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3 Layers Changeo

The strategic consequence: advantage shifts from volume
and cleverness toward clarity, credibility, and repeatability.

Discovery

Buyers increasingly start with Al-assisted
explanations, comparisons, and shortlists
before they ever hit your site.

Production

‘Good enough” content is abundant. The
apility to produce faster is no longer a moat by
itself.

Trust

Proof, security posture, and implementation
credibility moved to the front of the buying
Orocess.
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New Requlirements

Marketing has shifted from a content factory to a
credipbility engine.

Be Recommended

Discovery is increasingly mediated by Al
summaries and synthesized shortlists. The
goal Is not just being found. It is being
framed correctly.

Be Believed

When content is abundant, polished copy is
not enough. Proof, constraints, and
Implementation reality become the
differentiators

Be Repeatable

The durable advantage is a workflow-first
marketing system that can produce quality,
trust, and speed without heroics.




Discovery Moveo

N an Al-mediated market, your narrative nas to survive summarization.

Old motion

Question -> Al summary -> shortlist ->

Search -> website -> nurture -> demo cre .
verification -> committee

Marketing optimized to attract clicks and explain itself .
Sfter the fact. Marketing has to make the brand easy to extract, repeat, and

validate quickly.

What wins now What loses now Practical goal
Clear definitions, explicit constraints, Vague messaging, feature tours, all-in- Shape the summary before the buyer
sharp claims one promises reaches your homepage



Content is cneap. Credipllity Is not.

Al lowers production cost. It does not lower pbuyer skepticism.

What Al
commoditized
Blog drafts Useful decision-support assets
Landing page copy Real proof
Ad variants Clear positioning
Social snippets Implementation reality
Basic design Experience applied honestly

New best content

0 Checklists
ROl models

Comparison pages

Implementation guides
"How to buy" briefs

The winners publish assets that help committees make
a decision, Not just assets that fill a content calendar.



The Mutated Funne

—ocus on ICP + trigger + signal, not generic volume.

Trigger Signal .
. . . Motion
Where you can reliably Why this account should What observable behavior .
. Which play to run next
wWin care NoOw. suggests momentum

What most teams do The Argument -

. . ) . ) What to ask?
Run campaigns broadly, report activity, Most “execution problems” are focus .

. . . Where do we win repeatedly, and what
and call the inconsistency an execution problems. You need a sharper wedge

. N event creates urgency?
problem. and petter trigger discipline. J Y



PART Il



Trust Isthe new growtnh channe

Offer design and buying confidence matter more than slogan guality.

Reduce time-to-value risk Reduce political risk Reduce trust risk

Tighter offers, clear onboarding, Help the buyer defend the choice Security posture, implementation
defined outcomes, and explicit with proof, ROl logic, and language a credibility, and proof should show up
boundaries make adoption feel committee can forward internally. before procurement becomes the
achievable. blocker.

Most deals die guietly because the decision feels risky,
Not because the product looks pbad.




Verification beats persuasion

Committees do not buy on linear emotion. They buy when the decision pecomes safe.

he Trust Stack

What buyers need to verify quickly

s this real?

S it safe?

Will it work here?

Can | defend this internally?

What will implementation look like In
our environment?

When these answers are visible early, stage velocity
improves and "Nno decision” drops.



Your wepsite becomes a veritication Nup

TS INnfrastructure for trust.

Before Now Must Haves
Explain the category Support Al-mediated discovery with Use cases
Describe the product ) pages that are easy to summarize, 9 Comparisons
Capture the lead easy to compare, and easy to verity Rigeleli

Hand the rest to sales under scrutiny. Trust center

Implementation clarity

A good site Nnow answers pbuyer guestions that used to
require a custom follow-up email or deck.



2roof snould compound like iInventory

Most teams have proof. Few teams manage it like an asset pase.

Proof inventory examples

Case studies 1
Reference snippets X

ROl benchmarks

Security artifacts

Implementation plans
Before / after metrics

Without a system With a system Compounding effect

Proof lives in decks, Slack threads, ana Proof is tagged, searchable, refreshed, Higher conversion, faster review cycles,
memory. The buyer asks, and the team and routed into the right motion at the and better Al-visible evidence across
scrambples. right time. the market.

https://wuwuw.playbookm.com/
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WiN the Al snortlist

CEO = Generative Engine Optimization. Get recommended, not merely retrieved.

Where you show up

Simple category language Jargon-heavy copy Your site

Explicit use cases INnconsistent messaging Review surfaces

Clear comparisons Claims without evidence Partner content
Consistent proof across the web Thin product pages Communities

Pages that answer “what is it / whois No trust or mplementation detall LinkedIn / social proof

it for / why now /when not to use it”

RuUle of thumb: wri

accurately anc

Third-party mentions

te so an Al can summarize you
a buyer can verify you fast.
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emand creation still matters

Use channels to distribute narrative and proof, not just to manufacture activity.

Rolling Thunder ABM without Theatre Outbound, Redefined
Stay visible in trusted public and semi- Orchestrate accounts using signals, not Fewer touches, more relevance,
oublic surfaces. custom stunt work. anchored in proof.

Paid as Air Cover Events without Theatre

Capture intent and reinforce trust, not Small, sharp, and co-sold beats big booth

force cold persuasion. optics.

Reframe the channels around proof and signal.

14



Make "yves safe. Then make 'yes defensiple

| ate-stage conversion improves when the puyer can carry your case internally.

Make “yes” safe Make “yes” defensible
Benchmarks Internal summary decks
ROI models Champion-friendly one-pagers
Evaluation guides 9 Implementation story
Reference-ready evidence Risk-handling language
Artifacts finance and ops can forward Decision memo support

The real sale often happens in rooms where you are not present.
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Security Is the veto layer

Treat security posture as a conversion lever, not someone else's proplem.

What to expose early What it improves What to measure

Trust center Stage velocity Security review cycle time
Security FAQS Procurement confidence Drop-off during vendor review
Compliance posture Lower |ate-stage stall risk Deals lost to risk concerns

Data handling boundaries

A great demo can still die in review If your trust
materials are vague, buried, or inconsistent.
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esign

‘Nne secona sale a

-X[pansion Is engineered, not hoped for.

Expansion Path

- Choose the right - More teams

wedge

- Instrument value early
- Make outcomes

Vvisible

. Land In a shareable

use Case

) . More use cases
- Bigger footprint
- Higher internal
confidence
- Lower repurchase
friction

>

ne

IS

~ sale

Compounding Value

- mMeasurable
. reference-able
- easy to defend

-X[Pansion IS easier when
the first deployment
Makes value:
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Workflow-Tirst marketing

The new unit of execution Is a reusable skill. not a heroic one-oft.

Why this Matters

Al INncreases speed, but systems preserve coherence. Teams that standardize messaging,
proof capture, and QA can move faster without diluting trust.

https://luus.operrai.com/



Speed does Nnot Kill. Lack of control does.

Governance Is how you keep Al-enapbled marketing trustworthy at scale.

Risks to control Control mechanisms Leadership principle

. Invented statistics

- Overstated comparisons 9
- Sensitive data leakage - Source logging

- Positioning drift - Usage policies
. Copyright / provenance issue - Data handling boundaries

- Approved prompts

- Create enough structure to
- Human review gates 9

preserve trust, Not so much
process that the team stops

shipping.

The right guestion is not ° "’
t's

20



Qualified meetings

By segment and use case

Stage velocity

Where deals slow or stall

Win rate

By persona, vertical, trigger

A direct signal of trust friction

Security review time SQOs

Pipeline worth pursuing, not lead theater

WV,

MQL-heavy dashboards can create a false sense of
momentum while pipeline quality quietly erodes.

Al



The Al-native team Is more leveraged

Production Is no longer the bottleneck. Coordination, conerence, and credipility are.

Team design shift What matters more Leadership Job

- From large production- - Narrative quality - Set the system
centric teams - Proof systems 0 - Protect the standards

- To leaner teams with - Workflow design - Aim the team at the right
stronger operators, petter - Cross-functional trust wedge
systems, and Al-assisted - Fast learning loops - Compound what works

throughput

Al-native does not mean “replace marketers.” It means remove low-value production
drag so strategy, judgment, and trust become the center of gravity.
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The closing idea

N the Al erg, the best B2B marketing does three things
exceptionally well;

0 It shapes how the a It makes trust fast to e It turns execution Into a
market summarizes verity. repeatable system.
YOUu.



A practical 90-day action plan

Near-term operating moves.

Days 1-30 Days 31-60 Days 61-90

Clarify and audit Build assets Operationalize

- Tighten category and use- - Create comparison pages, - Standardize key workflows.
case language. ROI tools, proof tags, and - Set governance rules.

- Audit the site for verification trust materials. - Upgrade measurement to
gaps. - Refactor campaigns around SQQOs, stage velocity, and

- [dentify where trust friction is |ICP + trigger + signal. review friction.

slowing deals.

This alone will move most teams materially closer to the operating model described.
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