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Preface

Creating content has always demanded more hours than there are in a week. One idea has to become a
script, a video, a thumbnail, captions, a newsletter, a handful of social posts, and a podcast episode —
and then it all has to happen again next week. Most creators do not run out of ideas. They run out of

time.

Al tools change that equation. They can turn a rough outline into a first draft, a long video into a dozen
clips, a transcript into show notes, and a vague visual idea into a set of options in minutes. Used well,
they give you back hours for the parts of the work that only you can do: having a point of view, telling

stories, building relationships with your audience, and making judgment calls about quality.

Used badly, they produce the opposite: generic content that sounds like everyone else, confident
mistakes that damage your credibility, and visuals or voices that raise ethical and legal questions you

never meant to take on. The difference is not which tool you pick. It is how you use it.

This book is a practical guide to using AI across the whole creative workflow — research, writing,
visuals, video, audio, repurposing, growth, and business — while keeping your voice, your standards,
and your audience's trust. It is full of prompts, templates, and workflows you can use today, and it is

honest about where AI falls short.

Who This Book Is For

* YouTubers, podcasters, and streamers who want to plan, script, edit, and promote more
efficiently.

« Writers, bloggers, and newsletter creators who want help with research and drafts without

sounding generic.

» Social media creators and small-business marketers who need a steady stream of posts,

graphics, and short videos.

» Course creators, coaches, and freelancers who turn expertise into content and products.

No technical background is required. If you can use a web browser and a phone, you can use
everything in this book.

What You Will Learn

« How generative Al works in plain language — and why it sometimes makes things up.

» How to choose tools wisely, protect your privacy, and read terms of use.

Prompting techniques that produce useful, on-brand results, plus a reusable prompt library.

Al-assisted research, writing, newsletters, social copy, and scripts that still sound like you.

« Image generation, thumbnails, photo editing, design tools, and visual brand consistency.



» Video editing with transcripts, short-form clips, voice and audio tools, podcast production, and
generative video.

» Repurposing systems, SEO, audience insight, no-code automation, and monetization.

« Ethics, disclosure, platform policies, copyright, and privacy basics for Al-assisted content.

How This Book Is Organized

Part I — Foundations (Chapters 1—4) explains what AI can and cannot do and teaches prompting.
Part II — Ideas and Writing (Chapters 5—9), Part III — Visuals (Chapters 10-14), and Part IV
— Audio and Video (Chapters 15—-19) walk through each type of content. Part V. — Workflow,
Growth, and Business (Chapters 20—24) turns tools into systems. Part VI — Responsible
Creation and Case Studies (Chapters 25—28) covers ethics and the law, a full month of content,
and building your own AI content system. The appendices provide a prompt cheat sheet, templates, a

pre-publish checklist, and a glossary. Each chapter ends with a Key Takeaways box.

The Running Example: Tidepool Studio

Throughout the book we follow Tidepool Studio, a fictional two-person creator business about
responsible, low-budget travel. The host and the producer run a YouTube channel, a weekly
newsletter, a podcast, Instagram and TikTok accounts, a blog, and a small online course. Like most
creators, they have more ideas than hours — and they care deeply about staying authentic. Every

chapter shows how they use Al on real tasks, including what goes wrong.

Conventions Used in This Book
TIP

A recommended practice or a technique that saves time.

NOTE

Background information or a useful aside.

WARNING

A common mistake, or a legal, ethical, or trust risk to avoid.

Prompts and templates appear in shaded boxes. Replace anything in [SQUARE BRACKETS] with
your own details. Tools are named only as examples; features change often, so check each tool's

current capabilities.
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PART 1

Foundations

What Al really is, what it is good and bad at, how to choose tools you can

trust, and the prompting skills that everything else in this book builds on.

1 - The Al-Powered Creator
2 - How Generative Al Works
3 - Choosing Your Al Toolkit

4 - Prompting Fundamentals



CHAPTER 1 - PART | — FOUNDATIONS

The Al-Powered Creator: What Changes
and What Doesn't

Al tools can take a surprising amount of grind out of making content, but they cannot
decide what is worth saying or why your audience should trust you. This chapter maps
exactly where Al fits into a creator's week, where it does not, and how to start using it

without losing the voice that made people follow you in the first place.

Why This Book Exists

If you make content for a living, or hope to, you have probably felt two pressures at once. The first is
the pressure to publish more: more videos, more posts, more newsletters, more short clips cut from
the long ones, more formats on more platforms. The second is the pressure to stay real: to keep
sounding like yourself, to keep your standards, and to keep the trust of the people who spend their
limited attention on you. For a long time those two pressures pulled in opposite directions. Publishing

more usually meant cutting corners, and keeping standards usually meant publishing less.

Generative Al tools change the shape of that trade-off. They do not remove it. Used carelessly, they
make it worse: you can flood your channels with bland, error-prone material that sounds like everyone
else and slowly erodes the trust you built. Used well, they take over a meaningful share of the
repetitive, mechanical, and first-draft work, so that more of your limited time goes into the parts of

creation only you can do. This book is about the second path.

We will not promise you more views, more subscribers, or more income. Nobody honestly can, and
any book that does is selling you something other than skills. What we can promise is a practical,
tested way of thinking about these tools, plus hundreds of reusable prompts, templates, and workflows
you can adapt to your own work. Everything is written for people who are comfortable with apps and

the web but have no interest in programming. There is no code anywhere in this book.

What Actually Changes

It helps to be precise about what AI changes, because vague excitement leads to vague results. Across

the workflows described in this book, the changes fall into a handful of clear categories.

The cost of a first attempt drops

The blank page used to be the most expensive part of many tasks. Twenty title ideas, a rough outline, a
first pass at show notes, three versions of a caption: these took real time, and that time often came at

the end of a long day. An AI assistant can produce a first attempt at any of these in moments. The first



attempt is rarely good enough to publish, but it gives you something to react to, and reacting is far

faster than generating from nothing. That single change reshapes a lot of creative work.

Reformatting becomes cheap

A great deal of creator work is not creating new ideas but reshaping existing ones. A video becomes a
blog post, a blog post becomes a newsletter, a newsletter becomes a thread, a podcast episode becomes
a set of quote cards. Al tools are especially good at this kind of transformation because the ideas and

facts already exist in your source material. Your job shifts from rewriting to checking and refining.

Admin work shrinks

Replying to sponsor inquiries, organizing research notes, summarizing long comment threads,
drafting briefs for collaborators, writing descriptions and metadata: none of this is why you became a
creator, but all of it takes time. Al assistants are often at their most useful here, precisely because the
stakes are lower and the tasks are well defined.

New formats become reachable

A solo creator who could never afford an illustrator, a translator, or an audio engineer can now get
serviceable help in each of those areas. Transcription, captioning, noise cleanup, background removal,
and rough translation are available in many mainstream tools at the time of writing. This does not
make you an expert in every field, and later chapters are honest about the limits, but it does widen the
range of what a small team can attempt.

The skill mix shifts

Creators who get the most out of Al tend to become better editors, better briefers, and better judges ot
quality. The skills of describing what you want clearly, spotting what is wrong with a draft, and
knowing when something is finished become more valuable, not less. Chapter 4 is devoted to the first

of those skills, and the rest of the book practices all three.

What Doesn't Change

Now the more important half. Some parts of being a creator are untouched by Al, and a few become

even more important because AI makes everything else easier to fake.

« Taste. Knowing which idea is interesting, which joke lands, which thumbnail feels right, and
which draft is still not good enough is a human judgment. AI can offer options; it cannot care
which one is best for your audience.

» Voice. Your way of seeing things, your phrasing, your opinions, and your stories are why people
follow you rather than someone else. Al tends to drift toward the average of everything it has seen,
which is the opposite of a distinctive voice.
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» Lived experience. An Al tool has never missed a train in a foreign city, never tested a cheap
backpack on a rainy hike, and never had a conversation with your audience. Firsthand experience

is the raw material it cannot supply.

« Accuracy and accountability. When something you publish is wrong, you are responsible, not
the tool. Al tools can state false things with complete confidence, as Chapter 2 explains in detail.

Checking facts remains your job.

» Relationships. Replying to your community, collaborating with guests, and earning the trust ot
sponsors and clients are human relationships. Al can help you draft, but people notice when

nobody is really there.
« Ethics. Decisions about disclosure, consent, fairness, and respect for other people's work belong

to you. The tools make some of these questions more urgent, which is why Chapters 25 and 26
treat them in depth.

A useful way to hold both halves together: AI changes how quickly you can get from nothing to
something, and how cheaply you can reshape something into something else. It does not change what

makes that something worth anyone's time.

Task Where Al can help What stays human

Finding ideas Brainstorming angles and questions Choosing what matters to your audience
Research Summarizing sources you provide Verifying every claim

Writing First drafts, outlines, rewrites Voice, opinions, final edit

Visuals Concepts, variations, cleanup Brand fit, honesty, rights

Audio and video Transcripts, captions, rough cuts Story, pacing, what to cut

Repurposing Reformatting for each platform What each audience needs

Community Sorting and summarizing feedback Actually replying and listening

Business Drafting pitches and admin emails Negotiating and relationships

Meet Tidepool Studio

Throughout this book we follow a fictional creator business called Tidepool Studio. It is a two-person
operation focused on responsible, low-budget travel. The host is the face and voice of the brand: they
appear on camera, write most of the newsletter, and lead the podcast conversations. The producer
handles editing, graphics, scheduling, and much of the behind-the-scenes work that keeps everything

running.

Between them they run a YouTube channel with long videos and Shorts, a weekly email newsletter, a
podcast called "Low Tide Conversations," Instagram and TikTok accounts, a blog, and a small paid

online course called "Travel Light, Travel Right." Their budget is limited, their time is more limited,
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and they have one overriding concern: their audience trusts them to give honest advice about places,
gear, and money. If that trust goes, the business goes with it.

Tidepool Studio is a composite, not a real company, but its problems are real. They want to publish
more consistently without burning out. They want to reuse their best material across platforms
without it feeling copy-pasted. They want to spend more time traveling and talking to people and less
time wrestling with descriptions and captions. And they are wary of anything that might make them

sound generic or, worse, get facts wrong about a place their viewers are about to visit.

Before Tidepool Studio touched any Al tool, the producer did something simple and valuable: they
listed every recurring task the two of them did in a typical week, how long it took, and how much it
depended on their personal judgment. You should do the same. The template below is the one they
used.

Template — Creator task inventory

CREATOR TASK INVENTORY
Week of: [DATE] Filled in by: [ROLE]

For each recurring task, fill in one line:

Task: [e.g. write YouTube description]

Channel or format: [YouTube / newsletter / podcast / social / blog / course]
How often: [per video / weekly / monthly]

Rough time each time: [minutes or hours]

Enjoyment (1-5): [1 = dread it, 5 = love it]

Judgment needed (1-5): [1 = mechanical, 5 = only I can do it]

Risk if wrong (1-5): [1 = harmless, 5 = hurts trust or breaks rules]

Current pain point: [what makes it slow or annoying]

AI candidate? [yes / maybe / no]

Notes: [anything else]

After listing everything:

1. Circle tasks with LOW judgment and LOW risk -> first AI experiments.
2. Star tasks with HIGH judgment -> keep human-led, AI only assists.

3. Flag tasks with HIGH risk -> always add a human check step.

When the producer finished the inventory, a pattern jumped out. The tasks they both disliked most
were also the most mechanical: writing descriptions and timestamps, formatting show notes, resizing
and captioning clips, and turning each long video into a handful of social posts. The tasks they cared
most about, such as choosing destinations, filming, telling stories, and answering thoughtful audience
questions, were high in judgment and not great candidates for automation at all. That split is typical,

and it is good news. It means the first gains from Al usually come from the work creators like least.
Workflow — Tidepool Studio's weekly cycle, before AI
TIDEPOOL STUDIO: WEEKLY PRODUCTION CYCLE (BASELINE)

Monday
- Host: pick this week's video topic, rough outline by hand

- Producer: finish edit of last week's footage

12



Tuesday

- Host: record podcast episode with a guest

- Producer: thumbnail concepts, title brainstorm with host
Wednesday

- Producer: podcast edit, show notes written from scratch

- Host: newsletter draft (usually late at night)
Thursday

- Producer: publish long video, write description and chapters

- Host: reply to comments, answer course student questions
Friday

- Producer: cut 2-3 Shorts, write captions for each platform

- Host: blog post (often skipped when the week runs long)
Weekend

- Whatever did not get done

Known bottlenecks:
- Show notes, descriptions, captions: slow and repetitive
- Blog skipped most weeks
- Comment themes never summarized, so good questions get lost

Notice what the baseline reveals. The blog gets skipped because there is no time left, not because there
is nothing to say. Good audience questions get lost because nobody has time to sort through hundreds
of comments. These are exactly the kinds of gaps Al assistance can help close, as long as the human

steps stay in place.

The Creator-in-Charge Model

The single most useful mental model for working with Al is this: you are the director, and the Al
is a fast, tireless, occasionally unreliable assistant. A good director does not do every job
personally, but they decide what the project is, give clear direction, review everything, and take
responsibility for the result. A bad director either micromanages every frame or walks away and hopes
for the best.

In practice, this becomes a three-step loop we call Draft, Direct, Decide. The Al drafts. You direct it
toward something better with specific feedback. Then you decide what, if anything, gets used, and you
make the final edits yourself. The loop may repeat several times for a single piece, and the final

"decide" step never goes to the machine.

Workflow — The Draft, Direct, Decide loop
DRAFT, DIRECT, DECIDE

1. PREPARE (human)
- What is this piece for? Who is it for?
- What do I already know or believe about it?
- What source material can I give the AI? (notes, transcript, outline)

2. DRAFT (AI)
- Give the AI the context and a clear task (see Chapter 4).
- Ask for options, not a single answer, when the choice matters.
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3. DIRECT (human -> AI)
- Point out what is wrong: too generic, wrong tone, missing detail.
- Add what only you know: stories, opinions, specifics.
- Ask for a revision. Repeat 1-3 times, not forever.

4. DECIDE (human only)
- Pick what to keep. Cut the rest without guilt.
- Rewrite key lines in your own words.
- Fact-check every claim, name, number, and date.
- Check it sounds like you. Read it aloud.

5. PUBLISH AND NOTE
- Publish if it meets your normal standard, not a lower one.
- Note what worked in your prompt library (Chapter 4).

Two details in this loop deserve emphasis. First, the preparation step comes before the Al is involved
at all. The quality of what you get out depends heavily on the thinking you do before you type
anything. Second, the final step includes "publish if it meets your normal standard, not a lower one."
One of the quiet dangers of Al assistance is standards creep: because a draft appeared effortlessly, it is
tempting to accept it as good enough. Your audience does not care how long something took to make.

They care whether it is worth their time.

TIP
Before you ask an Al tool for anything, spend sixty seconds writing down what you want in your
own words, including one thing you already know about the topic that the AI probably does not.

That note becomes the heart of a good prompt, and it keeps your perspective in the lead.

Where Al Fits in a Content Pipeline

Most creator work, regardless of format, flows through a similar sequence of stages: ideas, research,
planning, drafting, editing, visuals, audio and video production, repurposing, publishing, and learning
from results. Al can assist at nearly every stage, but the kind of help differs, and so does the human
checkpoint that must follow. The table below summarizes the pattern. Each row corresponds to one or
more later chapters.

Stage Typical Al help Human checkpoint

Ideas Angles, questions, variations Is this worth making?
Research Summaries of your sources Verify against originals
Planning Outlines, calendars, briefs Does the order make sense?
Drafting First drafts, scripts Voice and substance
Editing Clarity, length, structure Meaning not lost

Visuals Concepts, cleanup, variants Brand, honesty, rights
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Audio and video Transcripts, captions, cuts Story and accuracy

Repurposing Platform-specific versions Fit for each audience
Publishing Descriptions, metadata Truthful, not clickbait
Learning Summarizing feedback What to change next

You do not need to use Al at every stage. In fact, most creators get better results by starting with two
or three stages where the gain is obvious and the risk is low, then expanding slowly. For Tidepool
Studio, the obvious starting points were repurposing, show notes and descriptions, and summarizing
audience comments. Ideas and drafting came later, once they had learned how to keep the output

sounding like them.

Your First Low-Risk Experiments

The best first experiments share three qualities: the task is something you already do regularly, the
output is easy for you to judge, and a mistake would be cheap to catch. Here are the experiments
Tidepool Studio ran in its first two weeks, with the exact prompts they used. You can use them with
any general Al assistant, such as ChatGPT, Claude, Gemini, or Microsoft Copilot. The features of these
tools change often, so check what your chosen tool can do at the time you read this.

Experiment 1: A brainstorm you then filter

Brainstorming is a safe place to start because you are not going to publish the output directly. You are
going to pick from it, and picking is a skill you already have.

Prompt — A first brainstorming session
You are helping a small independent creator brainstorm video ideas.

About the channel:

- Name: [CHANNEL NAME]

- Topic: [e.g. responsible, low-budget travel]

- Audience: [e.g. people in their 20s-40s who travel on a budget
and care about their impact on the places they visit]

- Tone: [e.g. friendly, honest, practical, a little funny]

- What we never do: [e.g. luxury hauls, "secret spots" that
overcrowd small communities, sponsored hype]

Recent videos that did well with our audience:

1. [TITLE]
2. [TITLE]
3. [TITLE]

Task: Suggest 20 video ideas for next month.
For each idea give:

- A working title (plain, not clickbait)

- One sentence on why this audience would care
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- What firsthand experience we would need to make it well

Avoid generic listicles. Favor specific, practical angles.

The last line of each idea, "what firsthand experience we would need," is a small but powerful addition.
It forces the list to connect back to things only the creator can provide, and it quickly exposes ideas
that would require faking expertise. Here is an excerpt of what came back for Tidepool Studio,
followed by the host's edited shortlist.

Example output — AI brainstorm (excerpt, unedited)

1. "10 Budget Travel Hacks Nobody Tells You"
Why: Everyone loves saving money on travel.
Experience needed: General travel experience.

2. "How to Travel Sustainably on a Budget"
Why: Combines two of your audience's core values.
Experience needed: Knowledge of sustainable practices.

3. "What a Week of Overnight Trains Actually Costs"
Why: Trains are lower-impact and viewers want real numbers.
Experience needed: Actually taking the trains and tracking
every expense.

4. "Packing a Carry-On for Three Climates"
Why: Solves a real problem for multi-stop trips.
Experience needed: A trip that crossed climates.

5. "The Hidden Gems of [Destination] Locals Don't Want You
to Know"
Why: Discovery content performs well.
Experience needed: Visiting the destination.

Example output — The host's edited shortlist

KEEP (and why)
- #3 Overnight trains cost breakdown
-> We did this route last spring and kept receipts.
Rename: "A Week on Night Trains: Every Cost, Every Mistake"
- #4 Carry-on for three climates
-> Our own packing list from the coast-to-mountains trip.

Add the one item we regretted not bringing.

REWORK
- #2 "Sustainable on a budget" is too broad.
-> Narrow to: "Five Swaps That Cut Our Trip's Impact
(and Two That Didn't Work)"

CuT
- #1 Generic listicle, says nothing only we could say.
- #5 "Hidden gems locals don't want you to know" is the
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exact overtourism framing we stand against.

Result: 3 usable ideas from 20. Good enough for 10 minutes.

This is what a successful Al brainstorm usually looks like: most of the list is generic or wrong for your
brand, and a few items spark something you can make your own. Notice that the host rejected idea five
not because it was badly written but because it clashed with the studio's values. No tool would have

known that without being told, and even when told, tools slip. That filter is yours.

Experiment 2: Summarizing what your audience is saying

Comments, replies, emails, and survey answers are a gold mine of content ideas, but reading and
sorting hundreds of them takes hours. Al assistants are good at grouping text into themes, as long as

you paste in the actual comments and check the summary against them.

Prompt — Summarize audience comments into themes

Below are [NUMBER] comments from viewers of our video
"[VIDEO TITLE]". They are pasted exactly as written.

Task:
1. Group the comments into 5-8 themes.
2. For each theme give:
- A short label
- How many comments fit it (approximate is fine)
- Two or three representative comments, quoted exactly
3. List any specific questions people asked that we
did not answer in the video.
4. List any corrections or complaints, quoted exactly.

Rules:

- Only use what is in the comments. Do not invent themes.
- Quote exactly; do not paraphrase inside quotation marks.
- Do not include usernames in your summary.

COMMENTS :
[PASTE COMMENTS HERE]

The rule about quoting exactly matters. Al tools sometimes "tidy up" quotes, which can subtly change
their meaning. By asking for exact quotes, you can quickly search your original list and confirm each
one exists. The rule about usernames is a small privacy courtesy: you do not need personal identifiers
to learn from feedback, so leave them out. Chapter 22 goes much deeper on feedback analysis.

Experiment 3: Reshaping content you already made

Repurposing is where many creators first feel a real difference in their week. The source is your own
material, so the facts and voice are already there. The Al's job is to reshape, and your job is to check

that nothing got lost or invented along the way.
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Prompt — Turn a video transcript into a newsletter outline
Here is the transcript of our latest YouTube video.

Task: Create an outline for this week's email newsletter
based on the video. The newsletter is personal and chatty,
written as if to one friend, and runs about 500-700 words.

The outline should include:

- A subject line idea (3 options, plain, no clickbait)

- An opening hook drawn from a real moment in the video

- 3-4 main points, each with the specific detail from the
transcript that supports it (quote the transcript)

- One question to ask readers to reply to

- A short link line pointing to the full video

Rules:

- Use only facts that appear in the transcript.

- If something in the transcript is unclear, flag it
with [CHECK] rather than guessing.

- Do not write the full newsletter yet. Outline only.

TRANSCRIPT:
[PASTE TRANSCRIPT]

Asking for an outline rather than a full draft is deliberate. An outline is quick to review and easy to
reshape. Once the host agreed with the structure, they wrote the newsletter themselves in about halt
their usual time, because the thinking about what to include was already done. Later, in Chapter 7, we
will look at drafting full newsletters with AI while keeping your voice, but starting with outlines is an
excellent habit.

Experiment 4: Options for titles and hooks

Prompt — Title and hook alternatives

Our draft title: "[CURRENT TITLE]"
Video summary: [2-3 SENTENCES ABOUT WHAT THE VIDEO ACTUALLY SHOWS]
Audience: [WHO WATCHES]

Task: Give 12 alternative titles in four groups of three:

A) Plain and descriptive

B) Curiosity-driven, but fully honest about the content

C) Benefit-led (what the viewer gets)

D) Our own voice: [DESCRIBE, e.g. "dry humor, self-deprecating"]

Then give 5 opening lines (first 10 seconds of the video)
that match the strongest title.

Rules:

- No claims the video does not deliver on.

- No ALL CAPS words, no "you won't believe."
- Keep titles under [NUMBER] characters.
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Titles and hooks are high-stakes, so the AI's job here is purely to widen your options. Tidepool Studio
usually ends up combining parts of two suggestions and then rewording the result so it sounds like the

host. Chapter 21 covers titles and discoverability in far more detail.

Experiment 5: A routine admin email

Prompt — Polite reply to a sponsor inquiry
Draft a short, friendly reply to the sponsor email below.

Our situation:

- We only work with brands whose products we would use
on a real trip.

- We need to test any product for at least [TIME PERIOD]
before agreeing to feature it.

- We always disclose sponsorships clearly on every platform.

- We are interested but need: [WHAT YOU NEED, e.g. product
details, timeline, usage rights they expect]

Tone: warm, professional, brief. No over-the-top enthusiasm.
Do not agree to any terms, rates, or dates. Ask questions only.
Length: under 150 words.

SPONSOR EMAIL:
[PASTE EMAIL, REMOVING ANY PRIVATE DETAILS YOU DON'T NEED]

Note the line "do not agree to any terms, rates, or dates." Al drafts can be overly accommodating, and
a friendly draft that accidentally commits you to something is worse than no draft at all. Always read

business emails word by word before sending. Chapter 24 covers sponsorship pitches and client work.

WARNING

Be careful about what you paste into any Al tool. Private emails, contracts, guest contact details,
unreleased sponsor information, and course student data may be stored or processed in ways you
do not expect. Check your tool's privacy settings and terms before pasting sensitive material, and

remove details the task does not need. Chapter 3 covers privacy and terms of use in depth.

Protecting Your Voice from Day One

The most common complaint creators have about Al-assisted content is that it all starts to sound the
same: smooth, upbeat, slightly vague, full of phrases like "in today's fast-paced world" and "let's dive
in." That sameness is not a bug that will be fixed in the next update. It is a natural result of how these

tools work, which Chapter 2 explains. The good news is that you can push against it, starting now.

The first step is to write down what makes your voice yours. Most creators have never done this
explicitly, because they never needed to. Once you are working with a tool that defaults to the average,

you need a clear description of how you differ from the average. Tidepool Studio's host filled in the
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template below in about half an hour, and it became one of the most-used documents in their
business.

Template — Voice anchors

VOICE ANCHORS FOR [YOUR NAME OR BRAND]

How I sound in three words: [e.g. honest, curious, dry]
Things I say a lot (real phrases):

- "[PHRASE]"

- "[PHRASE]"

Things I would never say:

- "[e.g. hidden gem]"

- "[e.g. bucket list must-see]"

- "[e.g. let's dive in]"

My opinions that some people disagree with:

- [e.g. Guided tours are often the more responsible choice]
- [OPINION]

Stories I return to:

- [e.g. The time we missed the last ferry]

- [STORY]

How I treat the audience: [e.g. as smart friends on a budget,
never as customers to be sold to]

Sentence style: [e.g. short sentences, some fragments,
occasional aside in parentheses, rarely exclamation marks]

Humor: [e.g. self-deprecating, never at locals' expense]
Words I use instead of jargon: [e.g. "cheap" not "cost-effective"]

Paste this block at the top of any writing prompt.

Chapter 6 builds a much fuller style guide from this starting point, including real writing samples. For
now, the voice anchors do two jobs. They give the AI something specific to aim at, and, just as
important, they give you a checklist to compare every draft against. When a draft includes a phrase

from your "never say" list, you know immediately where it needs work.

Common Myths and What Is Actually True

New users of Al tools tend to arrive with a set of assumptions, some hopeful and some fearful.

Clearing them up early saves a lot of frustration.

Myth: AI will do the whole job if you find the perfect prompt. There is no perfect prompt.
Good prompts help a lot, and Chapter 4 shows how to write them, but even the best prompt produces

a draft that needs your judgment. The creators who get the most from Al treat it as a collaborator in a
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