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For other resources besides those in the following section, you can reach out to Greg Kihlström via LinkedIn: https://www.linkedin.com/in/gregkihlstrom
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FOREWORD


The rapid evolution of AI between the end of 2022 and early 2023 will be marked as a watershed moment for the field. I was blown away by the speed and potential of the next generation of AI that came to market in between November of 2022 and the present. As the owner of a top-tier digital consulting and award-winning experience design firm, I couldn’t help but feel both excited and confounded by its power, potential, and rapid evolution.

On one hand, I was eager to set up a consulting offering against it, develop a custom product, or at the very least, create our own tools, integrations, and processes. On the other hand, the agency was abuzz with discussions about ethics, diversity, correctness, singularity, job loss, and more. It felt like the proverbial paralysis/analysis limbo, stuck in a vicious cycle of potential versus risk mitigation.

That’s why when my dear friend and co-futurist Greg approached me with the idea of developing a down-to-earth, pragmatic take on the topic of AI for marketers, my overall reaction was—“can’t get it soon enough!”
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