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Understanding the big picture
of Al Content Frameworks:

Revolutionizing the Customer Journey By Leveraging Al Content Frameworks to
Enhance Marketing Efforts

"By leveraging the power of Al content frameworks, businesses can
revolutionize the customer journey and create more personalized, seamless
experiences that drive success and growth."

In today's highly competitive and fast-paced business environment, it's more
important than ever to focus on delivering exceptional customer experiences. One
key way to do this is by leveraging the power of artificial intelligence (Al) and its
various applications, including Al content frameworks.

These software tools provide a structured approach for creating and managing
content that is tailored to the needs and preferences of the customer, helping
businesses to better understand and anticipate the customer journey.

By using Al content frameworks to automate the creation and distribution of
content, businesses can save time and resources while also providing relevant and
timely information to customers throughout their journey.

In this quick guide, we'll explore the concept of Al content frameworks in more
detail, including how they work and why they are useful for supporting the customer
journey.

We'll also delve into the different stages of the customer journey and the types of
content that are most useful at each stage, as well as how to determine which
content will be most effective for your business.

By understanding the big picture of Al content frameworks and how to apply them
to your marketing efforts, you can revolutionize the customer journey and drive
success for your business.



It all starts with the concept of
systems

Systems are everywhere around us.

From a layman'’s perspective, a system is a collection of interconnected parts that
work together to perform a specific function. Some good examples are:

* Biological systems: systems found in living organisms, such as the human body
e Social systems: systems made up of individuals who interact with each other and work

together to achieve common goals and maintain order
e Technological systems: systems made up of hardware and software components that work

together to perform tasks and achieve specific functions

All systems include 3 main parts...

1. Inputs: the resources or information that a system receives
2. Processes: the actions or transformations that take place within a system
3. Outputs: the products or results that a system produces

IMPORTANT NOTE: For our purposes, the systems we are interested in are
online copywriting and marketing: the creation and promotion of content
online to reach and engage with a target audience.

Online copywriting and marketing systems are becoming increasingly reliant on Al
content frameworks to structure and organize the content they create and promote.

For example, a marketing campaign might use a hierarchical framework to organize
content into categories or themes, with prompts used to guide the Al system in
creating relevant and engaging content.

In natural language processing, a sequential framework might be used to structure
text data into grammatical patterns, with prompts used to guide the Al system in
understanding and processing the text.



By using content frameworks, online copywriting and marketing systems can ensure
that their content is well-designed and able to effectively reach and engage their
target audience at scale.

What are Al content frameworks
and how do they work?

Al content frameworks are software tools that use artificial intelligence (Al) to assist
in the creation of content.

They work by analyzing a set of input texts or documents and extracting themes and
structures, which are then used to generate new content that follows a similar
theme or structure.

To use an Al content framework, you typically start by providing the tool with a set
of input texts or documents that represent the type of content you want to create.

The Al content framework will then analyze these input texts, identifying common
themes and structures, and use this information to generate new content based on
those themes and structures.

The generated content is not necessarily a copy of the input texts, but ratheris a
new piece of content that is inspired by and reflects the themes and structures found
in the input texts.

The generated content can then be edited and refined as needed to ensure that it
meets your goals and objectives.



Why are Al content frameworks
useful for supporting the
customer journey?

Al content frameworks are useful for supporting the customer journey because they
provide a structured approach for creating and managing content that is tailored to
the needs and preferences of the customer.

This can help to improve the customer experience by providing relevant and timely
information to customers throughout their journey, from initial awareness of a
product or service to post-purchase support.

Al content frameworks can be used to automate the creation and distribution of
content, which can save time and resources for businesses. They can also help to
optimize the customer journey by analyzing customer behavior and providing
personalized recommendations for next steps or actions.

Overall, Al content frameworks can help businesses to better understand and
anticipate the needs and preferences of their customers, and provide a more
seamless and tailored customer experience.

Mapping the customer journey:
Identify the different stages of
the customer journey

Awareness stage: Customers become aware of your product or service and start to
research it.



Content focus: Introduce the product or service, explain what it is and how it
works, and highlight its key features and benefits.

Examples of content: Blog posts, articles, infographics, interactive quizzes or
assessments.

Consideration stage: Customers have a basic understanding of the product or
service and are evaluating it against other options.

Content focus: Provide more in-depth information about the product or service,
compare it to similar options, and address any concerns or objections.

Examples of content: Product comparison guides, FAQs, case studies or customer
testimonials.

Decision stage: Customers are ready to make a purchase and are considering
which option to choose.

Content focus: Encourage customers to choose your product or service by
highlighting its unique features and benefits, and addressing any final objections or
concerns.

Examples of content: Sales emails or landing pages, free trials or demos, special
offers or discounts.

Retention stage: Customers have made a purchase and are using the product or
service.

Advocacy stage:
Content focus: Encourage customers to share their positive experiences and help
promote the product or service to others.



How do | Determine the types
of content that will be most
useful at each stage

There are a few key steps you can follow to determine the types of content that will
be most useful at each stage of the customer journey:

|dentify the different stages of the customer journey. Start by defining the different
stages of the customer journey that are relevant to your business, such as
awareness, consideration, decision, retention, and advocacy.

Determine the goals and needs of your customers at each stage. Next, consider the
goals and needs of your customers at each stage of the journey. For example,
customers in the awareness stage may be seeking information to help them
understand what your product or service is and how it can benefit them, while
customers in the decision stage may be looking for persuasive content that helps
them make an informed purchase.

|dentify the types of content that can help you meet these goals and needs. Once
you have a clear understanding of the goals and needs of your customers at each
stage, you can start to identify the types of content that can help you meet those
goals and needs. For example, you might use blog posts or articles to educate and
inform customers in the awareness stage, or use case studies or customer
testimonials to persuade and convince customers in the decision stage.

Consider the format and delivery of the content. In addition to the type of content
you create, it's also important to consider the format and delivery of the content.

For example, you might use video content to engage customers in the awareness
stage, or use email marketing to reach customers in the decision stage.



By following these steps, you can identify the types of content that will be most
useful at each stage of the customer journey and create a content strategy that
effectively supports the needs and interests of your customers.

Some useful tools that can help
determine the most useful
content types at each stage

Customer personas: A customer persona is a fictional character that represents
your ideal customer. Creating customer personas can help you understand the
goals, needs, and preferences of your target audience, which can in turn help you
identify the types of content that will be most useful at each stage of the customer
journey.

Customer surveys and interviews: Gathering feedback from your customers
through surveys or interviews can be a valuable way to understand their needs and
preferences, and can help you identify the types of content that will be most useful
at each stage of the customer journey.

Google Analytics: Google Analytics is a free web analytics service that can help
you understand how your customers are interacting with your website. By analyzing
data such as page views, time on site, and bounce rate, you can get a sense of what
content is most popular with your customers and identify the types of content that
will be most useful at each stage of the customer journey.

Social media analytics: Many social media platforms, such as Facebook and
Twitter, provide analytics tools that can help you understand how your customers
are interacting with your social media content. By analyzing data such as likes,
shares, and comments, you can get a sense of what content is resonating with your
customers and identify the types of content that will be most useful at each stage of
the customer journey.



Overall, these tools can be useful for helping you gather data and insights about
your customers, which can in turn help you identify the types of content that will be
most useful at each stage of the customer journey.

Setting up your Al content framework

Choose an Al content
framework that meets your
needs

There are many different types of input texts or documents that you can use to train
an Al content framework. Some examples might include:

Blog posts or articles: You can use blog posts or articles that you have already
published as input texts to train the Al on the style, tone, and structure of your
content.

Product descriptions: Product descriptions can be a useful type of input text for
training an Al content framework, as they can help the Al learn about the features
and benefits of your products and how to communicate them effectively.

Marketing materials: Marketing materials such as brochures, flyers, and emails can
also be used as input texts to train the Al on your brand voice and messaging.

Customer reviews or testimonials: Customer reviews or testimonials can be a
useful type of input text for training an Al content framework, as they can help the
Al learn about the experiences of your customers and how to communicate them
effectively.

Overall, the types of input texts or documents you use to train an Al content
framework will depend on your specific goals and needs. The key is to provide the
Al with a diverse set of input texts that represent the type of content you want to
create, so that it can learn to generate content that is similar in style, tone, and
structure.

Set up and customize the Al content framework to meet your specific goals and
needs



Please refer to Live class content from days 1 to 5 for this.
Other resources incude:

https://www.youtube.com/watch?v=ChA-awyZPh4&t=76s
https://www.youtube.com/watch?v=mxN7GPysPr8&t=34s

Elevate your customer journey
with the power of Al content
frameworks

In conclusion, leveraging the power of Al content frameworks can be a game-
changing strategy for supporting the customer journey and enhancing your
marketing efforts.

But to do this, it is helpful to be able to see the systems within the costumer journey
clearly.

The concept of systems is a fundamental one that pervades many aspects of the
world around us. From atoms and cells to social systems and technological systems,
everything can be thought of as a collection of interconnected parts that work
together to achieve a specific purpose. The components of a system include inputs,
processes, and outputs, and feedback loops allow systems to self-regulate and
maintain stability.

Online communication systems and online copywriting and marketing are examples
of systems that use the internet and other digital technologies to facilitate
communication and promote content. These systems often rely on Al content
frameworks to structure and organize their content, ensuring that it is well-designed
and able to effectively reach and engage their target audience.


https://www.youtube.com/watch?v=ChA-awyZPh4&t=76s
https://www.youtube.com/watch?v=mxN7GPysPr8&t=34s

By mapping the customer journey and identifying the types of content that will be
most useful at each stage, you can create a content strategy that effectively meets
the needs and interests of your customers.

By setting up your Al content framework and providing it with input texts or
documents that represent the type of content you want to create, you can generate
new content that is inspired by and reflects the themes and structures found in those

input texts.

And by using the Al content framework to generate content that meets the needs of
your customers at each stage of their journey, and integrating the generated
content into your marketing and communication efforts, you can help support and
enhance the customer journey.

So why wait? Start exploring the power of Al content frameworks today and see how
they can help you revolutionize the way you create and deliver content, and better
support your customers on their journey.



