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Stand out in the AI era with a 
unified content strategy
Put AI in its place, differentiate your brand, and stay visible in AI 

answer engines.

“
Generative AI is 'the single most cited meaningful 

interaction type for researching purchases' among 

B2B buyers.

Forrester, The State of Business Buying, 2026
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AI ANSWER ENGINES

The new B2B buyer journey

67%
decline in organic CTR when not cited in 

AI Overviews (AIOs)

~5x
higher citation likelihood when a brand 

is pre-selected in AI

7.8x
more AI visibility for brands with strong 

digital signals

Source: Seer Interactive.

For well over a decade, B2B buyers have been performing the bulk of their research online, and algorithms have 

governed the visibility of marketing content.

AI has not changed that, but it is reshaping visibility and shifting where decisions happen. It affects content 

performance, SEO, answer engine citations, and marketing ROI.

A page can rank well in search but still disappear if an answer engine does not cite it. As with search, that 

visibility depends on ranking factors such as trust, authority, and relevance: whether a brand is “trusted” as an 

authority by AI, and whether its content supplies the most useful, credible, and relevant answer to a given query.

AI has made it easy to produce generic content that uses the same sources, written in the same style, using the 

same language patterns. But when every vendor publishes an article that sounds the same, none are 

remembered.

As CMI's research shows, AI accelerates production for most marketers, but its impact on performance is 

ambiguous at best. Strategy, skills, judgment, and execution are what determine performance, not technology.

CONTENT PERFORMANCE

AI's impact on content performance

“ Now every brand that leans on [AI] is drowning in content that 

sounds exactly like every other brand.

Brendan Hufford, SaaS content marketer, via Kaleigh Moore

Generative AI has made it easier and less expensive to produce words, and nearly all B2B marketers now use AI 

in some form or another. Yet although most marketers acknowledge AI has improved productivity, operational 

efficiency, and quality, fewer than 4 in 10 say it improved performance.
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AI'S IMPACT ON CONTENT MARKETING PERFORMANCE

39%
Content performance 

improved

58%
Content quality improved

65%
Creative capabilities 

improved

87%
Productivity improved

Source: Content Marketing Institute.

On the surface, these stats suggest that AI largely has a positive impact on content marketing performance, 

productivity, and quality.

Digging deeper into the numbers, however, it becomes clear that although AI has been a catalyst for change, it is 

not yet a game changer, and when it is, people are the ones driving that change:

Around one in five marketers do not see AI moving the needle in creativity (22%) or content quality (21%)

Among factors that contributed to improved content strategy effectiveness, strategy refinement (74%) and 

team restructuring or resource changes (40%) flanked new tech adoption (51%)

When asked to rank their effectiveness over the past 12 months, the most common responses lean toward 

people, not technology: content relevance and quality (65%), team skills and capabilities (53%), and alignment 

with sales (45%)

These numbers highlight the fact that, despite the hype, AI is still not “intelligent” and, like any technology, it only 

amplifies the work teams already do. Or, as the CMI report put it:

“ Effectiveness is less about what you bought and more about what 

your people can do with it. AI won't magically fix a lack of capability. 

If anything, it makes capability gaps more obvious.

Content Marketing Institute

The conclusion is simple. AI cannot magically understand buyers, research relevant sources, construct 

persuasive sales arguments, or create content strategies. Like any other tool, it needs human drivers behind the 

wheel.

CONTENT STRATEGY

Driving ROI with a unified content strategy

In the era of AI, driving ROI with content requires a strategy that spans traditional and technical marketing 

disciplines. Objectives can span departments as well as disciplines, from brand awareness to AIO traffic.

One approach is to create a hybrid strategy that combines the creative and technical sides across a few core 

pillars:
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CONTENT STRATEGY

01

A unified brand narrative

AI answer engines cannot create a 

coherent brand narrative or unique 

value propositions (UVPs) from 

scattered content. When that theme 

and narrative is consistent across 

content and channels, however, it 

will be “understood,” repeated, and 

cited. Without it, AI, competitors, or 

customers will be the ones who 

write that narrative.

02

A foundation built on buyer 

psychology

Algorithms across all engines 

reward engagement, but AI has 

drastically increased the 

sophistication of those algorithms. 

Copywriters and content strategists 

no longer need to focus on 

concepts such as keywords or topic 

clusters. Instead, they must focus 

on traditional marketing frameworks 

and concepts, such as buyer 

personas, buying stages, and buyer 

psychology.

03

Content tailored for AI answer 

engines

AI answer engines are evolving, 

and while they do detract from 

search visibility, citations still 

increase brand awareness and 

deliver traffic. Understanding which 

queries perform, which generate 

AIOs, how citations are surfaced, 

and how to create content is key to 

increasing brand awareness and 

CTRs.

Although it is easy to treat creative, traditional, and technical marketing practices as separate, they all 

share the same goal: reaching, engaging, and persuading buyers. AI has made the modern marketing 

world significantly more complex and technology-centric, but the fundamentals have not changed. 

Organizations that understand and follow a unified content strategy will be better positioned to turn their 

content into authority, trust, and measurable results.

From original content to 

strategy at scale

B2B content strategy covers the ideas, the content, how it 

gets found, and how it reaches every channel. I help with all 

of these areas, from the creative and content strategy to the 

technical side, including SEO, AI, and content generation 

systems.

I bring 15+ years of experience in B2B tech content, SEO, 

marketing automation, and content strategy. Since the arrival 

of ChatGPT, I have been building hyper-personalization 

solutions, agents, and marketing automation systems 

powered by AI. I work with businesses, entrepreneurs, and 

agencies.

If you're ready to take the next step in your content program, 

book a free strategy call today.

About Nathan T Warne

15+ years in B2B tech content, SEO, 

marketing automation, and content strategy

Deep technical knowledge and the ability to 

make complex technology clear to the entire 

buying committee

Thought leadership, positioning, and 

messaging for B2B technology companies

SEO, AEO, and GEO strategy for search 

engines and AI answer engines

AI content systems that turn original content 

into on-brand copy for every channel

Book a strategy call nathantwarne.com
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