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Shout out to the bread & 
circus…
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THE REAL ISSUES…

People don’t trust Google to 
give them good results.

Shifting human behaviors for 
online interactions.

Shifting human preferences 
for content formats.

More people. More channels. 
More noise. More LLMs.

Ridiculous speed of change 
with AI.

THE INDUSTRIES BREAD & CIRCUS
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GARTNER 
PREDICTS 25% 

OF PEOPLE WILL 

SPEND 1 HOUR IN 

THE METAVERSE 

BY 2026
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It’s estimated that 32M US Adults 
have used ChatGPT at some 

point for work and 50M+ have 
used it to learn / entertainment.
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It’s estimated that 32M US Adults 
have used ChatGPT at some 

point for work and 50M+ have 
used it to learn / entertainment.

71 M US Consumers use 
Google To Find Businesses 

Every Single Day…
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The death of Google is highly  
overestimated…
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More than 1M New Subscribers To 
The AI Subreddit Since 2023

2014 2016 2018 2020 2022

0

0.5M

1M

1.5M

Subscribers
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NEXT TIME YOU READ A SILLY 
REPORT…
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Google & Microsoft are 
leading the charge when 

it comes to AI dialogs 
and conversations.
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But Facebook is making the BIGGEST investment…
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What Do 
Marketers Think 
The Benefits Of AI 
Are?
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How often is AI showing up in a job posting?
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24

Let’s cut the BS… AI is taking jobs. 
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Robots over borders: 
Concern about AI now above immigration…
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SO HOW DO YOU WIN 
AMIDST IT ALL?

THE CHAOS IS 
REAL…
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RESEARCH CREATION DISTRIBUTION OPTIMIZATION

Keyword Research

Social Research

Audience Research

Community 

Research

Competitive 

Research

SERP Research

Backlink Research

Social Share 

Research

Great Email Campaigns

Email Drip Sequences

Social Media Content

Research Assets

Presentations

Case Studies

Video Content

Infographics

Webinars

Graphics

Backlink Outreach

Facebook Groups

LinkedIn Groups

PR Outreach

Sponsorships

Newsletters

YouTube

Twitter

Sales

Paid

ABM

Data Maintenance

Conversion Rate

Content Refresh

Data Updates

Link Updates

On-Site SEO

Off-Site SEO

Local SEO

EMBRACE THE DIGITAL GROWTH 
FRAMEWORK
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THE REAL ISSUES…

People don’t trust Google to 
give them good results.

Shifting human behaviors for 
online interactions.

Shifting human preferences 
for content formats.

More people. More channels. 
More noise. More LLMs.

Ridiculous speed of change 
with AI.

Solution 1: Research & Follow The Data

Solution 2: Diversify Investment

Solution 3: Embrace Fundamentals

Solution 4: Use Content Distribution

Solution 5: Eradicate Content Debt
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Let’s start 
with the 
data…

IGNORE THE CARBS & 
CIRCUS…. 
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What growth channels should 
we look at beyond SEO?

YouTube Facebook Instagram

Pinterest TikTok LinkedIn

WhatsApp Snapchat X / Reddit
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THE TOP REFERRERS:

YouTube

Facebook

Reddit

Twitter

Instagram

LinkedIn

Diversifying Your Distribution & Content Mix Makes 
Sense
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YouTube

Facebook, Instagram 
& WhatsApp

Reddit

Taylor Swift

Email

The Most Influential Channels *Beyond Search*
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Google has 
400,000+ 
FOLLOWERS

AND…
61 REACTIONS... 

17 REPOSTS…

21 of them Googlers 

The algorithm is KILLING our reach as 
marketers
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The algorithm is KILLING our reach as 
marketers

GMAIL 
spam
filter

INPUTS FURTHER DATA COLLECTED

● Sender email

● Sender IP address

● Email content

● …

● (recently: user’s 

past behavior)

Incoming email

● User marked email as “not spam?

● User opened email in “spam” folder

● …

● User marked email as “spam”?

● User immediately deleted?

● User blocked sender?

● …

Flagged “spam”

Flagged “not spam”
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CREATE 
CONTENT 
WHERE YOUR 
AUDIENCE 
SPENDS TIME

AND PUSH THEM  
TO YOUR LIST …

YouTube

Facebook

Instagram

Pinterest

TikTok

LinkedIn

WhatsApp

Snapchat

X / Reddit
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Five 67%

14%Four

8%One

Three 34%

Two 11%

Data Source: HubSpot Blog Survey

You can control  
how many 
channels you 
invest in…

How many channels are you on?
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REMEMBER: 
LLMs will have consumed EVERYTHING by 
2026…
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Media sites with proprietary content will be 
hot licensing and acquisition targets for LLMs

Where else should you be?

<100m visits/month <500m visits/month <1B visits/month

<1B visits/month

Sourc: CB Insights research – Licensing targets big tech should lock up
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LLMs are already licensing data…
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We use STAT by Moz to understand market share in the SERP.
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Create content worth training 
LLMs on and distribute it forever.
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How SHOULD brands think about 
Email + Content in 2025 + beyond?
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The journey is more chaotic than ever…

Problem Unaware Problem Aware Solution Exploration Requirement 
Development

Supplier Selection

Executive 
Presentations

Independent 
Research

Review Sites

Communities

Solution Pages Alternative Pages

Webinars

YouTube

White Papers Reports

B2B Website

5+ Competitor 
Websites

Peer Discussions

Internal Discussions

LinkedIn Discussions

RFP
Creation

RFP
Response 
Checklist

Reference Review

Case Study 
Analysis

Live Demos

Requirement 
Discussion

Product Launch

Event Keynote

Press Release

Sales Outreach
Case Studies Product Sheets

Trends Reports Stakeholder 
Perspectives

Security & 
Compliance

Scalability

DEI Report

Key Contact 
Turnover

Budget Decisions

Peer Review

Pricing Pages

Consultant Discussions

Debate & 
Discussion

Change Management 
Planning

Questions & 
Feedback

Podcasts

LinkedIn Content

Trending Content

Media ReleasesMedia Releases

Procurement Flags

Budget Adjustments

Legal Pushback

Partnership 
Announcement

Community Discussions

Capital Review Board

Success & Metric 
Criteria

Exit Strategies

Benchmarking Reports Influencer Content
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AI tools are giving brands the ability to do more with 
less.

● Easier than ever to 
establish clear brand 
alignment 

● Connect your email 
initiatives back to clear 
and specific objectives

● Connect brand kits to 
your AI for consistency
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Create emails with a click of a button + modify copy with ease.
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ChatGPT + 
Midjourney
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BUT…

The fundamentals still matter.
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EDUCATE

How to, new data, 
insights, product 

updates, comparisons, 
new information, etc..

ENGAGE

Personal stories, 
questions, thought 

starters, opinion pieces, 
controversial topics, fill 

in the blanks, etc…

ENTERTAIN

Personal stories, jokes, 
self deprecating humor, 

memes, pop culture 
references, shade, etc…

EMPOWER

Celebrate others, 
showcasing others, 

elevating other brands, 
lists of people/brands, 

etc…

EVEN AMIDST AI CHANGE THE BASICS MATTER…

● Educate your audience to build trust. 
● Entertain your audience to build connection. 
● Engage your audience to build community.
● Empower your audience to build a tribe.
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This is the strategy we’ve used…

@TheCoolestCool
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Create valuable content on the back of Artificial Intelligence
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The response can speak for itself…
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Our AI-Assisted Content 
Elevation Checklist

Download the PDF: 
B2Bgrowth.com/ai
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I’ve done it with blog posts…
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And the results have been wild…
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I’ve done it with my podcast…

VIDEO / AUDIO

WRITTEN

VISUALS

30 second 
“preview” video

60 sec -10 min 
clips

Upload Full
“interview” video

In-depth blog  
post on the 

episode
Share on Linkedin Embed in Blog Post 

w. existing traffic Plug in Subreddits

Reference on 
future podcasts

OTHER
(Experiment Zone)

Screenshot w. 
guest

Share with email 
list

Turn an insight 
into a social 

graphic

Share podcast on 
your stories

Amplify on social 
media via paid ads

Images of direct 
quotes from 

episode

Re-post to 
Medium

Send a DM to your 
friends

Share natively on 
X and YouTube
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This is the 
strategy  I used 
to make my 
book a 
bestseller.
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YOU SHOULD 
ORDER A COPY 
TODAY :) 
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You can’t control the 
industry. 
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You can’t control the 
industry. 

You can’t control the 
algorithm. 

You can’t control the rise 
of AI tech. 
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You can’t control the 
industry. 

But you can control what you do with your time. 

You can’t control the 
algorithm. 

You can’t control the rise 
of AI tech. 
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RESEARCH CREATION DISTRIBUTION OPTIMIZATION

Keyword Research

Social Research

Audience Research

Community 

Research

Competitive 

Research

SERP Research

Backlink Research

Social Share 

Research

Long Form Blog Posts

Short Form Blog Posts

Social Media Content

Research Assets

Presentations

Case Studies

Video Content

Infographics

Webinars

Graphics

Backlink Outreach

Facebook Groups

LinkedIn Groups

PR Outreach

Sponsorships

Newsletters

YouTube

Twitter

Sales

Paid

ABM

Data Maintenance

Conversion Rate

Content Refresh

Data Updates

Link Updates

On-Site SEO

Off-Site SEO

Local SEO

Steal the digital growth framework…
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Create content across the full journey…

Problem Unaware Problem Aware Solution Exploration Requirement 
Development

Supplier Selection

Executive 
Presentations

Independent 
Research

Review Sites

Communities

Solution Pages Alternative Pages

Webinars

YouTube

White Papers Reports

B2B Website

5+ Competitor 
Websites

Peer Discussions

Internal Discussions

LinkedIn Discussions

RFP
Creation

RFP
Response 
Checklist

Reference Review

Case Study 
Analysis

Live Demos

Requirement 
Discussion

Product Launch

Event Keynote

Press Release

Sales Outreach
Case Studies Product Sheets

Trends Reports Stakeholder 
Perspectives

Security & 
Compliance

Scalability

DEI Report

Key Contact 
Turnover

Budget Decisions

Peer Review

Pricing Pages

Consultant Discussions

Debate & 
Discussion

Change Management 
Planning

Questions & 
Feedback

Podcasts

LinkedIn Content

Trending Content

Media ReleasesMedia Releases

Procurement Flags

Budget Adjustments

Legal Pushback

Partnership 
Announcement

Community Discussions

Capital Review Board

Success & Metric 
Criteria

Exit Strategies

Benchmarking Reports Influencer Content
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https://docs.google.com/file/d/11oE2yVJripY23f0Oza7MOwEmeAW4bn5I/preview
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The more you grow into a 
helpful person yourself, 
the happier you'll find this 
world of ours is. 
- Fred Rogers


