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Session Structure

Plan
Strategy and policy for AI

Content
Generative AI for content

Media
AI for biddable media

Experience
AI to support CRO

We will focus on our core activities for clients:



AI opportunities



Lifecycle opportunities of AI in marketing *



Question 1:

What aspects of digital marketing can 
be automated or enhanced with AI?



AI isn’t new



Remember 2008? 



AI isn’t New

https://www.mckinsey.com/capabilities/mckinsey-digital/our-insights/where-machines-could-replace-humans-and-where-they-cant-yet

However – a lot of the findings still 
apply today and can be directly 

translated into the debate we are 
having today – i.e. anything predictable 

and repeatable is highly susceptible.

This is from an article 
7 years ago



So, what should we use AI for?
As with the 2016 study – we need to identify those tasks susceptible for automation.

Writing PPC ad copy (which 
would need editing before using)

Scheduling social media posts (to then 
be sense checked by a human)

Creating social media posts from 
an article

Content topic ideation URL mapping Chat bots



Should we all look for new careers?

No! It is just as important to identify those tasks that AI can't do:

Be creative Make human 
connections

Understand cultural 
nuances

Be ethical



"Overall, AI is a powerful tool that can be used to improve 
the effectiveness of digital marketing campaigns.

However, it's important to remember that AI is still in its 
early stages of development, and it has limitations. It's 

important to use AI in conjunction with human creativity and 
judgment to create successful digital marketing 

campaigns."

Bard – June 2023 



- Content Creation and Curation

- Personalisation

- Chatbots and Customer Service

- Predictive Analysis

- Email Marketing

- SEO & SEM

- Social Media Marketing

- Voice Search

- A/B Testing

- Image & Speech Recognition

- Conversion Rate Optimization

- Programmatic Advertising

- Sentiment Analysis

- Lead Scoring

- Customer Segmentation

ChatGPT – June 2023 



AI Strategy





Question 2:

Should business devise an
'AI strategy'?

What can/can't be automated?



The short answer is....

YES



Devising an AI Strategy
As with the 2016 study – we need to identify those tasks susceptible for automation.

Identify those tasks 
that can be done more 
effectively and to the 
same standard using 
AI and crucially, those 
that can't be

Governance needs to 
be set from the top 
down on usage, as 
we've seen at the 
moment it is far from 
perfect

Not having a strategy 
effectively allows 
people to make their 
own rules, and you put 
your brand at risk



If I use an AI, who owns the output?

It depends on which one you use

User owns the commercial rights to 
generated content.

As you pay, you own the output so long as you are 
not upscaling someone else’s image.

User does not own the output 
(while these are in Beta)

But this is untested in courts!



If I use an AI, who owns the output?

And for language models;

The user owns the output of ChatGPT, so long 
as it does not infringe existing copyrights.

Bard is less clear.



But be warned….
Reliance can backfire!





AI Governance



Question 3:

Should there be a policy for using AI?

What is the ClickThrough Marketing approach?



POLL

Do you have an AI policy?



If you use AI to generate content…
There is no consensus yet on citation

Rule of thumb:

- If AI is the primary source, then cite it

- If used for research, it is still good to 
acknowledge this

- Don’t cite ChatGPT/Bard as a source of factual 
information



AI for Media



Question 4:

What are the options to make media 
buying more cost-effective?



AI isn’t New

Both have been utilising machine learning in their platforms for some time – so 
we've all been using machine learning



Again, this isn't new, 
Google and Facebook are 
two key examples where 
this has been integrated 
for some time

Algorithms are quicker and 
can analyse more data 
points and spot trends far 
better than a human ever 
can – and in some 
instances can make 
changes in real time

Account for what they 
can't they do; 
Immediately react to 
notable events, 
proactively react to 
events, jump on trends

Always retain human 
intervention

Cost Effective Media Buying



AI for Creative



Question 5:

How can we improve creative 
through AI and testing?



POLL

Let us know which you prefer





POLL

Results



Innocent Example



The Result?

Innocent Marketing Team : 3

Chat GPT : 0



Great AI is just a work tool saving us time

Modified with Adobe Photoshop Beta using Firefly



An example of the potential



AI for Content



Question 6:

Should we be using Generative AI
(ChatGPT, Bard) to create content for 

SEO i.e. Will it work?!



SEO using generative content is 
untested and could be different 

according to the situation. 
You should test that!



RACE: (sorry Dave)

Rapid Acceleration of Content

Experimentation





How to write the perfect meta description using ChatGPT

This is when we rewrote the post



Google Search's guidance about 
AI-generated content
Wednesday, Feb 9, 2023

Rewarding high-quality content, however it is 
produced (using E-E-A-T)

Source: https://developers.google.com/search/blog/2023/02/google-search-and-ai-content



AI Tools



Question 7:

Are specialist tools a better bet?





AI for Experiences



Question 8:

How can AI support Personalisation
and CRO?







Recent developments from Open AI

April 2023: AutoGPT
(open source)

March 2023: Chat GPT 
Plug-ins

March 2023: GPT-4

February 2023: ChatGPT
Plug-ins

November 2022: 
ChatGPT Launch 



Question 9:

What's next?





Possible game changers?

AI Assistant leveraging GPT-4 to work 
autonomously on your behalf

Running advanced open-source AIs on 
your own hardware can protect IPR

True advantage will come from 
leveraging APIs



"Every business needs an AI champion" -> "Everyone in a business needs to be an AI champion"



What’s next?

If you want to discuss how we can make AI technology work for you and your brand 
– or another aspect of your digital marketing, we’re here to help.

After the webinar is over, my colleague Sonja Stewart will be in touch to share the 
webinar recording with you.

Sonja can also schedule a call to talk about AI technology and other marketing 
innovations, if that is something that your business is interested in. 

If you can't wait, you can reach Sonja at sstewart@clickthrough-marketing.com



We work to accelerate traffic and more 
importantly, convert it… 

We build organic visibility with Technical SEO

We tell your story with PR & Content Marketing

We get your brand seen fast with Paid Search

We target your ideal audience with Paid Social

We use a conversion-focused approach
with Data-led Design ® and CRO
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Thank you
For further information please contact our 
experts

experts@clickthrough-marketing.com

mailto:hello@clickthrough-marketing.com
mailto:hello@clickthrough-marketing.com
mailto:hello@clickthrough-marketing.com


POLL

Your poll question here



POLL

Your poll question here
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