
 

#170: What to Hand to AI, and What to Never Let It 
Touch 
 
Hey, and welcome back to My Weekly Marketing. Last week, I had to call a small shop here in 
Austin to see if they had a product in stock, and instead of a human answering the phone, I got 
an AI assistant. Don't you love when you call a company and a robot answers? No, not really. 
I'm kidding about that. You just really wanna talk to a real person, right? 
 
So I pressed zero, and then I said, "Clerk," and, "Representative," and said it again like that's 
ever gonna help. Eventually, I got through, but I thought, "These people have no idea how much 
I hate this right now." Here's the thing, a lot of small businesses are racing to do things like 
automate their phone system because it seems like such an easy thing to hand over to AI. 
 
After all, answering the phone is such a basic function that a computer could easily handle it, 
right? But that first hello, what could've been a warm first impression, has really just been 
spoiled. Now, I know they didn't use AI because they wanted to be cold. They probably thought 
they're being smart and efficient and saving money. 
 
I mean, employees are expensive. But they're actually training their best customers that you're 
not important enough to even address in person. So AI is new for all of us, and nobody has 
completely figured out how to best use it in their business. So I wanna take some time to go 
over what's currently available and the potential for you to use AI and what you should not let it 
do. 
 
Most of us are past the should I use AI question. It's so embedded in our daily routines for social 
media and emails and content. Even the search engines use it. Also, the occasional questions 
about how to unjam our laser printer or, in our case, what to do when your dog gets fleas, which 
is a whole 'nother story, makes AI kind of really irreplaceable in our lives. 
 
But there's another question underneath asking if you should use AI, and it's this: Am I handing 
the right stuff to [00:02:00] AI? Here's why that's important. AI will say yes to anything. You ask it 
to write a webpage, it writes a webpage. Ask it to write an email, it writes an email. 
 
It can give you whatever you ask it to give you. But sometimes there are things you don't want it 
to give you, and Claude might not volunteer that information. So that's your job, knowing what to 
hand it and what to never let it touch. So today I'm putting together two lists, the hand it list and 
the never let it touch list, and I'm throwing in a few ideas that you maybe didn't think about 
utilizing what AI is best at. 
 

 



 

Okay, a quick bit of context first. Here's what actually happens with AI-- AI has learned from 
massive amounts of content, the good, the bad, and everything in between. There's a lot of bad 
information on the internet, if you didn't already know that. If you listen to my episode number 
167 with RJ Talior, we talked a lot about this. 
 
When we ask AI to create something, it draws on patterns, the average blog post, the average 
social media caption, the average email that starts with something random like, "I hope this 
email finds you well." But there's a problem with that, and that's that AI is making average 
content easier and faster to produce. 
 
That means the benchmark for average is getting higher, so there's gonna be a lot more decent 
content out there, which means average content is becoming less valuable. Does that make 
sense? So if you want your marketing to get noticed, your content has to rise above average. 
So the good news is that AI can help you do that too. 
 
Now, average might be fine for some things. There are some things that I genuinely don't do 
well, where AI is stepping it up and doing average, and they're ahead of where I used to be. But 
If you're already using AI, you're heading in the right direction. 
 
You know it's a tool, not a wise, all-knowing demigod. But I also want you to know that it's no 
longer a skill to use AI. Everybody can use [00:04:00] it. The skill is now knowing what to give it 
and what to guard. So the people that win the next couple of years aren't the ones who use AI 
the most. They're the ones that know exactly which parts of their business to hand over and 
which parts to keep their human hands on. 
 
All right, so let's build those two piles. Pile number one, what to hand to AI. Let's start with good 
news, because this pile is bigger than you think, and using it well will give you hours back. And 
who wouldn't like more time in their day, right? So there are some things that AI will beat 
humans at every day of the week. 
 
These are the things to hand over to AI. Let me give you a few examples here, because I think a 
lot of us are only using for two or three things when it's really skilled at a lot of things. So there 
are four basic categories AI is genuinely good at. 
 
One, finding patterns in a bunch of information. If you paste 50 survey responses or a month of 
DMs or all the reviews you've ever gotten, and you ask, "What patterns and phrases keep 
coming up?" Within seconds, AI will find the themes faster than your customers could even tell 
you what they are. 
 
This is valuable with language because everyone phrases things in different ways. For example, 
one customer might say, "I just feel like I'm throwing money at marketing, and I have no idea if 
it's working." And another customer would say, "I'm doing all the things everyone tells me to do, 
and my calendar's still empty." 
 



 

So there's two customers. They use completely different words and use different emotional 
tones. One's about wasted spend, and one's about wasted effort. But underneath, they keep 
saying the same thing: "I can't see what's working, so I don't know what to keep doing." This is 
the sort of thing that AI will help you sort through. 
 
It gets you through the narrative to get you to the meat of what people are actually saying. Okay, 
so that's one bucket of things that AI can do really well. Number two is anything with numbers or 
data. So if you've got a messy [00:06:00] spreadsheet of email stats, podcast downloads, sales 
by month, or even analytics from Google, hand it over. 
 
One thing that was really helpful for me personally was giving Claude years of email stats and 
asking it to identify the patterns of my best performing subject lines. From that, it was able to 
create a formula that I can use going forward. You can also give it sales data and ask it to 
identify months that do well or days of the week or patterns in it. 
 
It'll crunch it and hand you the answer in plain English without, you know, getting you involved in 
formulas or pivot tables. I think we all have more data than we know what to do with, and AI will 
help you make sense of that data so that you can understand it to make decisions from it, 
because that's really the key, right? 
 
The numbers tell a story. It's no fun just looking at numbers on a sheet. That's one of my favorite 
AI skills, and it does it better and faster than any human could. Okay. Number three, first drafts 
of really just about anything. I don't know about you, but I hate looking at a blank page, whether 
it's a blog post I'm writing, an email, an outline, a script. 
 
AI can get you an ugly first draft in seconds. And even a fixable ugly first draft beats a blank 
screen that you're just staring at. Honestly, what it does even better than that, I think, is gives 
you an outline first. 
 
That way you don't have to look past all the AI-isms that I, I call it, all those words or patterns 
that AI throws in. If you use AI a lot, you know what I'm talking about. Okay, so group number 
four that AI does better than anything else is turning one thing into many. This has been a huge 
time saver for me. 
 
You can record one podcast episode like I'm doing now, and I'll hand the transcript over to AI, 
and it will turn it into show notes, social media posts, an email, LinkedIn post, or even a blog 
post. [00:08:00] It can use one piece of content to make multiple iterations, And all you've done 
is actually created one. And I've had clients ask me about this. Is it okay not to make a week's 
information all different? Like if you were doing social media, is it okay to have them all be on 
the same topic as, say, your blog posts or a podcast episode? 
 
Honestly, it's actually the best thing to do. People may not respond the first time they see your 
post, but if they see the same topic across multiple platforms, they're more likely to act on it. It's 



 

the rule of seven. They used to say in advertising that a person had to see something seven 
times before making a decision. 
 
Now that number has gone up to who knows what, but the concept is still the same. Multiple 
touches for the win. Now notice what all four of these buckets have in common. They're all 
tasks: processing, producing, doing. AI is fast and tireless. Hand the doing over to AI. I also 
want to address prompts here. 
 
The more specific you make your prompts, the better the outcome. All AI tools have a settings 
section where you can give it information about your ideal customer, your business, your brand 
voice, you can hand it writing samples, audio samples, video samples, and any other detail 
you'd like it to know about you. 
 
So then you don't have to put all that information in every time you use it. This is the difference 
between AI making you sound like everybody else and AI helping you sound more like you. I 
also request both from Claude and ChatGPT that it challenge me with deeper questions. That 
way I can make sure that I'm doing a good job rather than just confirming what AI is saying. But 
even beyond that, details are important in your prompts. Vague prompts in, and you get generic 
AI slop out. 
 
I wouldn't recommend asking AI to be creative. If you give AI your raw materials and ask it to 
assemble the content, that's the way to go. AI is a phenomenal assistant and a terrible visionary. 
So [00:10:00] don't ask it to give you the vision, give it your vision and let it do the assembling. 
This has made a huge difference in the results that I've had. 
 
The quality of what comes out is entirely a function of what you put in. So the question isn't will 
AI do great work here? AI has no greatness to give. The question is, did I hand it enough 
information about me and my situation to lift it above average? 
 
The best analogy I've heard about AI is that you've got a brand new assistant, super eager, but 
with zero background in your business. If you say, "Write me a caption about essential oils," and 
walk away, They have no idea about who your people are or how you sound, so they hand you 
something technically correct but completely generic because you told them nothing. 
 
AI is that assistant or that intern. It's only as good as the information and input that you give it. 
Okay, the second section we have here is what never to let AI touch. There's a whole category 
of your business that you should be very cautious about, and the mistake isn't using AI, it's 
letting it have the final say. So never let AI make the judgment call. It can give you ten options. It 
can't tell you which one is the right for your ICA in your situation or at this time. 
 
It doesn't know your client just had a rough launch. It doesn't know your audience is burnt out on 
certain concepts or topics. It doesn't know what you know in your gut. It's confident, but it's 
confident about the average, and your business isn't average, and you don't want it to be. So 
How I do it is I let it generate content, and then I decide what to use. 



 

 
You decide. It brings you options. You bring the judgment. Never flip that. The second you let it 
choose for you, you've just handed over the one thing that was actually yours, and that reflects 
on you and your brand. Second, never let it imagine the real conversation you have with your 
[00:12:00] customer. 
 
It's easy to let it help you develop a profile about your ideal customer, but this is the one thing I 
feel strongest about. Your actual conversations with actual customers should be guarded with 
your life, because those conversations are the raw material for everything else. They are 
foundational. So when a customer tells you in her words exactly why she almost didn't buy, 
that's golden. 
 
That's the phrase that becomes your next headline. AI can use that information, but AI can't get 
that for you. It's trained on the internet's average, remember? So it literally cannot know what 
your customer said on a call with you, and that's the content that will resonate with your 
audience. 
 
Only you have access to that. So the more you automate away from human voices, the bot 
answering the DMs, the AI writing the personal notes, AI answering the phones, the more you 
cut yourself off from the exact thing that makes your marketing sound human. By using AI, 
you're not saving time, you're starving your best ideas. 
 
And like the AI phone bank example I gave at the intro, letting AI interact with your customers 
makes you lose on an authentic relationship. That's what customers will remember, and that's 
where you get the information to make your service or product stronger and your writing more 
authentic. And third, never let it be the final, "Does this sound like me?" 
 
You can hand AI a draft, and you can give it samples of your writing, and you can give it 
information that you know about your ICA or your ideal customer avatar. you can tell it how you 
speak, but only you can sound like you. So don't let it be the final draft, as tempting as it is to let 
it polish things up for you. 
 
AI can get you to about 80%, but that last 20% is the whole reason someone chooses you over 
a competitor who uses AI. So that's a clean version. Hand over the doing, never hand over the 
deciding, the relating, or the final taste check. 
 
Now, I wanted to tell you about things that you may not have thought about that AI can do way 
beyond [00:14:00] these tips. So here are a few ideas. Number one, have it argue against you. 
Copy your sales page and paste it in and say, "Be a skeptical version of my ideal client and tell 
me every reason why you wouldn't buy this." 
 
It'll pull in the objections that you're too close to see. AI, I can tell you, is very good at punching 
holes in things that I've completed. It's something that is sometimes hard to hear, but it's 
important to know. So it's very good at picking up patterns and missed information. 



 

 
Number two, reverse engineer your own work. Feed it your three best performing emails or 
posts and ask, "What do these have in common? The structure, the tone, the hooks?" That's 
what I did with my email data. It'll name the formulas that work best for you, so you can repeat it 
going forward. 
 
Number three, the explain it to an eight-year-old clarity test. When I'm stuck on messaging that 
feels muddy, 
 
I have AI rewrite the offer at a third or fith-grade reading level Not to publish, just to diagnose 
any logical issues or just kind of clean it up a little bit. If AI can't simplify it, the idea itself isn't 
clear yet, and it's a really good clarity check. 
 
Number four naming. You may have used AI for naming ideas. I know I have. Frameworks, 
offers, freebies, email series, and so on. 
 
But ask it why each one works. The naming is fine. The reasoning teaches us what makes that 
name effective and sticky. So it's a really good way to just kind of punch holes in a name and 
make it understand if it may or may not work. Number five, role-play a sales conversation. Tell it, 
"Be a hesitant prospect on a discovery call. 
 
Push back on my pricing." And then you can practice handling objections out loud before you're 
even on a real call with zero stakes. I love this idea because there's nothing like being on a call 
and stumbling over your words when it comes time [00:16:00] to say your price with confidence, 
and this is a good way to practice it. 
 
Number six, find the gap in your content. Paste your last 20 episode titles or your post topics 
and ask, "What is my ideal client struggling with that I have not addressed recently?" And it'll 
spot the missing information that your ideal customer needs to hear. There are a lot more 
things, of course. I've had it create a complex new customer assessment for me, complete with 
HTML setup, and it did it faster than any app out there that I tried, believe me, I tried a few. 
 
AI has also helped me create a number of calculators that I have on my site for marketing 
budgets, customer acquisition cost, lifetime customer value, Google Ad spend, email list 
building calculator. These are all things that I hated doing on spreadsheets, but I just put that 
information into AI, It was able to create an online calculator, and they live on my website, and 
I'll put the links to those in the show notes too, by the way. They're really good to have handy for 
marketing. Claude Cowork can also create graphics, organize things on your computer, like in 
your files, if you give it permission. 
 
It can complete simple tasks, and that's really just the tip of the iceberg. So I highly recommend 
getting comfortable with expanding what you have it do for you. It has so much more to offer 
than just a chat tool in your browser. As business owners, I strongly believe that we all need to 



 

learn to harness AI, even if you don't love it, because our competitors will, and like it or not, it's 
the future, it will 100% make your job easier. 
 
So hand off the busy work, the doing, guard the good stuff, and go do the part that only you can 
do. Thanks so much for joining me today. For more information, visit 
mywithymarketing.com/170. I'll see you next time. Bye for now 
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