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Introduction

In this free guide, we'll show you the true potential AI can have

within your business and notably accelerate your marketing performance.

You'll learn: 

• How to understand the difference between general AI and narrow AI 

• How to unlock the potential of AI 

• The content crisis and why AI can help solve it 

• The marketing conundrum  

• What ethical questions to ask your vendors
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The Hollywood story versus the here and now

Everyone is talking about robots and AI in blockbusters but in reality, we are 

miles away from that. There is an important distinction between “narrow” AI 

and “general” AI. 

General AI is the sort of AI that philosophers and 
science fiction fans are interested in. It basically means 
an AI that is as smart, or smarter, than humans. We are 
nowhere near this with today's technology.

General AI
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The Hollywood story versus the here and now

For practical purposes, we are interested in “narrow” AI. 
This means that you pick a narrow problem and you find 
a good solution for it. These forms of AI aren’t trying to 
replicate intelligence, they are trying to solve a specific 
problem.

Narrow AI

This is the reality of today’s applied artificial 

intelligence and why it's so important to 

define your use case. 
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How to unlock the potential of AI to gain 
competitive advantage 

When you have defined the problem

 

If the AI actually solution exists

If it will save you time or make you money

If you have a clear control group to measure success

This checklist will help you understand when to bring AI in to your business



The content crisis and why AI can help solve it
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The copywriting needs of the marketing industry have increased 

exponentially since the widespread adoption of the internet. The massive 

consumer shift away from 'traditional' media like radio, television, and 

newspapers and toward the world’s biggest digital properties – email, 

apps, Google, Facebook, eBay, Amazon, etc – is already well underway.  

If current data are any indication (which they usually are), the COVID-19 

crisis has accelerated this shift to a level few could have imagined only a 

few short months ago. This has left brands with many new and emerging 

channels to service with a constant stream of fresh, engaging marketing. 

The scales at which modern brands need to generate marketing copy 

to service all these channels is staggering and has left many marketing 

departments rushing sub-par copy out the door to meet consumers’ 

constantly growing thirst for content.  

The content disequilibrium

The current paradigm of simply hiring more and more copywriters is an 

unsustainable and inefficient approach... and it won’t solve this problem 

for two important reasons: 

The only sustainable, effective solution to the disequilibrium lies in 

advanced technology, specifically artificial intelligence. AI’s ability to 

generate, optimize, and track the performance of marketing copy 

at scale and in the space of a few seconds presents a promising answer 

to one of digital marketing’s most pressing questions: how can a 

brand gain a marketing copy advantage in the current consumer-driven 

media landscape? 

First: with demand for marketing copy outstripping the industry’s ability 

to deliver it, many brands are now employing copywriters whose actual 

copywriting abilities may be average (or below average).  

Second: the ability to quantify the effectiveness of your marketing 

copy is fundamentally limited without advanced technology.
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The marketing conundrum
How to optimise your marketing at scale, without compromising on quality  

or your brand voice

• Phrasee® has developed the most advanced AI-Powered 
Copywriting technology on the planet.  

• It all started with a simple idea: the language a brand 
uses in its marketing is the crux of all marketing efforts. 
And yet there was no technology on the market that could 
make it better, that was quick to use, and that didn’t 
sound spammy or robotic. Phrasee’s vision is to empower 
brands with AI-Powered Copywriting, boosting marketing 
performance and revenue. 

• It does this using its world-leading technology and 
approach: 

• Natural language generation system that writes 
human-sounding marketing copy at the touch of a 
button – and in a brand’s voice. 

• Deep learning engine that predicts what language 
will and won’t work with greater accuracy than any 
human.  

• Phrasee Phormula, a methodology that amplifies 
success across all digital channels, including email, 
push, paid social, paid search, display, and web.
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Ethical questions to ask your vendors

In a corporate environment, taking responsibility for your actions doesn’t just stop with your actions. Responsible 
and ethical brands also take responsibility for those who work on their behalf. Because caring about your 
customers and maintaining high standards in all of your dealings with them is not only the ethical thing to do, it 
also increases profits.

Here are 10 key points to consider when analysing AI vendor behaviour:

1. Are there any areas of practice that infringe on 
the core values of honesty, autonomy, privacy and 
transparency? 

2. Does your marketing adversely impact on your 
consumers, your competitors or society as a whole? 

3. Are there any ethical issues arising in the categories 
of research, price, promotion or placement? 

4. Are your campaigns invading the privacy of or 
stereotyping your customers? Remember, while general 
analysis of populations will need to make certain 
approximations and place individuals into broad-based 
groups, stereotyping should not negatively impact on 
the groups surveyed.

 

5. Is the approach population-selective: does it exclude 
certain groups, such as for example LGBT or ethnic 
minorities?

6. Does your campaign tell the truth? Gone are the 
days when cigarette companiescould get away with 
advertising tobacco as promoting health. 

7. Does it promote violence, which is especially an issue 
if it is targeted at children or likely to be seen by them? 

8. Does it err on the boundaries of good taste, promote 
controversy or attack competitors – all issues that may 
impact on your code of ethics? 

9. Is your pricing strategy guilty of any of the 
following practices: price fixing, price skimming, price 
discrimination, variable pricing, predatory pricing, bid 
rigging or dumping? 

10. Are claims being made on your behalf falsified, 
exaggerated, or unverified?



For everything you need to know about AI and 

how it’s transforming marketing, head to the 

The Marketer of the Future’s AI Hub
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