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Generative Al Just Getting Started




“You’re not competing with Al,
you’re competing with marketers

that are using Al”




Level of disruption

80,000 jobs chopped up into tasks
Analyse likelihood of Al automation or assistance
All roles: 42%

Marketing roles: 57%




Uptake and Adoption

Content 80%
Planning 38%

Data analysis 16%




ChatGPT 03 and 04-mini

Thinking




ChatGPT Operator

Find and book me the highest
rated one-day tour of Rome on
Tripadvisor.

v @ | Q highestratedonedaytc X | @ 2025ThebestofRomer X | @ 2025RomeinOneDay'v X @ 2025RomelnADayinc X

C % tripadvisor.com/AttractionProductReview-g187791-d17224678-Rome_In_A_Day_incl_Vatican_Museums_Sistine_Chapel Colos

I'll search for the highest-rated tour of historic
Rome on TripAdvisor. Once | find a suitable
option, I'll provide you with the details. Let's

begin. .THpodvlsor Q Search o Tipe  Bevie

B Rome Hotels ThingstoDo Restaurants Flights VacationRentals Cruises RentalCars Forums ®

Europe » Roly » Lazio » Rome » Things to Do in Rome » Rome Tours
Navigating to TripAdvisor website Rome: Colosseum, Roman Forum and Palatine Hill
By City Wonders
00000 5220 reviews

Worked for 2 minutes ~

Selecting "Things to Do" category

Searching for historic Rome tours

Closing pop-up, continuing tour search
Searching for Historic Rome tours

Exploring all historic Rome tour options
Closing Colosseum tab, resuming tour search
Closing tour pop-up, tab afterward

Exploring options for top-rated tours

Sorting results by tour ratings

Exploring filters for top-rated tours



Manus

ul] Q Interactive Infographic on Google Algorithm Changes for SEO dyshare & ¥ -

+ Newtask 3 K

Interactive Infographic on Google Algorithm ... 4/2
You don't have enough credits to continue. Create an interactive infographic showing the changes in teh google algorithm in

relation to SEO, aimed at marketers. This shoudl be built in javascript and use the
colours and styling from this website: https://targetinternet.com

% manus

I'll help you create an interactive infographic showing the changes in Google's algorithm in relation
to SEO, aimed at marketers. I'll build it using JavaScript and match the styling from the Target
Internet website. Let me get started right away!

) Analyze the Target Internet website to extract styling information ~

@) Browsing https://targetinternet.com
Analyzing the Target Internet website to extract styling information

2. Clicking element
Continuing to analyze Target Internet website styling and color scheme

2) Running JavaScript // Extract color palette and styling information const styles = {}; .
Completed analysis of Target Internet website styling, ready to research Google algorithm changes

2/ Creating file todo.md

) Research changes in Google's algorithm related to SEO ~

g g on Google algori for SEO
2| Creating file target_internet_styling.json

4 Connected to datasource(1) v

= = nnnla alanrithm rhanaac and thair imnant an CEN far markatare
@ Create CMS ible files from 3/4 ~
Manus has stopped ©

Share Manus with a friend
&

Get 500 credits each Manus

QDaniaIRowIas o g o @ PN
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“74% of industry disruption is

now from industry incumbents”




Fastest depreciating technology Iin history:
$40 dollars per million tokens (Mar 2023)
$0.10 dollars per million tokens (May 2025)




Fast Changing Search Environment




Generative Search

SearchGPT@®




SGE/AIO

what is the healthiest food X ¥ @& Q

Al Images Videos News Web Books Maps i More Tools

For your heart In McDonald's To eat everyday In the world Takeout For puppies For dogs For cats Group

/3, Search Labs | Al Overview Learn more

A healthy diet includes a variety of foods from different food groups. Some

. Top 20 healthiest fi
healthy foods include: op 20 healthiest foods
3 Mar 2023 — 8. Gouda. As it's a semi-hard cheese, gouda is
 Fruits and vegetables: The Eatwell Guide recommends eating at least five portions rich in the mineral calcium and is an especially good source o...

of fruit and vegetables a day. They are low in calories and provide fiber, vitamins,

) . §F BBC Good Food
minerals, and other nutrients. &

* Whole grains: Eat whole wheat flour, rye, oatmeal, barley, amaranth, quinoa, or a . .
. g' 4 4 q Top 10 Foods for Health | Patient Education | UCSF
multigrain. @ Health

e Beans and lentils: Try to eat a bean-based meal at least once aweek. ¢ € UCSF Health

Show more v




Sustainability

Al drives 48% increase in Google
emissions




E.

HubSpot

@OpenAl >

.

Download Your CpenAl Report

Got a Great Grade?

cial media fo

CIM

This score is great

BRAND SENTIMENT 58/80 SHARE OF VOICE 17/20

Awesome job! Check your scorecard below to see how your brand currently performs on AL search engines

compared to your competitors and how you can continue to improve.

58/80

Brand Sentiment

Sentiment analysis looks at the language used in Al responses
about your brand to determine whether the overall feeling is
positive, neutral, or negative. The model tags a response as

positive, negative, or neutral based on its predominant sentiment.

If a response is largely positive, with some negative language, it

will be categorized as “positive” (or the reverse). Your senfiment
score reflects the holistic sentiment of Al responses to queries

about your brand.



Social Search

@ It starts on TikTok o 2

Watch Later Share

MORE VIDEOS

b ) 005/041 = & Yoiube 3t




Search Everywhere Optimization Insights

Number Of Daily Searches Per Platform
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Source: Estimated from multiple websites - Nov/2024. Among them are Google, ChatGPT, Statista, Similarweb, Exploding Topics, Pew
Research, IBISWorld, Gallup, Google Dataset Search, Macrotrends, etc. NO%IA_K



Search Everywhere Optimisation




No Click World




No Click World

Views will now be the primary metric to measure how content is
performing

Instagram is making a big change to how it measures the success of content on its platform,

announcing that ‘Views’ will now be recorded as the primary metric across all content.

This move from Instagram is to try and get a better understanding of content engagement, by
moving away from vanity metrics like followers and likes. Adam Mosseri, Head of Instagram at
Meta has stated how reach should be the ultimate goal for creators, as it represents the true




Early touch points

Organic Search I

Branded Paid
Search

Paid Social

Non-Branded
Paid Search

Email

4 more

20K

Attribution No Longer A Solution?

Mid touch points

Organic Search I

Paid Social

Branded Paid
Search

Referral

Non-Branded
Paid Search

6 more

20K

Late touch points

Organic Search
Paid Social

Direct

Branded Paid
Search

Non-Branded
Paid Search

7 more

o

20K



Overwhelm....

~ All industries overview

Analytics & Data

100%

Usability Content Marketing

Social Media Digital Strategy

SEO Ecommerce & Lead Gen

PPC Email Marketing

Online Advertising Marketing Theory

Mobile Marketing




And Overconfidence!

All industries overview

Analytics & Data

100%

Usability Content Marketing

Social Media Digital Strategy

SEO Ecommerce & Lead Gen

PPC Email Marketing

Online Advertising Marketing Theory

Mobile Marketing

All industries skills [l All industries confidence



++ Skills Benchmark

a daniel@targetinternet.com

U Digital Marketing Toolkit

2 Free Update Sessions
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