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“AI Can’t Create Demand”

Dr. Carmen Simon
PhD, Neuroscience

Chief Data Scientist, Corp. Visions

But it can create an image of chocolate cake



“Marketing” vs Content Marketing

“Marketing” = Interruption
• “About Us” Websites, Product pages, Emails, Ads, Social posts, etc.
• Marketing / PR / Social Media Campaigns or STUFF

Content Marketing = Attraction
• Customer-focused content, published consistently on your website
• Focusing more on your audiences’ interests or topics vs products
• Turns your website into a strategic business asset = ROI.



• Created niche industry website
• Scraped “People Also Ask” questions from 10,000 keyword searches
• Used ChatGPT AI to answer the questions
• Added affiliate links and some third-party link building

Cautionary Tales



• Popular Travel Website
• AI-Generated Reviews
• Traffic down 74% and still falling

Cautionary Tales

Source @LilyRayNYC



The Paradox of AI? 
The more we use AI, 
the more human we 

need to be!



The Future of Content 
In B2B Marketing?

1. Marketing is a Strategic Asset



80% of CEOs 
unsatisfied
with CMOs

ONLY 20% NOT SATISFIED 
WITH COO / CFO / CIO

~ FOURNAISE GROUP



56% of content
goes completely 
unused!!!

~ Forrester



Behind every 
bad piece of 
content is an 
executive 
who asked for it.

@BrennerMichael@BrennerMichael



Your Website Is
a Digital Asset 

With Real Value 
That Grows Over 

Time.

LET’S SEE PROOF…
@BrennerMichael



COMPOUNDING RETURN OF B2B CONTENT MARKETING
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138% 
YOY increase 
in traffic and 
leads from 12 
of our clients

7X Avg ROI 
from consistent 

publishing of 
quality content 
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2. Business Case



The Goal: Get Customers

RETAIN

CONVERT

ENGAGE

REACH

@BrennerMichael

Buyers we 
are not 

reaching
today



Build The Business Case

RETAIN

CONVERT

ENGAGE

REACH Using the keywords they use,

Creating the content they want,

Converting them to sales, and 

Retaining that engagement.



Measure Content Marketing ROI

RETAINCONVERTENGAGEREACH

Upsells

Retention RateLeadsOrganic Search 
Traffic Subscribers

Trials/Demos

Revenue



SAP CONTENT MARKETING ROI
YEAR 1 

7X
RETURN ON 

INVESTMENT

$100,000 Budget

1 Million Visitors | 1,000 leads
$250,000 from subscriber email nurture 
$540,000 in lead conversion to sales

$790,000 in ROI ((Revenue – Cost) / Revenue)



The Future of Content 
In B2B Marketing?

3. Consistency



3. Reach & Convert With Consistent Publishing
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4. “Become Notable” 



Double EAT



C h a r i t yB u s i n e s s  
I n s t i n c t

How To Build EEAT

Helpful 
B2B 

Content

What 
We 

Publish

What
Customers

Want

Empathy @BrennerMichael



Content 
Marketing

What 
We 

Publish

What
Customers

Want

Empathy

How To Build EEAT



If AI Doesn’t Know You, You Must 
Become Notable

“…the new battleground for marketers - how well are we known by the 
machines …

If you’re notable, the machines know you. They recommend you. They talk 
about you. In many ways, it’s no different than classical SEO …

But what if you’re not notable? What if the machines don’t know who you 
are? Well, the answer is… become notable.”

How? Consistent Expert content!

Chris Penn



Focus Keywords and Topics Using Buyer Intent

@BrennerMichael



The Future of Content 
In B2B Marketing?

5. Buyer Journey



Answer The Right Questions

Keyword
Volume

Questions / 
ConcernsStagePersona

100What?
Why?Early

10How?MiddleYour Buyers

1
Where?

Who?
How Much?

Late

@BrennerMichael

Opinion
Humor
Empathy

Intellectual 
Property

AI?



Deliverables
Articles

Social Content 

How-To Guides

Whitepapers
Webinars

Events
Newsletters 

CONTENT MARKETING

PRODUCT MARKETING & 
ADVERTISING

Case studies

Product content 
Offers

Brochures
Customer testimonials

Ads

5

15

80

100

10

1

CONSIDERATION

AW
ARENESS

DECISION

Map Content (Types) To The Buyer Journey

Videos (long) 

Videos (short) 



Nurture with Email | SUBSCRIBERS = ROI

@BrennerMichael
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6. Amplify



Empower
Your People  
(Employees)

To Reach 
New People 
(Customers)



@BrennerMichael

FACEBOOK TWITTER LINKEDIN INSTAGRAM

SUGGESTED
CADENCE

2 times per day, 
5-7 days per week

Several times / day
(1 tweet per hour)

2x per day 1-2 times per day 2/3 
times per week

Ideal Social Cadence

Twitter: Andrew Davis’ 4-1-1
New posts = 3x first day and once / day for 5 days
LinkedIn and Facebook = once

But it’s best to test for your content and audience.
@BrennerMichael

Make Content Creation and Social Sharing a Team Sport



• “You Might Also Like”
• “Suggested For You”
• “From Around The Web”
• “Sponsored Content”

Meet Your Audience Where They Are



Paid Amplification:  CPC $0.09 (98% below ind. avg.) 

CTR 1.68% (68 X Ind avg.)

Paid

Referral
Organic

Social

Direct



1. Marketing is a Strategic Asset
2. Build The Business Case
3. “Always On” Consistency Wins
4. Become Notable
5. Map Content To The Buyer Journey
6. Amplify



Your FREE Gift

Michael Brenner
Michael@marketinginsidergroup.com

@BrennerMichael



THANK YOU!!!

Michael Brenner
Michael@MarketingIns iderGroup.com


