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Is Your Content a
Source of Record or
a Source of Risk?

A guide for marketing leaders

Al readiness is not a technology decision. Marketing leaders are under pressure to adopt Al

across audience insights, campaign planning, content
It touches growth, brand trust, , . g. P g. .p. . 9

creation, personalization, search visibility, and
operational efficiency, risk management, reporting. The pressure is real. But the question is not
competitive visibility, and team whether to adopt — it's whether the ground you're
confidence — every domain a marketing building on is solid.
leader owns. Speed only creates value

when the foundation is reliable.

STRUCTURED OVERSIGHT GAP

While 66% of leaders feel at least confident in their ability to monitor and influence how Al-generated
summaries represent their brand, just 21% have structured, proactive oversight actually in place.

Marketing leaders are not navigating 1. Audience and ICP intelligence

. . . Al changes how teams detect intent, understand
one Al shift. They are navigating ang . .

readiness, and personalize experiences.

several simultaneously — from how
audiences are understood to how
brands appear in Al-generated
answers. These shifts are connected.
Weakness in one undermines the

2. Campaign orchestration
Plans are moving from static to faster activation
and optimization loops.

3. Content generation
Draft, repurpose, localize, and personalize faster
others. than ever before.

4. Brand & reputation
Consistency, claims, compliance, and trust become
harder to protect at scale.

Al BRAND VISIBILITY TRACKING 5. Visibility in Al search
Think beyond rankings: citations, mentions, and
share of voice in Al answers.

Only 31% of marketers say they actively track
their brand's visibility in Al-generated answers —
the channel rapidly displacing traditional search

. 6. Measurement & governance
for discovery.

Track content health, Al visibility, risk, and business
impact — not just clicks.

Al does not automatica"y fix messy For marketing leaders, this can manifest as off-brand
. 7 q messaging, inconsistent customer experiences,
content, inconsistent messaging, or weak . . .
outdated or unsupported claims, compliance risk, and
governance. It scales what already poor-quality Al outputs. Al does not remove content
exists. If the foundation is outdated, debt. It makes it more visible, more expensive, and
duplicated, or poorly governed, Al harder to control.
multiplies those issues across
campaigns, channels, regions, and

customer touchpoints.

THE CONTENT DEBT PROBLEM

59% of marketers say outdated, duplicated, or inconsistent content is already a major problem in their
organisation — before Al amplification is factored in.

THE CHANNEL SHIFT IS UNDERWAY

74% of marketers expect Al chat interfaces to become more important than the website as a discovery
channel. Brand and content decisions made today will determine how that channel represents you.

Content Confidence means knowing Content Confidence helps leaders answer the
. questions that matter: Can we trust what Al is using?
your content is accurate, structured, . L
Can we scale content without scaling risk? Can
reusable, governed, discoverable, and customers get a consistent experience across
safe to scale with Al. For mapketing channels? Can Al systems understand and cite us

.. ) )
leaders, this is not a technical concept accurately

— it is a business capability. It is the
connective tissue between Al ambition
and Al readiness.

FIVE PILLARS:

1. Accurate
Current, approved, and complete at the source

2. Structured
Updatable once, reusable across channels

Al IS ALREADY SHRINKING BRAND VISIBILITY
3. Governed

81% of leaders believe Al-powered discovery is Clear owners, workflows, and approval paths

already shrinking the number of brands visible per
query — either significantly or somewhat — 4. Discoverable
compared to traditional search. Legible to search engines and Al systems

5. Measurable

Tracked for health, reuse, risk, and impact
LEADERS ARE CONCERNED — AND

RIGHT TO BE

91% of leaders express at least one concern about
Al-powered discovery's impact on their brand.
The leaders who act on Content Confidence will
be best positioned to address it.

Marketing leaders do not need to own SEVEN QUESTIONS:

every technical detail. But they do need (o e e sl

to know whether the foundation is ready. Is our priority content accurate, current, approved,
These seven questions surface the gaps and complete?
before Al does. 2. Is our content structured for scale?

Can teams update important messaging once and
X reuse it consistently across channels, campaigns,
and markets?

3. Can Al systems understand what we want to be
known for?
Are we giving Al clear signals about who we are,
what we offer, and which content is authoritative?

4. Are we looking beyond our own website?
Are PR, media, communities, review sites, partner
sites, and documentation part of our Al visibility
footprint?

5. Do we have governance that enables speed?
Are there clear standards, owners, workflows,
review cadences, and approval paths?

6. Are we ready for Al-assisted operations?
Can Al safely support tagging, repurposing,
localization, and content checks inside a governed
system?

7. Can we measure confidence?
Are we tracking content health, freshness, reuse, Al
visibility, risk, and business impact — not just traffic
and clicks?

"The goal is not to let Al create When the prompt becomes the starting point, structure
becomes the optimization layer. This explains a growing
frustration: 57% of marketers say they are producing
teams move faster inside a system more content, yet visibility has remained the same or

leaders can trust. declined. Volume without confidence is noise.

everything. The goal is to help marketing

92% of marketers say their role has partially shifted from creator to curator. Structure, governance,
and confidence are now the core of the job.

Five closing principles:
1. Humans stay in control — Al accelerates governed workflows

2. Content becomes infrastructure, not just output
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3. Visibility includes Al answers, not only search results ! ‘

4. Governance becomes an enabler of speed, not a blocker

5. The brands that win will be the ones Al can understand, trust, and represent accurately
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