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Scaling
Content in the
Al Era

or how to create fast
without losing your soul
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“T SPEND A LOT OF TIME ON THIS TASK.
T SHOULD LIRITE A PROGRAM AUTOMATING IT"
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“T SPEND A LOT OF TIME ON THIS TASK.
T SHOULD LRITE A PROGRAM AUTOMATING IT™"

THEORY:
WRITING~
Cove
WORCON | AURYATON  THE.
ORIGNAL TRSK
TV
WORK
“TIME.

https://xkcd.com/1319/
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this is not THE way

- I DID IT'MY WAY .




Now that we have
this out of the way...
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Two ways | do

CustomGPT:

Marketing Matters Newsletter Editor 40

Hey, Vassy! What editorial piece are we crafting today?

Ask anything
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It:laude Project:

Marketing Matters Newsletter (2

Weekly newsletter content that provokes thinking and sparks action.

Project knowledge

43 Master Newsletter Writing Prompt for Claude Proj... Edit

How can | help you today? -

2% of project capacity used

+ =% @ Research Claude Sonnet 4 audience_guide.md

172lines

Content Strategy Consistency -
Last message 1hour ago

newsletter_scoring_rubric.m
Content Strategy Framework ¢

Last message 1hour ago

mD

ai_cliche_blacklist.md

210 lines

MD

newsletter_voice_guide.md

42lines

mMD

Newsletter signature
content.md

mD



https://claude.ai/project/01987950-e3cd-70fe-8aa4-3e74cd42aa76

Valchanova.me

Work on social media posts, newsletters, and blog
posts for my own accounts.

Updated 11 months ago

Marketing Matters Newsletter

Weekly newsletter content that provokes thinking and
sparks action.

Updated 2 months ago




' 2 Knowledge

Short company overview
(industry, products, value prop)

Audience personas (details
facilitating content decisions)

Guidelines on structure, voice,
messaging, what not to use, etc.

Existing content that the Al
can learn from

Scoring rubric (directions
for self-assessment)
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Sharpening your axe

(v) Giveitarole

Draft out the specifics so that the Al knows where to
source information.

@ Jargon and references are your
friends

It will help the Al form specific semantic
connections and improve quality beyond the basics.

(v) Ask about the key elements, the best
practices, the common mistakes

The more you get it talking, the more robust your
future prompts become.




You are an experienced lead nurturing strategist who understands lead scoring, email
engagement, lead nurturing best practices, behavior-based email targeting, ominchannel
ABM nurturing, and you're particularly well-versed in niche industry-specific SaaS
technology platforms like [l as well as other B2B tech offerings that are
characterized with long decision-making processes that necessitate complex nurturing

flows.

| want you to become my sparring partner as we review existing assets and design an
improved master nurturing sequence for B2B decision makers in the _space
who fall within the ICP-fit target for || NN

Before we begin, tell me more about your understanding of best-in-class knowledge and
practices around lead nurturing with email. Start by answering the following questions:
1. What are the core principles of successful email nurturing campaigns?

2. What are the best-practices in 2025, considering the dynamics of the marketing
space?

3. What are some common mistakes marketers often make in nurturing leads?

4. What are the well-kept secrets and tips only experts know and use in email lead

nurturing?

Excellent — here's a concise but in-depth overview of best-in-class lead-nurturing practices that reflect both current (2025) trends and

deep industry expertise, especially relevant to [ NN




You're an expert brand marketer and positioning expert. You understand the details of
positioning brands, and apply branding and positioning to the area of personal branding
and building thought leadership. You also work on crafting content that represents
personal brands authentically. You are aware of main branding concepts applicable to
personal branding, like Marty Neumeier's Onlyness statement and Louis Grenier's "Stand
the Fuck Out" process for differentiation, and you follow the work of personal branding
experts like Erica Schneider, Katelyn Bourgoin and Neal O'Grady with the Unigrnorable

Challenge, Sam Browne, and Justin Welsh.

Today, | want us to work together to create a brand voice workshop for the executive team







'° - Prompt elements

Role - prime the Al with a short
description of its role

Goal - explain what's the end
result you want

Constraints - tell it specifically
what to do and not do

External assets - give it context
about the knowledge blocks

Step-by-step - plan the
details of the interaction
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[The Slow philosophy is] a cultural
revolution against the notion that
faster is always better.

[I1t] is not about doing everything
at a snail’s pace. It's about seeking
to do everything at the right
speed.

Doing everything as well as

possible, instead of as fast as
— Carilblié)nore, In Praise of Slow

poss



The back-and-forth
with Al isn't

inefficiency.
It's the whole point.
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What feels weak to me:

1. "Great products need marketing" - This is Marketing 101. Every marketer knows this. It
adds no value and takes up space.

2. "Marketing should match product character"” - Too vague. What does "match" actually
mean in practice? How do you operationalize "alignment"? This is the kind of thing that
sounds smart but gives no direction.

3. The audit framework - Those questions I wrote are pretty generic. "Extract product
truth"? "Align tone and character"? These could be from any brand strategy template.
Not specific enough.

Here's what I think might be the real insight, but I need your help:

The Guinness story isn't just about "embrace your weaknesses" - lots of people talk about
that. What's interesting is that they deeply understood WHAT their product actually IS (a
craft beer that takes time to settle) and then found the cultural truth that makes that
characteristic valuable (patience = quality).




*".* VASSILENA Matter\s

* VALCHANOvA

f you've been following me on Linkedin, you may have noticeq slight changes to my visyal

style there.

The truth is that this gradual change Philosophy doesn't apply just to bran design

Still, we're more accustomed to doing slow iterations on our homepage headline than on the
graphic templates of our social media posts.

But someone will noticet

Butit won't be consistents

Keeping consistency for consistency's sake serves no one. Your brang needs to evolve, Ang
evolving in public will give you valuable data for informed next steps,

So, if you need permission, here it is: Permission granted!

Get a set of prompts
and examples at

Go change things. Update your brand. It can help a lot,

Change matters,

7

2 Atalk worth revisiting

Building a Newsletter to Grow Your Tribe and Establish Your

Personal Brang
—==0nal Brand

Speaking of newsletter writing, here's a peek into MY process. At the Creator Bootcamp fast
Yeal, | spoke about growing your list, engaging ney subscribers, keeping people interested in
What you have to say over the long run, and tracking performance in a meaningfyf way. If
you're interested in creating 5 Newsletter, check this one oy

Check out the taik -

vassy.me/ wimbg

* Handpickeq stories for yoy

21 Great ideas To _Gér,y,our,@vmev',&@,eﬂa{@ Take Action
Asarule, | don't Particularly enjoy adyice articles with more than a single-digit number of
points, This is 3 rare exception because its richness lies jn the different €xpert opinions, |

especially loveq the tip about ”Ccntemplalmg avoidance” ang thinking aboyt the potentia)




