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Why More Content Is Creating 

Less Attention

AI has dramatically reduced the cost and 
effort required to create content.



The result is a thicker trust filter.



Buyers are more sceptical of written 
content. They are quicker to assume 
something may have been generated 
by AI. They are less patient with 
generic commentary. They are more 
likely to ignore anything that does not 
feel directly relevant to the problem 
they are trying to solve.



This is the new challenge for B2B 
marketers. Competitive advantage no 
longer comes from producing more 
content. It comes from producing 
content that buyers believe, 
remember, and trust.



That requires a different content 
model. One built not simply around 
production, but around expertise, 
buyer intelligence, proprietary insight, 
and creative judgement.



This report explores how B2B teams 
can use AI to strengthen content, 
without allowing it to become generic. 
The goal is not just to be “undeniably 
human”. In a market where human-
sounding content is increasingly easy 
to generate, the more valuable goal is 
to become undeniably yours.
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Why “Undeniably Human” Is No 
Longer Enough

Since the arrival of generative AI, many marketers have responded by talking about the 
need for content to become more human.



The instinct is understandable. If AI can create content at scale, then human voice, 
personality, and authenticity should become more valuable. In many cases, that is true. 
Buyers are more likely to trust people than faceless corporate messaging, particularly 
when the person speaking has authority, experience, and a clear point of view.

But “human” is no longer enough.

A piece of content can sound human and still be generic. It can be conversational and 
still lack substance. It can use natural language, avoid jargon, and appear authentic, 
while still failing to say anything that is specific to the buyer’s world.



That is why the more important shift is from undeniably human to undeniably yours.



Undeniably human content proves that a person was involved. Undeniably yours 
content proves that your business had something distinct to contribute.



It is grounded in the things competitors cannot easily copy: your customer 
conversations, your proprietary data, your subject matter experts, your internal 
frameworks, your market experience, your implementation learnings, and your point of 
view on what is changing.



The difference matters because buyers are not looking for content that merely sounds 
better. They are looking for content that helps them make sense of a real problem. 
They want to know whether a supplier understands their situation, whether the advice 
is credible, and whether the business has earned the right to speak on the topic.

www.orbital.com



Human vs Yours

U n d e n i a b l y  H u m a n U n d e n i a b l y  Y o u r s

Sounds authentic eects specic epertise

Uses natural language Speaks to a real buyer contet

Feels less corporate Shows evidence and eperience

Could come from many brands Could only come from your business

Builds engagement Builds trust and action

The strongest B2B content does not simply aim to sound warmer or more 
conversational. It demonstrates understanding. It shows that the business has 
thought deeply about the audience, the category, the commercial pressure, 
and the decision the buyer is trying to make.



That is where trust starts.


A Practical Test

Does this address a real business challenge?


Does it reflect what the audience is actively dealing with?


Would a buyer learn something useful?


Is there evidence behind the point of view?


Could a competitor publish almost the same thing?

Before publishing a piece of content, the question should not only be: 
“Is this well written?”



The better questions are:


If a competitor could remove your logo, add theirs, and publish the same 
asset without much changing, the content is probably not distinctive enough.
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Expertise Is Becoming the

New Competitive Advantage

AI has lowered the barrier to content creation, 
but it has not lowered the barrier to expertise.

That distinction is critical.

B2B buyers are not short of information. They can 
search, compare, ask AI tools, review vendor 
websites, watch videos, listen to podcasts, read 
analyst content, and gather peer recommendations 
before speaking to a supplier. By the time they enter 
a sales conversation, they may already feel informed.



This changes the role of content. It is no longer 
enough for content to explain what a problem is at a 
basic level. Buyers can already find that. The content 
that earns attention is the content that adds 
judgement, interpretation, context, or proof.



That is where expertise becomes more valuable.



In B2B, buying decisions involve risk. A poor decision 
can affect revenue, operations, customer 
experience, team performance, or board-level 
outcomes. Buyers are not simply asking, “Do I 
understand this topic?” They are asking, “Can I trust 
this organisation to help us solve this problem?”



Generic content does not answer that question. 
Expertise-led content can.



The most persuasive content often shows that the 
business has seen the problem repeatedly, 
understands the trade-offs, knows where projects 
fail, and can explain what good looks like in practical 
terms. This kind of content reassures the buyer 
because it does not feel theoretical. It feels earned.
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What Buyers Respond To

The strongest B2B content is often built around:


Customer understanding

ubject matter expertise

roprietary insight

Industry experience B2B content


arket context
ractical recommendations

Commercial relevance

The point is not to make content more complex. The point is to make it more credible.



A buyer may ignore a generic blog title. But if they first see a credible expert speaking 
in depth about the exact problem they are facing, the surrounding content becomes 
more trustworthy. A report, blog, email, or sales asset carries more weight when the 
buyer can see the expertise behind it.



This is why expert-led content works particularly well in AI-saturated markets. It gives 
buyers a reason to believe the content is not just assembled from common knowledge. 
It came from people who understand the problem.


The New Trust Equation

In an AI-driven market, content trust increasingly depends on three things:


Expertise Evidence Relevance

Do you understand the

problem deeply?

Can you support your 
point of view?

Does this matter to the

buyer now?

When all three are present, content becomes more than a marketing asset. It becomes 
a reason to believe.
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Your Greatest Content Asset 

Already Exists

Many organisations believe they have a content creation problem.

More often, they have an expertise extraction problem.

Inside most B2B companies, there are people who understand the customer better 
than any external trend report ever could. They sit in sales, customer success, product, 
implementation, leadership, consulting, strategy, operations, and support. They hear 
objections, diagnose problems, see patterns, fix issues, and understand where 
customers are struggling.



Yet much of this knowledge never reaches the market.



It stays in sales calls. It stays in Slack threads. It stays in onboarding sessions, internal 
decks, customer workshops, post-project reviews, and the heads of subject matter 
experts who do not have time to turn their knowledge into content.



That is the real missed opportunity.



The strongest content strategies do not start with a blank-page question like, “What 
should we publish this month?” They start by asking what the business already knows 
that buyers would genuinely value.



AI makes this much easier. It allows marketers to capture expert conversations, identify 
themes, structure ideas, repurpose insight, and distribute it across formats without 
asking every expert to become a writer, editor, presenter, or campaign manager.



The role of marketing becomes less about inventing content from scratch and more 
about extracting and orchestrating the intelligence already inside the organisation.

Trapped Expertise
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Four Sources of Undeniably Yours Content

Proprietary 
data

 Internal 
frameworks

Sales 
objections

Implementation 
learnings

A Better Content Workflow



From Content Production

to Content Intelligence

For many years, content planning relied 
heavily on intuition.



Marketing teams built calendars around 
product launches, seasonal campaigns, 
internal priorities, industry trends, and 
assumptions about what buyers might 
find interesting. This approach can still 
produce useful content, but it often 
leads to businesses competing around 
the same broad topics.



Everyone writes about the future of 

AI. Everyone comments on digital 
transformation. Everyone publishes 

a guide to growth, efficiency, 
personalisation, or customer 
experience.


The result is a market full of content 
that is technically relevant but 
commercially forgettable.



AI creates an opportunity to move 
from content production to content 
intelligence.

Rather than guessing what buyers care 
about, teams can use AI agents, search 
data, CRM signals, sales insight, customer 
conversations, and market research to 
understand what their audience is 
actively searching for, discussing, 
comparing, and struggling with.



This makes content strategy more 
evidence-led.

Traditional Planning vs Content Intelligence

Traditional Content Planning Content Intelligence

Campaignle

ased on internal assumption

Focused on broad topic

uilt around content calendars

easures output
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Content intelligence helps teams identify where attention already exists and where the 
market has unanswered questions. It can reveal which themes are gaining momentum, 
which competitors have left gaps, which buyer problems are underexplained, and 
which topics the business has a credible right to own.



The objective is not to automate creativity. It is to focus creativity where it is most likely 
to matter.

What Content Intelligence Can Reveal

Content intelligence can help identify questions buyers are actively asking, gaps in 
competitor content, regulatory or category shifts, emerging operational challenges, 
urgency triggers, and themes gaining momentum inside the target audience.



his is where I becomes especially valuable for lean teams. In the past, finding the 
right angle could take weeks of desk research, workshops, interviews, and competitor 
analysis. ow, agents can accelerate that work and help marketers act in a more 
obective fashion.



he creative work still matters. he angle still needs to be sharp. he story still needs 
to be told well. ut teams can start from stronger evidence, rather than relying only 
on instinct

Buyer demand per theme

Depth of competitor coverage

OPPORTUNITY GAP
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Building a Defensible Content Stack

One of the biggest challenges in modern marketing is that content can become 
disposable.



A campaign may generate attention for a few weeks. A social post may disappear 
within hours. A webinar may create a burst of engagement and then sit unused. 
Even strong content can lose value if it is built only for a short-term activation.



A defensible content stack is different.

It is built around topics that matter because they are connected to real audience need, 
market change, or commercial pressure. These are not one-off campaign themes. 
They are content territories that can support immediate demand generation while 
continuing to create value over time.



This is important because buyers do not all enter the market at the same moment. 
Some are actively researching now. Others are building awareness. Others are 
beginning to feel pressure but have not yet named the problem. A defensible content 
stack allows the business to be useful across those stages.

What Makes Content Defensible?

Defensible content is usually connected to something bigger than a campaign idea. 

It may be built around:

regulatory developments industry disruption technology adoption

operational challenges changing buyer expectations new commercial risks

market shifts competitor pressure

These topics have staying power because buyers actively need help understanding them.



A generic trend post may create a small spike in attention. A defensible content asset 
can become part of the buyer’s research journey, a sales conversation, a nurture 
sequence, an event theme, a search asset, and a reference point for future campaigns.

www.orbitalx.com



The Defensible Content Stack

 defensible content stack usuall follows a simple sequence

0 apture epertise from subect matter eperts.

0 Identif relevant market developments.

0 nderstand what the target audience needs to know.

0 reate a core content asset.

0 epurpose it across multiple channels.

0 upport sales conversations with derivative assets.

0 uild longterm search and  visibilit.

The value of this approach is that content stops being a series of disconnected 
moments. It becomes a structured asset base that helps the business answer the 
market’s most important questions.



In practical terms, one core insight can support a complete 90-day campaign. 

It can become the basis for a webinar, lead magnet, blog series, paid content, sales 
enablement, email follow-up, short-form video, and account-specific outreach.



This is how content begins to compound.




Core insight → assets Repurposed across channels Sales, search and AEO assets

Day 0
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Relevance at Scale: 

The New ABM Content Model

For years, marketers have had to choose between relevance and scale.



Highly personalised content required time, research, and manual effort. Scaled 
content was more efficient, but often became broad, generic, and easier to ignore.

AI is changing that equation.

By combining account intelligence, market signals, CRM data, and audience research, 
B2B teams can now create content that feels significantly more relevant without 
dramatically increasing workload.



This is particularly important in account-based marketing. ABM only works when the 
account feels understood. The problem is that many teams have historically confused 
personalisation with relevance.

Personalisation identifies the buyer.

Relevance understands the buyer.

A personalised email might include a company name, job title, sector reference, or 
recent news item. A relevant message demonstrates that the sender understands the 
buyer’s commercial context, likely pain points, internal stakeholders, and decision 
pressures.



The difference is significant.



Buyers can quickly recognise shallow personalisation. They know when someone has 
simply pulled a fact from LinkedIn or copied a company line from the website. What 
earns attention is evidence that the seller has understood something meaningful about 
the business.
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What AI-Enhanced Research Can Reveal


efore a sales conversation begins, teams can now understand the key stakeholders, 
recent company developments, customer sentiment, market position, website or 
conversion friction, competitor comparisons, and likely challenges or opportunities.

This creates stronger sales briefing notes, more relevant content, and better 
accountspecific outreach.

The opportunity is not to create a completely bespoke campaign for every account. 
That would still be unrealistic for most lean teams. The opportunity is to use 
intelligence to make every touchpoint feel more informed.

A strong A content model connects three things

The accounts 
current 
context

The suppliers 
value 

proposition

The content or offer 
most likely to be 

useful now

ommercial 
support

When those three things align, content stops feeling like marketing noise. 
It becomes useful commercial support.

The New Role of the B2B Marketer

AI is changing the role of the marketer, but not in the way many people expected.



As production becomes faster, the marketer’s value shifts from creating every asset 
manually to deciding what is worth creating, why it matters, and how it should be 
delivered.



The role is moving from content production to content orchestration.



That does not make marketers less important. It makes judgement more important. 
When tools can generate endless versions of content, the scarce skill becomes 
knowing which idea deserves to exist, what angle will cut through, what proof is 
needed, and how the story should be shaped for the audience.
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The Three Roles AI Cannot Replace

The Subject Matter Expert

The subject matter expert provides the insight, experience, and credibility 
buyers trust. In B2B, companies are often selling expertise, depth, and proof. 
That cannot be replaced by generic AI output.

The Storyteller

The storyteller finds the angle. They connect expertise to audience 
need and turn information into a narrative that buyers can understand, 
remember, and act on.

The Creative Director

The creative director shapes how ideas are presented. This matters because 
buyers are surrounded by repetitive formats. Strong design, video, editing, 
and creative judgement help content break pattern and earn attention.

These roles become more valuable as AI becomes more capable. AI can help generate,

summarise, structure, and repurpose. But it does not know what should be believed, what 
should be protected, what should be challenged, or what will make a buyer stop and care.

That remains the marketer’s role.

What Changes for Marketing Teams?

Marketing teams will spend less time on 
repetitive production and more time on 
audience understanding, insight 
extraction, strategic planning, creative 
judgement, campaign orchestration, 
commercial alignment, and 
performance optimisation.



This is why AI should be seen as a force 
multiplier rather than a replacement fo
marketing judgement.



The advantage will go to teams that can 
move quickly without sacrificing depth, 
quality, or taste.

This is also why speed matters. 
Historically, B2B marketing teams 
could spend months getting to the 
start line. By the time a campaign was 
ready, the market had moved, priorities 
had changed, or internal momentum 
had faded. AI gives teams the ability 

to test, learn, and improve faster.



The new question for marketing is not 
simply, “What are we producing?”



It is, “What are we testing now, 

what are we learning, and what are 

we doing next?”
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Build Content That Could

Only Come From You

Buyers still respond to expertise. They 
still value relevance. They still trust 
organisations that demonstrate a 
genuine understanding of their 
challenges. The difference is that AI 
now gives businesses a more efficient 
way to capture, organise, and distribute 
that expertise.



The organisations creating the 
strongest results are not simply using 
AI to produce more content. They are 
using it to strengthen the connection 
between what they know and what their 
audience needs.



That is the future of B2B content.

It is not generic volume. It is not AI-
written commentary. It is not thought 
leadership that could have come from 
any brand in the category.



The most effective content strategies 
will combine subject matter expertise, 
buyer intelligence, proprietary insight, 
market awareness, creative judgement, 
and AI-powered execution.



Together, these elements create 
content that is difficult to replicate and 
genuinely useful to the audience.



In a market increasingly filled with 
content that could have come from 
anyone, the greatest opportunity is

to create content that could only have 
come from you.



That is the difference between 

being undeniably human and being 
undeniably yours.

AI has transformed how content is 
created.

It has not changed what makes content 
valuable.

Turn Expertise Into Pipeline-Ready Content
OrbitalX helps B2B teams turn subject matter expertise, buyer intelligence, 
and AI-enabled execution into content systems that build trust and support 
qualified pipeline.

Book a meeting to identify what your audience cares 
about, where your content gaps are, and how your 
expertise can become a defensible content stack.


Book a meeting
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