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Generative AI



Agenda

• The Magic Behind the Machine

• It’s Not Just Sunshine and Rainbows!

• Harnessing AI’s Superpowers

• Custom Experiences, the AI Way

• AI for PR and Marketing

• The AI Swiss Army Knife

• Ask Away! AI Doesn’t Bite

• Give It a Try

• GA4 Basics



Quick Poll

How much do you know about AI?

A. I've heard of it

B. I've dabbled a bit

C. I use it regularly



The Magic Behind the Machine

• How generative AI works
• It looks at a LOT of data
• Then it makes predictions

• Where generative AI works
• Text
• Images
• Data
• Code
• Videos
• Audio/Music
• Possibly apps?
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Key Terms

• Artificial Intelligence (AI)

• Machine Learning (ML)

• Natural Language Processing (NLP)

• Neural Network

• Simple Neural Net

• Deep Learning

• Large Language Models 
(LLMs)

• Image Generation Model

• Generative AI

• Large Language Model (LLM) 
(For example, models like 
ChatGPT)

• Image Generation Model (For 
example, models like DALL-E)

• Large Action Model (Rabbit 
R1)

• Artificial General Intelligence (AGI)
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It’s Not All Sunshine and Rainbows!

• Ethics
• Is it ok to use AI?

• Limitations
• Hallucinations

• Data sources

• Considerations
• Proprietary or secret information

• Legally protected information
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Boring Stuff To Do

• Create an AI policy
• ID decision-makers
• Decide when it’s ok/not to use
• Consider what DEI/ethical 

considerations to include
• Set limits re: privacy/security
• Consider consulting a lawyer
• Decide on transparency 

measures
• Internal training and policy 

distribution
• Content verification process Image created by Adobe Firefly



Harnessing AI’s Superpowers

• Using AI for generating creative content
• Knowing when to reach for AI is the most 

important thing to learn.
• Text

• Blogs, newsletters, social media, ideas

• Email, education, presentations

• Images
• All styles, including photorealistic

• Data
• Organize and format spreadsheets, analyze data

• Code
• Plugins for websites

• Videos
• Content for social media, or quick edits, note 

taking

• Audio/Music
• Podcasts, background music, copying voices
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Understand When to Use AI

• According to one study, 
when artificial intelligence is 
used within the boundary of 
its capabilities, it can 
improve a worker’s 
performance by as much 
as 40%.

• When AI is used outside that 
boundary to complete a 
task, worker performance 
drops by an average of 19 
percentage points.



Custom Experiences, the AI Way

• AI for DEIA
• Include in prompt:

• “Ensure that your answer is unbiased 
and does not rely on stereotypes.”

• Customizing content for 
accessibility

• Including instructions
• Writing meta descriptions
• Creating closed captions
• Translation first draft (video too)

• Tailoring marketing content 
and headlines

• Personalization at scale
• Tailor messages and headlines to 

different stakeholder groups and 
audiences
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The PR Whisperer: AI Edition

Ways to use AI for PR

• Mine for trends and pitch ideas

• Create a list of ideas for an annual PR 
calendar

• First draft or outline of press releases

• Create a list of interview questions to 
prep for or ask

• Record a transcript of interviews

• Remove parts of images for use in 
media

• Check for grammar/AP Style

• Apply research and best practices

• Find journalists or trade publications

• Draft awards entries or grants
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The Savvy Marketer: AI Edition

• Ways to use AI for Marketing

• Create a list of ideas for a 
content calendar

• Outline a strategy document
• Draft or improve post copy
• Teach it to speak in your brand 

to your audiences
• Leverage it for social 

images/engagement
• Check for grammar/AP Style
• SEO optimization
• SEM assistance
• Analyze data to refine 

audiences
• Apply research and best 

practices Image created by Firefly



Marketing Across Generations

Image created by Firefly

Aspect Millennials (28-43 years old) Gen Z  (12-27 years old)

Social Media Use Facebook, LinkedIn, Twitter, Instagram TikTok, Snapchat, Instagram, YouTube

Content Preference Long-form content, blogs, podcasts Quick, engaging content, short videos

Email Marketing Responsive to email marketing Less engagement with emails

Brand Loyalty High brand loyalty Less brand loyalty, more brand switching

Experience vs Product Value experiences over products Attracted to unique, customizable products

Authenticity and Transparency Value authenticity and brand story Prefer raw, unfiltered content

Corporate Responsibility Prefer brands with strong CSR, especially environmental Emphasis on activism and social issues

Content Consumption Engage with longer content forms Shorter attention span, quick content

Communication Style Prefer polished, professional approach Prefer raw, unfiltered, behind-the-scenes content

Tech-Savviness Tech-savvy, early adopters Immersed in technology from a young age

Values and Ethics Value ethics, slightly less focus on activism High emphasis on ethics and activism

Influencer Marketing Respond to traditional and peer influencers Prefer peer or ‘real people’ influencers



Traditional vs. Digital Marketing



The AI Swiss Army Knife

• Knowing when to reach for AI is the most important thing to learn.

• Many current tools are incorporating AI

• Image tools

• Dall-e 3 – sometimes manages text

• Adobe Firefly – realistic images

• Adobe Illustrator – create vector images

• Adobe Photoshop – generative edits

• Google Slides/Duet – generative images

• Text tools

• ChatGPT– multipurpose and internet if paid

• Claude – analyzes data

• Google Bard – searches internet

• Microsoft CoPilot – Uses GPT 4 but tuned differently

• Perplexity AI

• Recording tools

• Zoom/Microsoft Teams

• Otter

• Presentation/Course Building

• Plus Docs – works with Google Docs

• Tome – standalone presentations and images

• Mini Course Generator – Creates mobile lessons

• Excel spreadsheets

• Google sheets – auto formatting

• ChatGPT – builds spreadsheets with formulas
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Ask Away! AI Doesn’t Bite.

What questions do you have?
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Give it a go!

1. Pair up with the folks near you.

2. Sign in to one of the text tools - Bard, ChatGPT, Claude, Microsoft CoPilot, 
Perplexity

3. Ask it to write or revise something for you. If possible, make it relevant to 
something you're working on or have worked on.  Or pick a number 1-23 and 
try one of the use cases at: recapideas.ai/generative-ai-use-cases

4. Make note of what it did that you didn't want. See if you can get it back on 
track. If not, please plan share it with the group! We can talk about possible 
ways to get it to work.

5. Make note of what it did that worked for you, so we can share successes with 
the larger group.



Appendix A - Trend Example

• Prompt format: You are [Insert expertise] who wants [Insert 
output] for [Insert audience] to accomplish [Insert goal]. For 
example [insert example]

• You are a PR expert with knowledge in education and 
independent schools in Colorado and the nation. You want to 
create a list of trends that would make interesting connections 
to an independent school in Denver, CO to pitch successfully to
journalists. Please cite your sources.



Appendix B - Spreadsheet



Appendix C - Photoshop AI



Appendix D – AI in Education

• Reading Coach is now open to any users. Reading Coach 
works by having learners identify words they struggle with the 
most and presenting them with tools to support independent, 
individualized practice.https://educationblog.microsoft.com/en-
us/2024/01/unlocking-productivity-and-personalizing-learning-
with-ai

• AI in education newsletter – more focused on curriculum 

https://nickpotkalitsky.substack.com/?utm_source=substack&utm
_medium=email



Appendix E – Logo Illusions
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GA4 Basics



GA4 Agenda

What we’ll go over

• Important GA4 dates

• Briefly, GA4 setup

• How to think about GA4

• Tour of GA4 Reports

• What’s important for independent schools to look at

• Where to find resources for your transfer

What we won’t

• Exact step-by-step of setting things up



Important GA4 Dates

• Starting March 2023: If you didn't manually migrate your standard 
Universal Analytics (UA) property and didn't opt out of an automatic 
property creation, Google created a Google Analytics 4 (GA4) 
property on your behalf.

• July 1, 2023: standard Universal Analytics properties stopped 
processing new data.

• July 1, 2024: All customers will lose access to the Universal 
Analytics interface and API. All data from that property will be 
deleted.

• Note: Data from UA is not available in GA4. These are two distinct 
platforms with different data models and structures. As a result, 
historical data from UA cannot be directly transferred or viewed in 
GA4. You’ll need to download your historical UA data.



GA4 Set Up

• You’ve got GA4 - some things to do to set it up.
• If you haven’t already, go to the Admin area and complete the “setup assistant” This 

page outlines the effort level: https://support.google.com/analytics/answer/10759417



Data <3



How to think about GA4

• The big shift

Chart by SEMrush



How to think about GA4 - Definitions

• Users – Individuals who visit your website

• Views – Number of times a page is viewed, a user could have 
multiple views of the same page if they leave and come back in the 
same session.

• Sessions – A users visit to your site, a session ends after the user 
leaves the site or after 30 minutes of inactivity

• Engaged session: A session that lasts 10 seconds or longer, or includes at 
least one conversion event or more than one page view

• Events - Interactions during a session, including file downloads, 
video play, scrolling down, clicking a link, or completing a form

• Conversions – Determined by org as an ultimate goal. Events can 
become conversions.



GA4 Events

• Event types
• Automatically collected

• These are already running in GA4, click, download etc.
• List of automatically collected events: 

https://support.google.com/analytics/answer/9234069?hl=en

• Enhanced
• Turn these on, includes page_view

• Recommended
• Don’t seem particularly applicable to independent schools, login, purchase, refund 

etc.
• List of recommended events: 

https://support.google.com/analytics/answer/9267735?hl=en

• Custom
• Build your own unique events not in one of the other categories



Turning on enhanced measurement



Turn An Event Into a Conversion



Tour of Useful Reports

• Reports -> Acquisition -> User Acquisition
• See which marketing efforts are working and where you might want to lean in

• Reports -> Search Console->Queries
• Review what terms are driving traffic and what content strategies you might 

want to put in place

• Reports -> User -> User Attributes -> Overview
• Segment audiences to see what interests you can use as marketing hooks

• Explore -> Path Exploration -> Start Over -> Choose ending point
• See what information people look at before landing on your admissions form

• https://support.google.com/analytics/answer/9317498?hl=en



Audience Segmentation

• Segment for insights: Current families, prospective families, job seekers



Building Audiences

• If you link your Analytics 
account to Google 
Ads and keep the default 
option to Enable 
Personalized Advertising, 
then your audiences are 
available in your shared 
library in Google Ads, and 
you can use them in your 
ad campaigns. You can 
remarket to existing or 
previous users, and you 
can create similar 
audiences to prospect for 
new users.
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GA4 + Google Ads

• Connect Google analytics to Google Ads
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Google Looker Studio

• https://lookerstudio.google.com/navigation/reporting



GA4 Questions?

• Any questions?



Next Steps

• AI
• Create org guidelines

• Start using it!

• Look for use cases that will save you time and/or increase quality

• GA4
• Check your setup

• Think about the questions you’ll want to answer and set up events

• Connect it to Google Ads



Resources

• AI Help
• recapideas.ai

• AI tools list
• AI definitions
• Ideas of what to include in AI guidelines

• Recap Ideas: Adrienne Schafer adrienne@recapideas.ai
• AI org guidelines review/draft (non-legal)

• Staff training

• Use case ideation

• Personal AI coaching

• GA4 Help
• GFM|CenterTable: Jack Barsch jbarsch@gfmcentertable.com

• Special package for ACIS members
• Check of current GA4 setup
• Universal Analytics Data Preservation Template (Google Sheets)
• Looker Studio Dashboard Creation

http://www.recapideas.ai/
mailto:jbarsch@gfmcentertable.com


Thank you!!
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