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The Part You Already Know

» Write long-form white papers
» Short ‘blog’ type articles

» Create scripts
» Podcasts

» Webinar opens/closes
» Performance reviews
» Social media posts

» Email copy

Content creation is the “no-brainer”
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Videos
Images
Presentations

Voice-overs

Avatars
Proofreading
Improve searchability (SEO, AEQO)

Create outlines




The 5-Layer Prompt Stack

Act as a [ROLE].
Your task is to [GOAL].

Context:

- Audience: [who it's for]

- Objective: [what success looks like]

- Constraints: [channels, tone, length, etc.]

Output:

- Format: [bullets, table, outline, script, etc.]

- Tone: [e.g., conversational, authoritative, human-
first]

- Include: [examples, hooks, data, etc.]

Make this specific, non-generic, and written like a
thoughtful human

Al is only as good as the thinking behind the prompt

© 2026 Tara L. Finney | Linkedin.com/in/tarafinney

Avoiding “Al Slop”

Prompt—What you ask
Context—What you give Al

Model—What Al system
you’re using

Data—What it can reference
Iteration—Refine the input



5 Moves Most Marketers Miss
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Your Content Chaos, Solved

Prompt

» Review my websites blog posts
https://theediblebookmark.com

» List every article title and assign Article Title

each one to a category based on its Review: Fast Lane Book Review

tOpiC. Review: Hidden Book Review

Book Review: The Bone Bed Book Review

> OUtpUt: Blog Tour & Book Review: Never Goodbye Book Review
Book Reviews: Romance Novel Overload Book Review

- A Complete list of content items Recipe Roundup: Mashed Potatoes with Kale Recipe
. Recipe Roundup: Sausage-Swiss Muffins Recipe

- Each item grouped under a clear Happy New Year!!! Lifestyle
Category Merry Christmas Lifestyle

- Put it in an excel spreadsheet
format

You need to know what you have, before you create what you think you need
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https://theediblebookmark.com/

Own the Gap Your Competitors Missed

» Identify gaps and opportunities in the » Map content to key audience segments and
marketplace stages of the buyer journey

» Highlight missing topics, underdeveloped areas, » Identify where content does not align with user
and opportunities for differentiation intent

» Surface opportunities for new content, < Recommend actions

repurposing, or consolidation » Specify which content to keep, update, merge,

» Align to audience and intent repurpose, or retire

» Suggest how to improve discoverability and
internal linking

Major Gaps Opportunity Own This

No clear ccing- Book Club
“bridge” M]SS]ng' L]festyle

between books + Book + recipe “What to serve
food el while reading X”

Decide what your “table stakes” are, then define what you want own
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Measure What Moves the Needle

» Traffic Source (SEO, Direct) » Click-Through Rate (CTR)

<+ How people find your content <+ How effective your titles are at getting clicks

. from search
» Conversion Rate

.. » Pages per Session
< Percentage of visitors who take a gesp

desired action (e.g., sign up, <  Whether visitors explore more than one piece
click, buy) of content
» Email Subscribers Gained » Returning Visitors %
<+ Growth of your owned audience <+ Whether your content brings people back
(loyalty)

» Opt out rate %

» Average Engagement Time
< Subscribers who no longer want 8 gas

to receive your content < How long people spend with your content
» Revenue (Revenue per Post/RPM)

<  Whether your content is actually
driving business value

Don’t measure everything, measure the right things
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Stop Guessing, Start Testing

Prompt Output

Make a simple list of what | should test » Content type (article vs. video vs. email)

and then stop. » Content format (list vs. how-to vs. single

review vs. hybrid)
» Topic (books vs. food vs. book + food)

» Title style (search-based vs. lifestyle-
based)

Email subject lines

» Call-to-action (strong vs. soft vs. none)

Test, learn, optimize, repeat
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Reports That Write Themselves

» Create an agent to repeat the results every month

Context: You are a content performance analyst.
Each week, review the latest performance data for all published content, including articles, videos, and emails.
Your task is to generate a consistent weekly report using the following structure:

- Organic Traffic - Returning Visitors %
- Average Engagement Time - Email Subscribers Gained
- Pages per Session

KPI Snapshot

- Top 5 content pieces by traffic
- Top 3 by engagement
- Top 3 by conversions

Top Performing
Content

- Identify any tests conducted (format, topic, title, or CTA)
- State which version performed better and why

Test Results

- Provide 2-3 clear insights based on performance data

Key Insights

Recommended
Actions

» Desired Output: Use only the data provided. Keep the report concise, structured
and consistent

- Specify what to do more of, what to stop, and what
to test next
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Resources

» LinkedIn Course: Generative Al for Marketing Professionals
» Introduction to Prompt Engineering for Generative Al
» A Content Marketers Guide to Al

» Generative Al for Digital Marketers

» Substack Article: A complete guide to getting started with Claude Co-Work;
Really Rich by Helena Di Biase

» YouTube Video: ChatGPT vs Claude vs Gemini: Which Al Is Worth $20/Month in
2026; The Tech Girl

Train your team, implement governance, and create ongoing learning forums
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* “Al should be a partner and
advisor in your content strategy,
not a replacement for creativity
and expertise”

Logos are the property of their respective owners and are used here for illustrative purposes only.
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Thank youl!

Linkedin.com/in/tarafinney
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