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Fast Isn’t Always Smart: The Hidden 

Cost of AI-Driven Marketing 

AI is a tempting tool for efficiency, but overreliance will turn 

your messaging into forgettable noise. 

In today’s crowded marketplace, the biggest challenge facing 

marketers is filling the top of the funnel. Attention is scarce, 

and buyers are bombarded with look-alike solutions that all 

promise to “streamline workflows” or “improve efficiency.” 

Top-of-funnel messaging only works when you clearly define 

your value in a way that doesn’t sound like every other vendor 

in the category. It’s a challenging environment, and marketers, 

especially those in start-ups and market challengers, are 

constantly seeking new ways to gain an advantage. For 

organizations with smaller budgets, Artificial Intelligence (AI) is 

a tantalizing tool that can help level the playing field. 

Artificial Intelligence is everywhere in marketing now, 

especially in product marketing, where the pressure to move 

fast, scale content, and “stay competitive” is relentless. I’ve 

worked for multiple leaders who’ve pushed AI as a shortcut. 

One CEO directed me to create four blog posts per week using 

ChatGPT. His goal was to generate SEO content by speeding up 

deliverables. Four blog posts per week for 1–2 hours’ worth of 

effort. 

At first glance, this seems to be a sensible approach for a 

company with limited marketing resources. But, to a veteran 

content or product marketer, efficiency isn’t worth the lost 

quality. 

Product marketing isn’t a volume game. It’s a clarity game. A 

differentiation game. Using AI to replace the strategic thinking 

at the heart of product and content marketing doesn’t just 

dilute your message; it puts you squarely in the middle of your 

competitive set. AI will deliver lukewarm content and 

messaging, not by functioning improperly but by doing exactly 

what it was designed to do. 

AI isn’t built for strategic 

originality, but it’s 

exceptional at pattern 

recognition and 

information synthesis. 

When used to scan 

competitor messaging, 

summarize analyst 

reports, or extract 

recurring themes from 

customer feedback, AI can 

collapse hours of research 

into minutes. It won’t tell 

you what your positioning 

should be, but it will show 

you what’s already been 

said, what’s overused, 

and where the gaps lie. 

This is where AI shines: as 

a high-speed 

reconnaissance tool. It 

helps product marketers 

spot clichés, identify tonal 

trends, and surface 

unclaimed territory. AI 

can’t think for you, but its 

exceptional at organizing 

the noise so humans can 

find the signal. 

Sidebar: AI’s Sweet 
Spot: Pattern 

Recognition at Scale 
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Fast Food Messaging 

Highly skilled product marketers are like gourmet chefs. Our expertise lies in taking disparate 

data points and weaving them into a story that demonstrates our solution as unique among our 

competitive set. 

Current AI tools are akin to microwave ovens. They’re fast, consistent, and designed to deliver 

predictable results. But no matter how much you tweak the settings, you’re still working with a 

machine built for reheating rather than inventing. You’ll get something warm and edible, maybe 

even passable. But you won’t get nuance, originality, or the kind of layered flavor that comes 

from real culinary thinking. 

What an LLM Actually Does 

Most AI tools on the market today are built on large language models (LLMs). LLMs like GPT are 

trained to predict the most statistically likely next word or phrase based on massive datasets. 

They don’t “think.” They don’t “create.” They complete ideas based on what’s already been said 

hundreds, maybe thousands of times. 

This makes them incredibly useful for certain tasks: 

• Summarizing existing content. AI can scan and condense large volumes of information 

into digestible formats for internal briefs or competitive overviews. 

• Rewriting for tone or clarity. AI can help polish messaging once the core idea is in place, 

adjusting voice to match the audience or channel. 

• Generating plausible drafts. AI can quickly produce first-pass content that sounds 

professional even if it lacks strategic depth. 

But by definition, LLMs are consensus-driven. They’re optimized for familiarity, not originality. 

They’re designed to sound like what’s already out there. 

So when you ask an LLM to write your value proposition, your positioning statement, or your 

competitive differentiator, it’s not going to invent something new. It’s going to give you the most 

likely version of what everyone else is already saying. 

An AI-generated value proposition will place you at the same trendy restaurant where everyone 

else in your industry has reservations. An experienced team will find you a quiet spot with 

better food, a more authentic atmosphere, and a smaller bill. 

The Strategic Risk 

If everyone is aiming for the same keywords, formats, and tone, AI will land you right in the 

middle. Not ahead. Not unique. Just… average. And in product marketing, average is invisible. 
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Here’s what AI won’t do: 

• Challenge your assumptions. AI won’t ask whether your buyer persona is outdated or 

whether your messaging is built on legacy pain points. 

• Reframe your buyer’s journey. AI won’t spot the moment where your customer’s 

priorities shift or help you reposition your product to meet them there. 

• Find the white space your competitors missed. AI won’t identify the unclaimed territory 

in your category or help you build a new narrative around it. 

• Write messaging that makes your product impossible to ignore. AI won’t craft the line 

that makes a prospect stop scrolling, lean in, and say, “Wait, what’s this?” 

That’s the job of a product marketer. And it requires intellectual work, strategic clarity, pattern 

recognition, and the ability to see around corners. AI can’t do that. Not yet. Maybe not ever. 

Use Case AI Delivers AI Falls Short 

Landscape scanning 
Identifies recurring themes, common 

claims, and tonal patterns 

Can’t spot strategic gaps or white 

space 

Content 

summarization 

Condenses large volumes of data into 

digestible formats 

Misses nuance, context, and 

strategic implications 

Tone and clarity 

refinement 

Polishes drafts, aligns voice across 

channels 

Doesn’t challenge assumptions or 

reframe narratives 

First-pass drafting 
Generates plausible, professional-

sounding content quickly 

Lacks originality, insight, and 

differentiation 

 

Where AI Does Belong 

Used wisely, AI can support product marketing in two key phases: 

• At the beginning: Research, synthesis, and exploration AI can help scan the landscape, 

identify recurring themes, and surface questions worth asking. It’s a powerful tool for 

pattern recognition and hypothesis generation. But AI is the prompt for discussion—not 

the answer. 

• At the end: Confirmation and correctness AI can validate clarity, check for tone 

consistency, and ensure technical accuracy. It’s a great second set of eyes. But not a 

great first brain. 
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But the middle of the process, the core of product marketing, is where human insight matters 

most. That’s where positioning is forged, not predicted. That’s where differentiation is earned, 

not assembled. 

The Bottom Line 

AI is a tool. It’s not a strategist. It can help you move faster, but it can’t help you move smarter. 

It can help you sound polished, but it can’t help you sound different. 

When AI is used to replace rather than support the strategic work of product marketing, you 

don’t just lose originality. You lose relevance. You start sounding like everyone else. And in 

crowded markets, sounding like everyone else is the fastest way to get ignored. 

If your goal is to stand out, don’t outsource the thinking. Use AI to accelerate and validate 

human insight, not to replace it. 


