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2+ decades experience in…

• Content strategist and modeller

• +20 years experience in modular content 

solutions with focus on omnichannel 

strategies

• Author

• “Content Strategy: Connecting the dots 

between business, brand, and benefits” 
(thecontentstrategybook.com)

• Lecturer

• Content Strategy programme at the 

University of Applied Sciences, Graz, Austria

• Founder, Urbina Consulting and 

OmnichannelX Podcast & Learning Hub
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Life sciences, Financial Service, High Tech, Telecoms, Manufacturing, and more



Our Mission

We help organisations 

have the kind of relationships 

with people that people 

have with each other.



Our Focus
Fill the implementation, 
execution, and scaling gap.

Deliver results, not (just) reports 
or recommendations.

Supply deep expertise at the 
overlap of business, content, 
experience, process, and 
technology.





TECH V STRATEGY



Tech vs Strategy

• AI and your content stack are technology

• Technology does not replace or give you a strategy

• You need a good strategy for technology deliver ROI



Strategy – more than “a plan”

1. A diagnosis that defines the nature of the 

challenge. A good diagnosis simplifies the often-overwhelming complexity 

of reality by identifying certain aspects of the situation as critical. “What’s going on 

here?”

2. A guiding policy for dealing with the challenge. 
An overall approach chosen to cope with, or overcome, the obstacles identified in 

the diagnosis. Good guiding policies are not goals, wish lists, or visions of the 

desirable state. They define a method of grappling with the situation and ruling out 

a vast array of possible actions.

3. A set of coherent actions that are designed to 

carry out the guiding policy. Steps that are coordinated with 

one another to work together in accomplishing the guiding policy.
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Agenda

• What’s happening?

• What’s holding us 

back?

• How can we diagnose 

better?

• What are methods we 

can adopt that can help?

• Examples of actions 

have helped before

• How to define our own 

next best actions

Diagnosis Method Actions



WHAT’S HAPPENING?

Diagnosis



AI isn’t new





AI isn’t new



AI isn’t new



AND THEN…

Diagnosis











WHAT’S HOLDING US 

BACK?

Diagnosis



Multichannel vs Omnichannel

Channels 

are 

available 

Channels 

are 

integrated

Multichannel Omnichannel



Multichannel vs Omnichannel

UX

Objective



WE CAN’T KEEP UP

Diagnosis



Moore’s law 

https://en.wikipedia.org/wiki/Moore%27s_law#/media/File:Moore's_Law_Transistor_Count_1970-2020.png 
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26 years

Applies to most 

computery stuff

• Memory

• Hard drives

• Processing speeds

• Network speeds

https://en.wikipedia.org/wiki/Moore%27s_law#/media/File:Moore's_Law_Transistor_Count_1970-2020.png


 

             

              

              

              

              

              

              

              

            

           

Moore’s law over 20 years
(2x every 2 years, starting at 10)

Meh
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Moore’s law over 26 years
(2x every 2 years, ending at 335 million)

YEARS
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Moore’s law over 26 years
(2x every 2 years, ending at 335 million)

YEARS
 

             

              

              

              

              

              

              

              

            

           

AI is advancing at 

10x every year
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We are moving from an 
attention economy to an 

intimacy economy



https://uxdesign.cc/user-experience-ux-is-taking-over-customer-experience-cx-612b7e5f8fe2 

https://uxdesign.cc/user-experience-ux-is-taking-over-customer-experience-cx-612b7e5f8fe2


https://uxdesign.cc/user-experience-ux-is-taking-over-customer-experience-cx-612b7e5f8fe2 

https://uxdesign.cc/user-experience-ux-is-taking-over-customer-experience-cx-612b7e5f8fe2


https://uxdesign.cc/user-experience-ux-is-taking-over-customer-experience-cx-612b7e5f8fe2 

Content

https://uxdesign.cc/user-experience-ux-is-taking-over-customer-experience-cx-612b7e5f8fe2


Agenda

• What’s happening?

• What’s holding us 

back?

• How can we diagnose 

better?

• What are methods we 

can adopt that can help?

• Examples of actions 

have helped before

• How to define our own 

next best actions

Diagnosis Method Actions



HOW CAN WE DIAGNOSE 

BETTER?

Method



Don’t waste your time debating if 
AIs are “intelligent”

Everyone in this room started 
existence as inanimate objects. 
When did you become 
intelligent?

Reframing AI



AI is good at doing tasks, 

not jobs 

Look for how it can help you, 

not replace you

Reframing AI



Reframing AI

• An AI is like 10,000 
inexperienced interns

• Can they be productive? 
Yes! 

• Can they be trusted to 
work untrained and 
unmonitored? NO!

• Specific AIs for 
specialised tasks are 
easily trainable 

• Create portable assistants 
with specific knowledge, 
capabilities, and skills



AI types

Generative

Ranking & 

recommending

Ontology + 

Knowledge graphs

Recognition

Compressed 

culture.

ChatGPT, Bard, 

Claude...

Facebook, Netflix,

Google, Tinder

etc. etc. etc

NLP, Image 

matching, audio 

matching…

Structure, 

capture, & model 

intelligence 



Reframing AI

• AIs should not be considered 
individually but as parts of 
“digital intelligence anatomy” 
which goes across your tech 
stack.

• It can
• interface with people or systems

• analyse data and serve insights

• categorise and deliver content 
and recommendations, and

• assist interactively with tasks of 
all kinds.

LLMs

NLP & Auto-
tagging, data 

analysis

Social 
listening

Computer 
vision

Knowledge 

Graph

Recommendation 

Engines



MeasureDeliver

AI by stage

• Interview & call 
transcription

• Sentiment 
analysis

• Insight extraction 

• Data analysis

DraftIdeateModel
Diagnose

(Market & user 

research)

Requirements development

• AI Persona simulations

• Journey mapping 

• Metadata design

• Interaction or conversation design

• Autotagging & deduplication

• Reuse recommendation engines 

• Content brainstorming 

• Personalisation planning

• Personalisation variant generation

• Recommendation engines 
(Powered by knowledge 
graphs)

• LLMs/Chatbots

• Data analysis

Diagnosis Method Actions Diagnosis

Current RAUX focus areas

Don’t confine AI to 

one area or phase!



AI enables us all to be programmers, without being coders.

Those who can best understand the problem, it’s context, 

it’s constraints, the intended result, and 

are able to express that logically and clearly, 

(vigilant for their own and the AI’s bias)

will win the future.

Reframing AI



WHAT ARE METHODS WE 

CAN ADOPT?

Method



CONTENT VALUE DESIGN
Detailed diagnosis and personalisation planning methodology



Continuous 

iterative 

improvement

Omnichannel

journey mapping

Brand strategy & 

commercial 

goals

User research / 

persona 

development

Inventory, Audit, 

Analysis

Initial task 

matrix, Insights, 

Analytics

Unify

Measurement & 

optimization

Delivery

Create

Editorial plan, 

Content 

modelling, 

Tone & voice, 

Standards

Taxonomy & 

information 

architecture

Development 

specifications

UX Pattern 

Libraries

Design



Customer experience survey data McKinsey & Company

Measuring satisfaction on 

customer journeys is 30% 
more predictive of overall customer satisfaction 

than measuring each 

individual interaction

http://www.mckinsey.com/insights/consumer_and_retail/the_three_cs_of_customer_satisfaction_consistency_consistency_consistency


Gartner: Customer Effort is the new Net Promoter

Customer effort is 40% more accurate at predicting 
customer loyalty vs customer satisfaction.

Gartner Blog

10 Ways to Improve Digital and Self-Service Effectiveness (infographic)

Delivering on the Digital Promise (ebook)

Based on studies of more than 8,000 customer journeys, 

Gartner finds that 70% of customers are using self-service 

channels at some point in their resolution journey. 

Unfortunately, only 9% can fully resolve their issues via self-

service channels.

Critical imperatives

• Ensure all channels for internal and external 

communications are consistent in tone and 

content.

• Manage self-service capabilities like a 

product, not an IT project

• Prevent self-service abandonment through 

confidence-building design

https://www.gartner.com/smarterwithgartner/rethink-customer-service-strategy-drive-self-service/

https://www.gartner.com/en/newsroom/press-releases/2019-09-25-gartner-says-only-9--of-customers-report-solving-thei

https://www.gartner.com/smarterwithgartner/unveiling-the-new-and-improved-customer-effort-score/
https://www.gartner.com/en/customer-service-support/insights/improve-digital-self-service-effectiveness
https://www.gartner.com/ngw/globalassets/en/sales-service/documents/trends/delivering-on-the-digital-promise-ebook.pdf


Content marketing 
is 

knowledge management.

Brands must design and deliver 
knowledge products that take people 

along profitable learning journeys.



Stakeholder ecosystem
Key internal and external stakeholders identified and integrated into omnichannel roadmapping strategy.

Mike, 
Brand 

Commercial

Helen,
Patient

Julia,
MSL, 

PharmD, 

RPh

Dorothy, 
Rising KOL

Silke,
Hosp. 

Pharma

Robert,
MD

Internal External

Angela,
MedInfo, 

PharmD

Pablo,
Systems



Questions

Time
Journey =



Questions

Time

x Emotions
Journey =



Questions

Time
Context +

x Emotions
Journey =



Questions

Time
Context +

x Emotions
Journey =

• Who – Persona, Author, Segment…
• What – KPIs, Metrics, Device, Channel, Product…
• When – Time, Season, Life Moment…
• Where – Region, Environment…
• Why – Task, motivation…

Taxonomy for 

(auto)tagging, linking, 

metrics…





Answers = 

Components 

that capture 

reusable 

knowledge



Calls to action & 

Metrics for your 

analytics tied to 

your taxonomy



Agenda

• What’s happening?

• What’s holding us 

back?

• How can we diagnose 

better?

• What are methods we 

can adopt that can help?

• Examples of actions 

have helped before

• How to define our own 

next best actions

Diagnosis Method Actions



EXAMPLES OF ACTIONS

Actions



Method

RAUX METHOD
Rapid AI-powered User Experience

™

This file is being 

continually updated



What is RAUX ? 

RAUX is a methodology for 

accelerating audience-centric 

(content) design and planning 

for omnichannel.

By using generative AIs (for 

example ChatGPT) you can 

create infinitely patient 

Personas to walk through as 

many Journeys as you want.

https://tinyurl.com/urbina-raux-p2 

™

Persona

Persona

Designer

Writer

You!

Not a sales pitch: 

All free!

https://tinyurl.com/urbina-raux-p2


OpenAI introduced “GPTs” on 

the 6 of Nov, 23 which will 

even better support RAUX by 

making pre-trained AIs with 

access to specific data more 

portable, even monetizable in 

an “AI App store”



Make sure it rocks with RAUX

RAUX helps with:

• Research acceleration

• AI Persona simulations

• Journey mapping 

• Task analysis

• Personalisation planning

• Personalisation variant generation

• Content drafting (structured and 

unstructured)

• Wireframes & mockups (coming 

soon)

™

Educate

Ideate

VALIDATE
!

Execute

Automate
?



Mapping & ideating with a digital contributor

1. Educate your AI about the domain – Personas, 
content structures, topics, brand values, style

• Use existing research OR ask AI personas for their topics 
of interest and informational needs.

• Validate to make sure that early training responses make 
sense 

2. Ideate

• Expand the topics into drafts for content according to your 
content model structures and requirements

• Iterate until the draft is looking good

• Create variations by playing with different persona/input 
variations

3. Validate all models and initial output as thoroughly as 
possible before investing too much

4. Execute by feeding draft into your usual publishing 
human editorial and validation process

• Add metadata to core and variant output 

5. Automate, if logical, identify opportunities for scale, 
efficiencies, or  integration

Educate

Ideate

VALIDATE
!

Execute

Automate
?



CORE PROMPT CONCEPTS
These method were built from reviewing hundreds AI prompt 
examples and strategies. This is a compilation of best practices.



A structure for complex prompting
The following could be split across multiple prompts if your needs are complex

#CONTEXT
(Specify if the AI should take on any specific role)

#GUIDELINES
(Specify ethical considerations)

(Specific if you prefer thorough, step-by-step thinking or speed)

#TASK
(The task itself)

#FRAMEWORK
(Specify any shortcuts, formats, or other frameworks like “Double Diamond”)

#FALLBACK
(Specify what to do when in doubt)

#VALIDATION
(Specify additional criteria for desirable or undesirable responses)

(Show examples of desirable or undesirable responses)



Core concepts
Structure communication with AIs you would communicate with a junior employee, if 
communicating by text. This means prioritising the following communication best practices

Format

Set a clear and specific 
structure (table, bullets, 
headings), or format (code, 
email, post, mark-up 
language) desired. 

Structure

• Break down complex 
instructions into modular 
components which can be 
tackled sequentially.

• Use clear headings and 
lists in your instructions. 
These are easier for both 
humans and machines to 
comprehend. 

• Set a clear context, 
guidelines, operating 
framework, and shortcuts.

Threads

• Most AIs work in 
conversational threads, like 
email chains, where 
everything in that thread is 
related. For example, this 
method has separate 
threads for

• Each Persona & their 
Journeys (1 thread for 
both)

• Content creation 

Contextual Clarity

Describe the context of the 
task and assign any persona 
the that AI should adopt, for 
example “Act as an Expert 
Copywriter in Pharma 
Industry”



Core concepts

Consistency & 

mark-up
• Use any conventions or 

short-hand that you 

establish consistently 

across all interactions. 

• For example, this method 

uses

• #ALLCAPS for section 

headings inside prompts, 

and

• “//command” for 

frequently used 

commands like 

“//linkedin” for rewriting 

content as LinkedIn 

posts. 

Don’t Over-

specify

Avoid over-specifying the 
task. This could hinder the 
AI's ability to provide 
creative or varied 
solutions.

Validation

• Include examples or 
sample outputs to provide 
a reference point for what 
is expected.

• Optionally, provide a 
means of validating the 
output, like a checklist or 
criteria.

• Provide negative examples 
to show what is not 
desirable.

Fallback 

Strategy

Specify a fallback strategy 
for the AI in case it 
encounters uncertainties 
or ambiguities.



Core concepts

Circularity
• If you want to make something 

clearer to an AI, you can often 

ask the AI itself to suggest how 

to improve or clarify your 

instructions to it 

• Use a separate thread than 

the one you’re working in.

Iteration

Be open to refining 
the prompt based on 
the AI's responses to 
improve accuracy 
over time.

Progression

Organize instructions in a 
logical, step-by-step order to 
guide the AI through the 
process. Use the key-phrase 
“work it out step-by-step” 
when applicable.

Ethical Considerations

Make sure that the instructions 
adhere to ethical guidelines, 
particularly when the tasks involve 
sensitive or personal information.



CUSTOM INSTRUCTIONS



Setting up a custom 

environment

Some AIs have the concept 
“custom parameters”. 

These set up an environment for 
you work once, and then apply it 
for all responses in all sessions 
and interactions for which they are 
enabled.

In ChatGPT, at the time of writing, 
this is available under the “Custom 
Instructions” option next to your 
profile name. 

1

2

3

4
5



Custom instructions for RAUX
#CONTEXT I'll often assign Personas for UX research, supplying a 
scenario to work through in stages, sometimes seeking your stage 
suggestions. 

#GUIDELINES Once assigned a Persona, maintain it unless 
instructed otherwise. Answer in 1st person, as the persona, not in 3rd 
about them. I'll provide journey stage contexts, and you'll reply stage 
by stage according to the headings I've given you. 

#FRAMEWORK The following are "command:behaviour" pairs. 
Execute the "behaviour" upon command entry, often utilizing the 
provided input. 

//list: List known //command formatted commands, including this one.

//learn: Incorporate this data into the profile that you're assembling for 
the current task, respond "Done" when completed.

Continued on next slide…

Set a clear 

context

Set clear 

guidelines

Shortcuts



Custom instructions for RAUX
//j-stage: Use the context below to craft a new journey stage content 
using the provided headings. 

Default headings: 
Goals; 
Narrative: What you're doing, expressed in 1st person; 
Questions; Problems; Sentiment: 1-2 words describing your emotions; 
Tasks 
  (Grouped into: 
   Productivity (Doing something to move towards and objective), 
   Information (Seeking info), 
   Communication (with others), 
   Transaction (Commerce activity)). 
If I ask you to omit or add certain headings, do so until told otherwise.

//j-new: Cease current journey responses, begin anew with below 
context.



PERSONA EXAMPLE

Actions

https://tinyurl.com/urbina-pers-genz-v1 

https://tinyurl.com/urbina-pers-genz-v1


JOURNEY EXAMPLE

Actions

https://uxpressia.com/w/Gv44q/p/NfN0m?tagId=0Qktg

https://tinyurl.com/urbinacjmhomestuffs 

https://tinyurl.com/urbinacjmhomestuffs
https://tinyurl.com/urbinacjmhomestuffs


WRITING EXAMPLE

Actions

https://tinyurl.com/urbina-jb23w 

https://tinyurl.com/urbina-jb23w


Example output

This article was written using the 
RAUX method

https://bit.ly/UC-ComplexPharma 

https://bit.ly/UC-ComplexPharma


@OmniXConf|#OmniXConf

User-driven 

content design

Journey mapping and content requirements 

development

Component content creation training for 

NON-techcomm

Guidelines & design system creation

Metrics strategy & content labs 

A blended example



Structured, tagged components enable reuse

Scenario A Scenario B Scenario CPool of modular 
components

Build a “content map” for the contextual need – blend data and content



Scenario A Scenario B Scenario CPool of modular 
components

Structured, tagged components enable reuse

Build a “content map” for the contextual need – blend data and content



vs
AUTHORING

MANAGEMENT

REPOSITORY

DELIVERY

TRADITIONAL 

CMS

WWW.

COMPONENT (Headless) 

CMS

AI

WWW.

AUTHORING

MANAGEMENT

API

REPOSITORY

PDF

Headless offers better

✓ data integration

✓ omnichannel 

✓ efficiency

✓ reuse

✓ personalisation

✓ consistency

✓ ROI

tinyurl.com/uc-headlessroi 

https://tinyurl.com/uc-headlessroi


DEMO NYT 1
Airplane

NYT 2
COVID #s

https://www.nytimes.com/interactive/2021/04/17/travel/flying-plane-covid-19-safety.html
https://www.nytimes.com/interactive/2021/01/14/climate/hottest-year-2020-global-map.html


MD Results – Med Info

Metric Before After Change

Confidence 3.78/5 4.22/5 11.76% more confident
in answers found

Overall

Satisfaction
3.67/5 4.67/5 27.3% more satisfied 

with their experience

Organised 

Suitably
3.33/5 4.33/5 30.0% better organised

for their practical needs

Customer 

Effort Score
3.67/5 4.333/5 18.18% easier

to answer questions



Patient Results – Med Info

Metric Before After Change

Overall

Satisfaction
1.67/5 4.67/5 180% more satisfied 

with their experience

Organised 

Suitably
1.33/5 4.33/5 225% better organised

for their practical needs

Customer 

Effort Score
1.67/5 4.33/5 160% easier

to answer questions

Empathy 1.67/5 4.67/5
180% improvement 
to the feeling that the content respects 
them as people





Auto-tagging AI

Auto-Tag

Initial Fine-

Tuning

Long-Term 

Fine-Tuning

Tags (for taxonomies and ontologies) can be mined from the existing 

body of content, structured, applied automatically to existing and new 

content, and fine-tuned

● Setting Exact Matches

● Leveraging Synonyms

● Prioritize Segments of 

Content (e.g. Title)

● Disambiguating terms

● Leveraging Ontologies

● Tweaking scoring 

algorithms

Demo

https://www.youtube.com/watch?v=Cie97q8Y-xM&t=2137s


➢ ~300% and 4X increase in 
“Available for Use” AV 

components

✓ Launch of newly created Audio Visual 

Component Asset Lifecyle Process

✓ Introduction of guidance for standards for  

Audio Visual Component Asset storage within 

DAM

✓ All agencies/creative teams/brands trained on 

new process

✓ Migration planning and implementation with 

Brands/agencies

✓ DAM content reconciliation

4X increase in Audio Visual Component Assets in DAM
Increased availability of assets to support reuse globally

Audio Visual Component Assets Available in DAM



Brand Portals
Designed and optimized to enable search and use

Feedback on Portals from Project M.A.G.I.C. Onboarding



In Colorado we are seeing a large expansion in the Oil & Gas industries. With a lot of new

development going on for gas compressor stations (processing plants, booster plants etc.) I 

am wondering if any other states with large O&G presences like Texas and New Mexico have 

developed prescriptive DSM opportunities in the O&G industry. I would be interested in any 

upstream and midstream Oil and Gas DSM measures (upstream is the exploration, drilling and

production part of the oil and gas industry; actually getting the natural resources out of the 

ground. The midstream segment of the oil and gas industry relates to the transport, storage and 

processing of oil and gas.) Some of my initial thoughts would be VFDs on pumps in production 

wells, VFDs on after cooler fans at compressor plants. VFDs on Vapor Recovery units at 

compressors plants or any opportunities around the compressors or primary drivers at

compressor plants. Let me know if you want any additional information.

Sales, 

Chatbots,

Support

PERSONALIZATION AND CUSTOMER DATA MODEL SEMANTIC RICHNESS 

Key topics: Project focus: Program creations and Management + DSM

Geography [of application] = Colorado.

Geography [of comparison] = Texas. New Mexico.

Industry application = Oil and Gas. [O&G high-confidence context +]  Gas. 
Upstream. Midstream. Exploration. Drilling. Storage. Processing. 

Equipment: VFDs, Variable Frequency Drive, Vapor Recovery Unit, pumps, production 
wells, compressor.

Site type: Processing plants [O&G], compressor plants, booster plants, A

A

A

A

A

A

Mine, tag, 
recommend

Semantic platforms



In Colorado we are seeing a large expansion in the Oil & Gas industries. With a lot of new

development going on for gas compressor stations (processing plants, booster plants etc.) I 

am wondering if any other states with large O&G presences like Texas and New Mexico have 

developed prescriptive DSM opportunities in the O&G industry. I would be interested in any 

upstream and midstream Oil and Gas DSM measures (upstream is the exploration, drilling and

production part of the oil and gas industry; actually getting the natural resources out of the 

ground. The midstream segment of the oil and gas industry relates to the transport, storage and 

processing of oil and gas.) Some of my initial thoughts would be VFDs on pumps in production 

wells, VFDs on after cooler fans at compressor plants. VFDs on Vapor Recovery units at 

compressors plants or any opportunities around the compressors or primary drivers at

compressor plants. Let me know if you want any additional information.

PERSONALIZATION AND CUSTOMER DATA MODEL SEMANTIC RICHNESS 

Key topics: Project focus: Program creations and Management + DSM

Geography [of application] = Colorado.

Geography [of comparison] = Texas. New Mexico.

Industry application = Oil and Gas. [O&G high-confidence context +]  Gas. 
Upstream. Midstream. Exploration. Drilling. Storage. Processing. 

Equipment: VFDs, Variable Frequency Drive, Vapor Recovery Unit, pumps, production 
wells, compressor.

Site type: Processing plants [O&G], compressor plants, booster plants, A

A

A

A

A

A

Support

Mine, tag, 
recommend

Semantic platforms

Incoming natural language channels can 

be structured and feed data back into your 

models for recommendation engines, 

bots, and personalisation algorithms.



Agenda

• What’s happening?

• What’s holding us 

back?

• How can we diagnose 

better?

• What are methods we 

can adopt that can help?

• Examples of actions 

have helped before

• How to define our own 

next best actions

Diagnosis Method Actions



TYING IT ALL TOGETHER

Actions

Our next best actions



Tying it all together
1. Identify the detailed content needs, based on 

journeys.

2. Consider channels - if needs will only be 
addressed on one channel, or various.

3. Consider core vs variant content based on 
the different personas and channels, 
audiences, regions, or other personalization 
parameters.

4. Summarise the list of content requirements 
and switch to your Writing AI.

5. Prompt your Writing AI to draft potential 
content, creating as many variations as you.

• Add in details, links, quotes, and data that the 
AI can’t supply on its own.

6. Feed the results into your normal editorial 
and review process.



Conclusion –our next best actions

• Collate your market data

• Map out your “AI anatomy”

• Train your AIs

• Map audience journeys & 

requirements

• Model your knowledge, domain, 

metadata, and the content itself

Educate

Ideate

VALIDATE
!

Execute

Automate
?



THANK YOU!

Noz Urbina, Urbina Consulting 

Email to inquire 

noz@urbinaconsulting.com

mailto:noz@urbinaconsulting.com
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