


Get yourself on your fav AI app 

Tell me about XXX  
and what makes 
him/her different 
and interesting  



Benefits are obvious 
Original is the opportunity 



USING AI TO RE-INFORCE WHAT YOU DO BEST 



10 years of AI in Marketing …

The first 7 were “ OH WOW !!” 
( from clients ) 

“it’s not “real research”                    
(from market researchers )
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The last 2 years …“OH Yeah, I 
know” ( from everyone ) 

So my story has to change  



Lists like this help … a bit

They also confuse …

What to try ? 

How to prioritise ??

How about asking …

“how will it help me be more original 
… and use my #originalvoice”





LLMs mean Secondary is now Primary                                   

… ( well it always was/should have been )

What is amazing is that it has taken so long to catch on
 

https://www.youtube.com/watch?v=OeF93Q8gPsM



4 provocations for Real Qual in an AI driven era 

Are We Losing the Craft of Qual? 
Nope … but we do need to learn to use “ the gaps” ( eg what is not said, how said etc ) more

Friend or Foe : AI’s uneasy relationship with Qual Research
The problem isn’t AI itself, it’s the assumption that AI knows how qual works. It doesn’t. That’s 
our job.

Do we need to rethink what Qual is ?
When qual is reduced to transcripts and sentiment scores, we lose the richness of human 
connection

A Qual researchers guide to staying relevant 
Experiment … sharpen human skills … focus on your #originalvoice



National Art Centre



“How do we find out what matters and what are our 
opportunities … today .. Tomorrow ??”

By breaking the bubbles we live in 

That means new research … and new 
applications 



https://www.boardofinnovation.com/blog/synthetic-testing-and-the-future-of-ai-powered-living-audiences/



USE the WHOLE of the Internet as a PROXY for Human behaviour 

Find the narratives that matter on any 
subject, any country, 45+ languages by 
searching the whole of the internet,   
reading all the items mentioning your 
subject and then analysing 
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SURPRISE
ASTONISHMENT



We have “lived” with #originalvoice for millenia

Think powerpoint formats 

Think the use of certain words or descriptors “the competitor”

Think branding 

THINK how we have constantly had to make an effort to be different





https://www.marketingweek.com/marketers-ai-wrong-fix/

The Conductors Code : Amateurs V Experts

Remember the 10,000 hour rule .. Now apply that to 
using AI platforms 

The Picasso Prophecy : Right answers V Right 
Questions

“computers are useless, they only give you answers” 

Synthetic Strategy : hard jobs V Easy jobs 

Gains from AI are proportional to the marketing task  
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THE ISSUES WITH AI GENERATED CONTENT* :

Authenticity and Trust Issues

Spread of Misinformation

Lack of Emotional Depth

Algorithmic Bias

Copyright and Ownership Issues

Negative Impact on SEO

Blurring Lines Between Human and Machine Content 

Regulatory Challenges

Impact on Human Creativity

The BIGGEST issue ??

Does it sound like you AND are you sounding original 



The word for 2025 ?? “weird”

Be careful of inbuilt 
bias In LLMs 

BUT be conscious of 
being weird in your 
use and output 



In an AI driven world NOTHING 
matters more that #originalvoice 

Are you unique in :

How u use platforms
How u combine AI and “real” research
How u compare results
How u present findings
How u think about your brand

How u talk and act  



more ??
https://bibliosexual.weebly.com/
davidcmccaughan@gmail.com 
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