internet, terabytes added to daily, 43

invasion or personalization, 21–22

Islam, M.A., 110
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J
Jasper content generation tool

AI Policy Template, 116–119

Features of, 216

Webster First Federal Credit Union 
case study, 130

JavaScript tracking code, 149

job market

AI challenges in, 5

changes in, 4–5

content marketing salaries, 5–8

fake applicants, 5

freelance opportunities, 9–11

at global level, 4

next–level skills, 8–9

Jolie, Angelina, 54–55

Judd, Ashley, 55

Jupyter Notebooks and Google Colab, 218

K
Kamar, Ece, 18

keyword research, 63–64

keywords, stripping from referrer data, 145

Klarna financial services, 5, 27

knowledge graph, 160–161

KPIs (key performance indicators), 11–12, 
123, 153–154

L
Lallemand, Mark, 98

land, impact of AI data centers on, 109

languages, using AI translation tools 
with, 188

learning. See also DL (deep learning)

supervised and unsupervised, 135

supervised versus unsupervised, 14–15

learning platforms, 8

legal issues

data protection and privacy, 112–113

intellectual property, 113–115

Lemkin, Jason, 155

Li, P., 110

Library Project, 42

library search as, 40–45

LinkedIn, “2024 Global Marketing Jobs 
Outlook” report, 4

links

adding “nofollow” attribute to, 96

and backlinks, 96

tracking, 144

links and rankings, 81

LL Flooring

blog articles, 2

personalization or invasion, 21

purchase stage, 31–33

support stage, 34

tracking user sessions, 145

use of buying guides, 29

use of QA checklist, 92

LLMs (large language models)

and data inputs, 105

explained, 14

inaccurate medical advice, 77

limitations, 57

preference for long-form documents, 35

and RAG, 53–55

lollipop fantasy, customizing, 141

long–form documents, 35

L’Oréal

opposition to GenAI, 99

use of AI, 98

loyalty. See brand loyalty; customer loyalty

Lozovatsky, Margaret, 206

LPV (leads per visitor), 154

LVP (luxury vinyl plank) subtype, 165

M
“Making AI Less ‘Thirsty’: Uncovering 

and Addressing the Secret Water 
Footprint of AI Models”, 110

manager, AI responsibility, 128

marketers, future-proof framework, 11–12

Marketing AI Institute

2025 survey, 104

“2025 State of AI Report,” 9, 122–123

certification, 220

MarketingProfs certification, 221

marketing title, responsibility by, 128
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MarketMuse AI content planning and 
optimization tool, 217

Marr, Bernard, 141

McKinsey research, 123

measuring

AI in practice, 149–153

impact, 153–157

medical advice, warnings about, 205–207

medical applications, use of AAI in, 13

medical images, 208

medical visualizations, inaccuracies of, 207

medication incident, 206

mental health aspect, 112

mentions, tracking, 152–153

Meta, transparency requirements, 100

Meta’s Galactica, 15

Meta’s Prineville Data Center in 
Oregon, 109

Microsoft Azure OpenAI, 26

Microsoft’s AI Frontiers Lab, 18

Microsoft’s Copilot Studio AI agent, 18

Microsoft’s Surface Pro and Surface 
Laptop, 101

Millennials and brand loyalty, 20

misleading content, FTC and federal 
ethics, 209

MIT (Massachusetts Institute of 
Technology), 24

ML (machine learning), 13, 44

MR (mixed reality), 36, 176

Mueller, John, 62, 67

N
natural–resource concerns, 110

navigation layout, 165–166

NCSU (North Carolina State 
University), 41

neural networks, 14

next–level skills, 8–9

NLP (natural language processing), 13–14, 
30, 169

NO FAKES Act, 94, 107

“nofollow” attribute, adding to links, 96

noise, breaking through, 88–92

nonprofits

AI adoption in, 180–181

AI policy, 189

AI usage reports, 180

automation and authenticity, 197

backlinks, 187

benefiting from SEO, 186–187

blog guest authors and sponsors, 184

building connection, 197

charitable giving in 2024, 191

content as hidden asset, 185–189

content engagement, 186

content quality, 186

customizing content for audiences, 190

ethical AI/LLM applications, 195

funding by mission focus, 196

fundraising, 189–196

GenAI use cases, 182–183

grant writing, 192–196

high–value, under-promoted content, 
185–186

human–crafted approach, 183–185

inclusive storytelling, 187–189

inspirational content, 190

persona profile, 190

personas, 187–188

reconnecting with inactive donors, 
191–192

reputation as trustworthy, 183

reviewing visual content, 188

storytelling and impact, 191–192

not provided move, 145

NPS (Net Promoter Score), 21

NVIDIA’s Eureka AI agent, 18

O
online content, AI generation of, 43. 

See also content

OpenAI, 174

opportunities, 174–176

O’Reilly certification, 221

organic versus paid media, 90

output usability rate, GenAI efficiency 
metric, 124

P
Pacino, Al, 54

PageRank, 72, 96, 219

paid versus organic media, 90
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patient privacy and safety, 203–208

“pay–per–crawl” system, 172

people as authorities, 76

Performance phase

AI–human organic social media 
matrix, 90

AI–Human Paid Media Matrix, 101

Perplexity AI–powered search engine, 215

Perplexity GenAI tool, 37, 76. See also 
search engines

personal gain, FTC and federal ethics, 209

personalization

as game changer, 163–168

or invasion, 21–22, 56–59

personalized experiences, 167–168

personalized messaging GenAI 
use case, 182

personas, use in inclusive storytelling, 
187–188

pharmaceutical company incident, 207

PHI (private health information), 204

PhotoRoom and Warner Bros. “Barbie” 
selfie generator, 141

PII (personally identifiable information), 
15, 204

Pinterest board, 175

PIPEDA—Canada (Personal Information 
Protection and Electronic 
Documents Act), 113

Piraneo, Carl, 41

Planning stage of workflow, 137, 228

Platformer.news report, 37

policy communication, 119–120. See also 
Guidelines for Responsible AI Usage

PPC (pay–per–click), 108, 112

predictive content, 78–80. See also content

press, 82–84

privacy, rise of, 144–145

privacy issues, Guidelines for Responsible 
AI Usage, 118

process improvement, GenAI efficiency 
metric, 124

product descriptions, 163

product listings, 161–163

product pages, 160–163

product–specific data, 163

prohibited inputs, listing, 138–139

prompt tracking, 151–153

purchase, role in customer journey, 31–33

Python programming language, 218

Q
QA checklist, adding to workflows, 92

QRG (Quality Rater Guidelines)

and EEAT, 73–75

evaluation of reviews, 81

reputation section, 80

quality issues, 135

quality raters review, 75

R
RAG (retrieval-augmented generation), 

53–55

rank trackers versus prompt trackers, 152

Reddit medication incident, 205–206

Redirect Path extension, 218

referrals from AI tools, 150–151

regulated industries

AI compliance, 200–203, 208–210

compliance requirements, 201

FTC rules and ethics, 208–210

patient privacy and safety, 203–208

REI

citation sources in ChatGPT, 83

reputation prompt, 82

rel=“canonical” tag, 161

Ren, S., 110

Renascence behavioral research 
company, 164

Replit GenAI incident, 155–157

reports. See industry reports

reputation risk, 173

research AI tools, 129

Research stage of workflow, 137, 228

resource concerns, 110

reviews, evaluation of, 81. See also 
fake reviews

risk prevention and fraud, 170–173

ROI (return on investment), 11

RPV (revenue per visitor), 154

Rufus shopping AI shopping assistant, 
32–33

Rus, Daniela, 24
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S
SAAS (software as a service) products 

website, 65

SaaStr, 155

salaries. See content marketing salaries; 
The Content Marketing Salary 
Report (2025); income averages

sales, closing, 177

Salesforce, 164

SAP Emarsys 2024 study, 20

SAS Customer Intelligence 360 
platform, 22

scalable AI content operations

automating tasks with workflows, 
136–139

centralizing GenAI across teams, 
139–141

scientific applications, use of AAI in, 13

search. See also information retrieval; 
“semantic search”

AI assistants, 59–62

entity based, 50–53

as giant library, 40–45

on and off site, 169–170

personalization, 56–59

present and future of, 50–53

RAG (retrieval-augmented generation), 
53–55

search-based information retrieval, 41–44

Search Central Live event, 53, 67

search engines. See also Perplexity 
GenAI tool

early capacities of, 41–42

limitations of, 58

shifting away from, 37

TF–IDF (term frequency–inverse 
document frequency), 44

search ranking, “awesomness” of, 62

Section 508 accessibility compliance, 
200–201

security issues, Guidelines for 
Responsible AI Usage, 118

“semantic search,” 45. See also search

Semrush, 43

SEO (search engine optimization). 
See also AI-SEO buzz; technical 
SEO and audits

and Amazon’s Rufus, 33

and buying guides, 35

influence of SEO on, 95–97

transformation, 2–3

SEO audits, 66

seoClarity study, 52

SEO content–creation use case, 68–69

SEO guidance, provision by AI tools, 70

SEO practice

audits and technical SEO, 65–66

building AI into, 62–69

content, 68–69

keyword research, 63–64

SERP analysis, 64

structured data, 67

SEO publishing, 57

SEO–specific AI tools

Clearscope, 217

MarketMuse, 217

Surfer SEO, 217

SEO strategies, focus on “freshness,” 43

SEO transformation and content 
marketing, 2–3

Sephora personalization, 164, 167–168

SERP (search engine results page) with 
AIOs, 51–55, 58–59. See also AIOs 
(AI Overviews)

SERP analysis, 64

SERPrecon

capital city word vector visualization, 46

vector visualizations, 48

Shick, Nina, 43–44

shopping assistant, 32–33

shopping results, 175

ShopTalk Europe in June 2025, 98

Siemiakowski, Sebastian, 27

SimplicityDX 2022 report, 20

Singhal, Amit, 160

Siri prompts, 16

site navigation, 165–167

skills, next–level, 8–9

The Skills Marketers Need in 2025 and 
Beyond, 223

smart ads and smart limits, 98–102

smarter AI content marketing, 2
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Smart Inbox AI agent, 18

SMEs (subject matter experts), 184

social media, influence on SEO, 95–97

software and extensions

ChatGPT Path Chrome Extension, 218

Jupyter Notebooks and Google 
Colab, 218

Python, 218

Sora video generation tool, 216. See also 
video generation AI tools

sources, verifying, 92

Sparktoro, 146

specificity, fall of, 144–145

spend for brands, average, 93

spending projections for 2025, 97–98

Sports Illustrated content, issues with, 80

Sprout Social Index report, 88–89, 102

Sprout Social’s Smart Inbox AI agent, 18

The State of AI in Nonprofits 2025 
report, 223

Statista source, 36, 97–98

energy usage, 109

strategy. See also customer strategy and AI

focus on, 11

versus SEO guidance, 70

Strategy phase

AI–human organic social media 
matrix, 90

AI–Human Paid Media Matrix, 101

structured data, 67, 169–170

Suncoast Humane Society, 191–192

Super Bowl deepfake marketing 
campaign, 94

Superpath, “Content Marketing Salary 
Report,” 4–8

supervised learning, 14–15

support, role in customer journey, 33–35

Surfer SEO content optimization tool, 217

suspicious transactions, flagging, 171

sustainability, promises of, 108

T
Tapp Network and TechSoup report, 180

tasks, automating with workflows, 
136–139

technical SEO and audits, 65–66. See also 
SEO (search engine optimization)

TechSoup and Tapp Network report, 180

Telstra telecommunications company, 26

templates

AI Policy for Businesses, 224

Artificial Intelligence (AI) Driven 
Tools in the Workplace Policy, 224

Corporate AI Policy, 224

text, web based, 43

text generation AI tools, 129

TF–IDF (term frequency–inverse 
document frequency), 44

Themis AI Capsa platform, 24

TheSEMPost website, 72

Things not strings, 160

“Thomson Reuters v. ROSS 
Intelligence,” 114

tokens, representing objects as, 44

tool ROI, GenAI efficiency metric, 124

tools. See AI tools; AI tools (content 
specific); AI tools (general purpose)

tool selection, Guidelines for Responsible 
AI Usage, 117

Tracing the Thoughts of an LLM, 220. 
See also LLMs (large language models)

traffic

actions, 147–148

and clicks, 154

impressions and branding, 145–147

overview, 144

privacy and specificsity, 144–145

tracking from Google Local and 
Google Maps, 150

training

AI on brands, 134–135

investing in, 12

training and education, lack of, 9

training employees, Guidelines for 
Responsible AI Usage, 119

translation AI tools, 129

translation and localization GenAI use 
case, 182

transparency, 107–108

Guidelines for Responsible AI 
Usage, 117
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trends. See future trends

trust. See also AI trustworthiness

consumers’ lack of trust in, 88

losing with customers, 82

in QRG, 74

winning with, 85

Trust in EEAT, 75

trust ratings, low results of, 75

truthfulness, FTC and federal ethics, 209

turnaround time reduction, GenAI 
efficiency metric, 124

U
UGC (user–generated content), 

leveraging, 92. See also content

Ulta Beauty case study, 22

unsupervised learning, 14–15

URLs, using rel=“canonical” tag, 161

UsableNet, 203

use cases, Guidelines for Responsible AI 
Usage, 118

UTM codes, 144, 150

V
value propositions, coordinating to, 162

vector space modeling, 44–50

vector visualizations, 46–50

The Verge, quote on Google’s antitrust 
trial, 37

vibe coding, 155

video generation AI tools, 129. See also 
Sora video generation tool

virtual influencers, 95. See also influencers

voice and visual search, 170

VP/Director, AI responsibility, 128

VR (virtual reality), 36, 176

W
Warner Bros. and PhotoRoom’s “Barbie” 

selfie generator, 141

water, usage by AI data centers, 110

WCAG (Web Content Accessibility 
Guidelines), 201

web accessibility, 200–202. See also 
accessibility; AI compliance

WebAIM survey of Web Accessibility 
Practitioners, 203

web–based text, 43

web search in AI tools, 37

Webster First Federal Credit Union case 
study, 130

“Who is [name]” prompt, 76

word vectors, 46–47

Workflow for AI Integration checklist, 228

workflows, using to automate tasks, 
136–139

World Economic Forum, “Future of Jobs 
Report 2025,” 4, 8

Writer generative AI platform, 216

Writing.io certification, 221

X
XR (extended reality), 176

XR alternate realities, 36

Y
Yang, J., 110

YMYL (Your Money or Your Life), 72–73

YMYL queries, poor results of, 77

YouGov’s January 2024 report, 98–99

Z
zero–click search, 146
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