
Scaling your Marketing
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AI for Business



Wyndham City Council recognises Aboriginal and Torres Strait Islander peoples as the first 

Peoples of Australia. We acknowledge the Bunurong and Wadawurrung Peoples as Traditional 

Owners of the lands on which Wyndham City operates. The Wadawurrung and Bunurong 

Peoples have and always will belong to the Werribee Yalook (river), creeks, stars, hills and red 

clay of this Country. We pay respect to their Ancestors and Elders who always have, and always 

will, care for Country and community today and for future generations.

Acknowledgment of Country



Wyndham City Economic Development
Helping your business to thrive in Wyndham

• Business Support – (03) 9742 8170 or business@wyndham.vic.gov.au

• Free Business Training & Mentoring Program

• Events & Networking – Business Awards & WYNnovation Business Expo

• SPARK Business & Innovation Hub 



Welcome!

Business Associations: Wyndham Biznet, Point Cook Business 

Association, Werribee Business & Tourism Association (WBTA), Williams Landing Business 

Association, Tarneit Business Association & Truganina Business Association.

Toilets Down the hall to the left

WiFi Encore Wifi (no login is required)

Slides Slides will be shared after

Before we start...



Who’s here today

ChatGPT!

David

KaleelDominique

Sam



Dr Jason Pallant

Director, Marketing Technology Lab

RMIT University

Our Speaker 



Goals for tonight

Design a 

content 

calendar

Tailor 

content for 

channels

Create it at 

scale



How we’ll get there

• Recap of previous session: 

• Positioning and brand tone

• Topic 1: Communication moments

• AI Activity: Creating a content calendar

• Topic 2: Communication channels

• AI Activity: Choosing channels and tailoring content

• Creating content at scale!

• Networking



Interactive worksheet 

• Activities throughout the 

sessions

Printed on table, or download here

Follow along





1. Introduce yourself and your business

2. Now, compare when was the last time you 

thought about each other’s business 

category? 

3. What does this tell us? 

Introductions



Recap: Session 1
Segmenting, Targeting, Positioning



Anyone can use ChatGPT

That means your competitors too

If they ask the same question, 

they’ll get the same answer

Content needs to be tailored to 

your context to work

Context is critical!



Key Questions for any business

What Value do you provide…

• NOT just products or services

• The needs or wants you satisfy

…to whom… 

• Which customers need/want this value the most?

• HINT: it’s not ‘everyone’

…and how will you communicate that? 

• i.e. how can you show potential customers you are the best place to 
get the value they need?



The Value-Driven Marketing Process



Ways to segment



Choosing a target segment/s



Framing a positioning statement 

A general format: 

For [target customer] who [value/need], we are the [category] that [unique 

benefit] because [reasons to believe]

▪ For: Your target segment (from targeting)

▪ Who: What they value most (from segmentation)

▪ We are the: Your category

▪ That: The VALUE/OUTCOME you deliver (not products!)

▪ Because: Why they should believe you (proof points)



Examples from last session

“For small-medium business owners who are overwhelmed by 
MarTech and AI, I provide vendor-neutral, practical, and easy to apply 
frameworks through engaging workshops because I have rigorous 
and objective research to share with proven education ability”

“For Australian women who value comfort, support, and honest quality, we are the trusted 

footwear brand that delivers medical-grade comfort at an everyday price — because we believe 

good foot health should be affordable for everyone”

“For Wyndham small businesses and community organisations who want professional videos 

without the hassle, we are the local video partner that saves you time and builds authentic 

connections.”

“For young and culturally diverse families in Wyndham who value trust, guidance, and community 

connection, we are the local mortgage and finance experts who make buying your first home 

simple”



Brand 
Personality
Traits



Preparing our AI helper



Worksheet Activity 1: Your positioning

1. First, write your positioning statement

▪ Copy it from last session if you have it

▪ For [target customer] who [value/need], we are the [category] that 

[unique benefit] because [reasons to believe]

2. Then pick 3 brand personality traits:

• Professionalism

• Sophistication

• Expertise

• Trustworthiness

• Confidence

• Approachability

• Warmth

• Playfulness

• Practicality

• Innovation



AI Activity 1: Training your AI

1. Create a new chat (free) or Project (paid)

2. Create a prompt with the following elements (all one prompt):

1. Tell it the task…

• “I am the [role] at [business] in [local area]. You are about to 
help me scale our marketing efforts by creating a content 
calendar and adapting content across channels”

2. Give it your positioning and brand tone

• “During this task keep in mind our positioning statement: [copy 
your statement] and our brand personality traits: [3 traits here]”

3. Ask for clarifications

• “Before creating anything, ask me any clarifications”



Anyone can use ChatGPT

That means your competitors too

If they ask the same question, 

they’ll get the same answer

Content needs to be tailored to 

your context to work

Remember…Context is critical!



How to grow a brand



‘How Brands Grow’ by Professor Byron Sharp

• ‘Empirical laws’ of marketing from decades of 

research and contexts

• Including:

• Mental and physical availability

• Distinctive assets

• Create memory structures/ associations

• Most customers are light buyers

• Make your brand easy to buy







What does 
this mean for 
you? 

We can’t assume customers are ready to buy when you 

contact them

• Content can’t just be about selling!

At other times, we should be building mental availability

• More than awareness, understanding of your brand

• This comes from consistency; timing and message

When customer are ready, you need to be easily found

• This relates to channels; where can I find your brand?



What we need

• Channel• Position

• Moments• Message

What 
to say

When 
to say

Where 
to say

How 
to say



1. Content Moments

a.k.a. Building mental availability 





From calendars to moments

• Great way to plan!

• But brand-focused

• Are customers ‘ready’ when you 

post?

• Moments that matter to customers

• Can still be planned! 

• Let me show you…



Moments that matter





What are YOUR moments?



AI Activity 2: Identifying moments

1. Let’s use our assistant to help identify those moments!

2. Use a prompt like this

“Given my positioning statement and brand tone, you will help me 
build a content plan over the next 30 days based around content 
moments. 

Ignore channels for now. Just help me identify relevant moments 
including: cultural/ calendar moments, major sales events, 
celebrations. 

List relevant moments for [time period]

Keep in mind I am in the [local area] of Victoria. Make sure moments 
are relevant to the local population and cultural diversity”



Make sure it’s genuine!



Or…create your own!



Mine: ‘Monday MarTech Musings’



Moments to Messages

What’s the right message for each moment?

▪ Is it a transactional or relational moment? 

▪ What mindset are customers in?

▪ What do you want customers to think of your 

brand? 



Worksheet Activity: Your moments

1. Review the moment list

▪ Which are most relevant to your brand and customers?

▪ Which can you genuinely participate in?

2. Choose your key moments and messages

▪ Identify 5 moments you’ll focus on next month (or longer)

▪ Consider what message you want to share at those moments

▪ i.e. what would you say that is relevant at that time? 



NOW we can create a calendar

Relevant 

Moments

Time-based

Brand-created

• Which events will you target?
• Time-based or brand-created?

• What messages will you share?
• What do you want people to think at that moment?



AI Activity 3: Map your next month’s content!

1. Focus on your relevant events:

“From that list I want to focus on [list up to 5 moments]…

(Optional): and I’d like to create my own ritual content of [describe 
ritual and purpose]

2. Map your calendar

“Given that, map out a content calendar for [time period] including 
when I should post for each moment, and what the overall message 
should be. 

Make sure it fits my positioning, and ignore channels for now”



Worksheet Activity: Map your calendar!



Check-in: What we need

• Channel• Position

• Moments• Message

What 
to say

When 
to say

Where 
to say

How 
to say



2. Marketing Channels

a.k.a. Building physical availability





How to choose your channels?



Channel 
choice 
questions





Assessing Business Fit

Business Type Primary Channels Why

Urgent/Local Services 

(plumber, electrician, medical)

Google My Business, 

Google Search, Fridge Magnet

High-intent search behaviour 

and immediate need

Visual Products 

(retail, food, fashion, beauty)
Instagram, Facebook, Pinterest Showcase products visually

B2B/Professional Services 

(consulting, legal, accounting)
LinkedIn, Email, Website Professional decision-making

Community Services 

(fitness, education, wellness)
Facebook, Email, Instagram Community building

Youth/Lifestyle 

(entertainment, fashion, trends)
TikTok, Instagram

Where young audiences spend 

time



Strategic Channel Purpose



Practical 
Questions A multi-channel strategy is generally best

• Tailor to different audiences and messages

• Maximise the strengths of each channels

BUT that takes effort, time, and possibly budget

• Consider which channels are feasible for your business

• Do you have the budget and skills to use them?

• Can you commit to using them regularly? 

Doing less, but doing it well, is better than doing more 

poorly



AI Activity 4: Match your content to channels

1. Identify relevant channel/s for your content calendar:

“Identify relevant communication channels for my content calendar. 
Keep in mind the message purpose and:

- My target audience relative to users of that channel

- The fit with the message purpose, e.g. visual v educational

- A mixture of push and pull marketing, and

Keep in mind my current focus channels are; [list current focus]

Where appropriate, identify opportunities for cross-channel content”



Check-in: What you now have!

• Channel• Position

• Moments• Message

What 
to say

When 
to say

Where 
to say

How 
to say



3. Let’s make it happen!

a.k.a. Creating content at scale



AI Activity 5: Create your content!

1. Pick one moment, and tailor for channels

“Now create the content for [moment] and tailor it for the relevant 
channels. Make sure you apply my positioning and brand tone and 
make it relevant to the moment and content purpose”

2. Not right? Try different instructions:

• “Give me more instructions of how I should tailor this content”

• “This isn’t my tone, make it more like…. [add example]”

• “Add a [call to action], [personal anecdote], [joke]

3. Ready? Use it!

• “Now create the rest of the content we have planned”



Recap and Next Steps



In just two hours you have…

Identified moments that matter to your customers

Possibly created your own brand rituals

Mapped a content calendar for the next month (or broader)

Identified relevant channels for that content and moments

Created content and tailored it across channels at scale!

Trained an AI tool to help you do it all again!



Key Take-aways

CONTENT 
ALWAYS 
NEEDS 

CONTEXT!

CUSTOMERS 
AREN’T 
ALWAYS 

READY TO 
BUY (95/5 

RULE)

BE 
CONSISTENT 

TO BUILD 
MENTAL AND 

PHYSICAL 
AVAILABILITY

IDENTIFY 
MOMENTS 

RELEVANT TO 
CUSTOMERS 
AND YOUR 

BRAND

TAILOR THOSE 
MOMENTS 

AND CONTENT 
TO RELEVANT 

CHANNELS

USE AI TO 
HELP SCALE 

THOSE 
ACTIVITIES 

AND BE 
EFFICIENT



What now? 
Set regular time to map and create your content

Keep experimenting

It might not be perfect right away, that’s OK!

Keep training your AI helper, go back and change things

Test your content with real customers

Does it resonate? Does it attract your target segment?

(If possible) measure actual stats (engagements, open 

rates, conversion)

Look out for more!



Thank you!

Dr Jason Pallant

Jason.Pallant@rmit.edu.au



We'd love your feedback!







SPARK Business and Innovation Hub
Shared office space at 600 Sneydes Rd, Werribee VIC

Membership starts from $150+GST for Casual 

Email spark@wyndham.vic.gov.au for tours!

mailto:spark@wyndham.vic.gov.au


Subscribe to Wyndham City’s 

Business Matters e-newsletter

Visit Wyndham City’s 

Business Support page
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