
A MARKUP AI GUIDE

A B2B Marketer’s Guide to Content
That Actually Performs

Write for Humans,
Not AI



Write for Humans, Not AI 1

The content that performs best across all channels — including AI search — is content 
written for humans, not algorithms.

Your team is scaling AI-generated content to hit aggressive publishing targets, but optimizing 

for AEO and GEO is stripping out the voice and personality that actually drives engagement, 

trust, and conversions.

The reality is you don't have time to manually review every piece of AI content for brand voice 

and strategic messaging. You're operating at capacity with a mandate to publish more, faster, 

with the same small team.

The solution to this problem feels counterintuitive: stop optimizing primarily for AI ingestion. 
The content that ranks highest and converts best is content that humans choose to engage 

with, and AI models are trained on exactly that signal.

This guide provides a practical framework for preserving what makes your content worth 

reading while leveraging AI tools to scale production. We'll show you how to identify which parts 

of your content process need human judgment and which can be safely automated, so you can 

move fast without publishing generic content that could have come from anyone.

Humans Over Algorithms
INTRODUCTION



Write for Humans, Not AI 2

Let's start with what's really being asked of you when someone says "optimize your content for

AI agents."

AEO (Answer Engine Optimization) and GEO (Generative Engine Optimization) both focus on 

structuring content so AI models can parse, summarize, and surface it easily. The tactical advice 

usually looks like: lead with direct answers, use clear headers, add FAQs, write in plain language, 

avoid fluff.

That's not wrong. But here's where it starts to go sideways.

When "optimize for AI" becomes the primary filter for every content decision, something gets 

stripped out. The specificity. The point of view. The odd, memorable turn of phrase that makes a 

piece worth sharing. The writer's actual perspective, earned over years in the industry, that no AI 

can manufacture.

In other words: the things that make content worth reading at all.

The irony buried in the optimization logic

Here's what most "write for AI" advice glosses over: AI models are trained on human-created 

content. The content they learn to surface as credible, authoritative, and worth citing is the 

content that humans found valuable enough to engage with, link to, and share — over years

and years.

When you optimize away from resonance and toward machine readability, you're not writing better 

content for AI. You're undermining the very signals that make AI models trust your content in the 

first place.

The “Optimize for AI” Trap
PART 1
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The B2B reality check

There's a more fundamental problem with over-indexing on AI optimization in B2B. A human being 

is still making the purchase decision.

Not an agent. Not an algorithm. A real person who has a boss to convince, a budget to justify,      

and colleagues to bring along. Their career is on the line with every vendor they put in front            

of leadership.

That person doesn't just need your content to answer their question. They need your content to 

show you get it. You understand their world, their pressure, and their specific anxiety about 

publishing AI-generated content that might embarrass them.

Generic, machine-optimized content doesn't build that kind of trust. Human-first content does.
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So what does "human-first" actually mean? It's not a rejection of SEO or AEO. It's not an argument 

that you should ignore search. It's a reorientation of what you're optimizing for.

Human-first content is written with a specific person in mind — their context, their pressures, their 

actual question. It's not written for a keyword query or a schema format. It has a point of view. It 

takes a position. It sounds like a person wrote it, because a person did.

The “soul" of content

We talk a lot about preserving "the soul" of content in AI-assisted workflows. But what does

that mean?

The soul of your content is the combination of:

We know AI can draft a competent piece of content. What it can’t do, however, is replicate any of 

those things without deliberate, human-led input.

The Case for Human-First Content
PART 2

• Your brand's distinct perspective on the industry.

• The specific expertise your team brings that nobody else can replicate.

• The voice and tone that makes readers feel like they're hearing from a trusted peer rather

• The commitment of the company to care about their customers and the problems

• The willingness to say something that isn't just the consensus view.

they’re solving

than a corporate mouthpiece.
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Resonance drives the signals that matter

Here's something worth holding onto: the metrics that indicate content quality — time on page, 

shares, inbound links, direct traffic, return visits — are also the signals that AI models use as 

proxies for authority and credibility.

You don't have to choose between writing for humans and ranking in AI-powered search. Content 

that genuinely resonates with readers is content that AI models learn to trust.

The optimization follows the resonance, not the other way around.

The homogenization risk nobody's talking about

There's a longer-term threat in the "optimize for AI" approach that should worry every brand 

marketer: when LLMs are used to generate content, all content sounds the same and is the same. 

That’s the very nature of LLMs;

If every B2B SaaS company structures their blog posts the same way and strips out anything that 

might confuse a language model, the entire category becomes a sea of interchangeable content.

That's not an AI visibility problem — that's a brand differentiation crisis waiting to happen.

The companies that will break through aren't the ones that optimize their content to sound like 

everyone else's. They're the ones that preserve what makes their perspective worth hearing in the 

first place.
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Here's the practical part. How do you keep your content human-centered without abandoning the 

realities of AI-powered search and content discovery? The short answer: it’s about leading with the 

right priorities, not rejecting optimization.

Start with the real person, not the keyword

Before you write a single sentence, get specific about who you're writing for. Not the persona — the 

actual person. What's their day look like? What conversation are they going to have with their boss 

after reading this? What do they need to feel confident about?

When you start with that human context, the optimization opportunities become clearer. You're not 

stuffing keywords into headers; you're answering the questions that keep your reader up at night. 

You're not optimizing for search volume; you're solving for the problem that made them search in 

the first place.

The second headline is longer, more specific, and sounds like something a real person would say to 

a colleague. It's also more likely to capture the attention of the human who needs to read it.

Lead with a point of view

One of the fastest ways to drain the humanity out of content is to cover every angle, address every 

possible objection, and avoid any controversial position.

AI-optimized content often pushes in this direction: comprehensive, balanced, technically correct, 

and completely forgettable.

How to Write for Humans Without Ignoring AI
PART 3

Instead of: "How to optimize content for AI search engines"

Try: "What to do when your CEO asks you to 'optimize for AI' but you're not sure what

that actually means"
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Protect your voice, especially when AI is in the workflow

Here's the tension most content teams are wrestling with: AI can produce a solid first draft faster 

than any human writer. But that first draft usually sounds... fine. Competent. Generic. Like it could 

have come from any company in your space.

The key is treating AI as a research assistant and structural editor, not as your brand voice.

The first example is technically accurate and completely bland. The second takes a position and 

gives the reader something to react to. Guess which one gets shared more often?

Use AI to:

• Research and organize information

• Create outlines and structure

• Generate multiple headline options

• Edit for clarity and flow

• Check for completeness

Generic approach: "There are several strategies marketers can 

use to improve content performance, including SEO 

optimization, social media promotion, and email marketing."

Human-first approach: "Most content marketing advice is 

backwards. Instead of starting with distribution channels, start 

with the one person you're trying to reach and write something 

they actually want to share."

Human-first content does the opposite. It starts with a thesis. It has an opinion. It's willing to
say that the conventional wisdom is wrong, or incomplete, or missing something important."



Your voice is the part that no AI can replicate and no competitor can copy. It's your company's 

specific perspective, earned insights, and way of explaining complex ideas.

Use specificity as your competitive advantage

Generic content is easy to produce and easy to ignore. Specific content — examples, details, real 

scenarios — is what makes readers stop scrolling.

AI-generated content often defaults to the generic because AI models are trained to find patterns 

and commonalities. The specific, unusual, or surprising details are exactly what gets filtered out in 

that process.

The specific version tells a story. It gives readers a person to relate to and a situation they 

recognize from their own experience. It's the kind of detail that makes someone think, "This 

company truly understands what I'm dealing with."
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Don't use AI to:

• Determine your angle or thesis

• Write your introduction or conclusion

• Handle any section that needs to convey emotion or build trust

• Make strategic decisions about what to include or emphasize

Generic: "Many companies struggle with content quality when 

scaling production."

Specific: "A VP of Marketing at a Series C fintech company told 

us she reviews every blog post three times before publishing 

because she's terrified her legal team will find a compliance 

issue she missed."
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Write headlines and hooks that earn attention

This might be the most important section in this guide. Your headlines and opening lines are doing 

most of the work in determining whether anyone reads your content at all.

These aren't wrong, but they're not compelling. They tell the reader what the article contains, but 

they don't give them a reason to care.

Human-first headlines start with curiosity, tension, or a fresh angle:

The human-first versions create a knowledge gap that the reader wants to resolve. They promise 

insight, not just information.

AI optimization often pushes headlines toward search-friendly but attention-poor formats:

 "How to [accomplish goal] in [number] steps"

 "[Number] ways to [solve problem]"

 "The complete guide to [topic]"

Instead of: "How to improve your content marketing ROI"

Try: "Why your content marketing ROI is worse than you think it is"

Instead of: "5 ways to optimize content for AI search"

Try: "The AI search optimization advice everyone's giving is backwards"

Instead of: "Best practices for AI-assisted content creation"

Try: "Your AI-generated content sounds exactly like everyone else's. Here's how to fix it."
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Most content teams aren't going to abandon AI tools, nor should they. The speed and research 

capabilities are too valuable. The question is how to use AI as part of your process without letting it 

homogenize your output.

Here's a framework that preserves the human elements while leveraging AI's strengths.

Where AI belongs in your content process

Using AI in Your Workflows Without Losing
What Makes Your Content Yours

PART 4

Research and information gathering: 
AI excels at quickly synthesizing information from multiple sources, identifying trends, 
and surfacing data points you might miss. Use it to build your knowledge base before you 
start writing.

First draft generation:
For sections that are more informational than strategic — background context,            
process explanations, technical details — AI produces solid draft content that you           
then personalize.

Editing for clarity:
AI is excellent at identifying unclear sentences, suggesting simpler word choices, and 
flagging areas where additional explanation might be helpful.

Structure and organization:
AI helps you organize complex topics into logical flows, suggest section headers, and 
identify gaps in your outline. This is where its pattern recognition shines.
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1. Would I recognize this as coming from our brand if there was no logo on it? If the 

voice could belong to any company in your space, spend more time personalizing it.

2. Is there at least one insight here that came from our team's experience, not from 
research? Generic insights create generic content.

Where human judgment is non-negotiable

The "soul check" before you hit publish

Before you publish any piece of AI-assisted content, run it through this five-question filter:

Strategic decisions:
What to emphasize, what to leave out, how to handle sensitive topics, and which   
examples to include are all decisions that shape how your content positions your brand.

Voice and tone:
The specific way your brand talks about complex topics, the metaphors you use, the level 
of formality or informality needs to be consistent and intentional.

Insight and angle:
The "so what" of your content — why this matters and why it matters now — requires 
human judgment and industry experience.

Emotion and empathy:
Any section where you need to acknowledge your reader's frustration, validate their 
concerns, or build confidence requires human insight.
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3. Would our target reader forward this to a colleague? If you can't imagine someone 

saying "you should read this," it's not ready.

4. Does this take a position, or does it just summarize what everyone else is saying? 
Taking a stand is what makes content memorable and shareable.

5. If a competitor published this same piece, would we be annoyed that we didn't write 
it first? If the answer is no, keep working on it.

How Markup AI helps preserve your brand voice at scale

Here's the reality: most content teams don't have time to manually review every piece of 

AI-generated content this carefully. The pressure to publish quickly often wins out over the desire 

to maintain quality and voice consistency.

This is exactly the problem Markup AI's Brand Voice agent is designed to solve. It analyzes your 

content against your established voice and point of view. It flags when AI-generated copy drifts into 

generic territory and gives your team targeted recommendations to bring it back to brand — quickly 

and at scale.

Instead of publishing content that sounds like it could have come from anyone, you get specific 

guidance on where to inject your unique perspective, which phrases to replace with your brand's 

language, and how to maintain the voice that makes your content recognizable and trustworthy.

You can move fast without sacrificing the human elements that make your content worth reading.
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The AI content revolution is real, and it's not slowing down. Every content team is going to be 

producing more, faster, with AI assistance. The question isn't whether to adopt these tools, it's how 

to use them without losing what makes your brand distinct.

In a world where everyone is optimizing for machines, writing for humans is the differentiator.

The brands that win long-term won't be the ones that rank highest in AI search results. They'll be 

the ones that people actively choose to read; the ones that consistently publish content so 

valuable, insightful, or useful that it rises above the noise of optimized-but-empty content flooding 

the market.

That kind of content doesn't happen by accident. It happens when you make a deliberate choice to 

prioritize resonance over rankings, insight over information, and human connection over 

algorithmic optimization.

The Durable Advantage
CONCLUSION

Your next step

Here's a simple exercise to start with: pull up the last five pieces of content your team

published. Read them and ask yourself:

• Would a human want to read this?

• Does it sound like something a real person would say to a colleague?

• Is there anything here that couldn't have been written by your competitor?



Write for Humans, Not AI 14

Let’s talk if you want to learn more
about the Brand Voice Agent.

If the answers make you uncomfortable, you're not alone. Most content teams are struggling with

this same challenge.

But you're also not stuck. The path back to human-first content is clearer than the industry is

making it seem. Start with the person you're trying to reach. Write for their context, their pressures,

their real questions. Take a position. Use your voice.

The humans on the other side of the screen will notice. And so will the AI models that are trained 

on content those humans actually want to engage with. In the end, that's the approach that serves 

both audiences, and builds the kind of brand authority that compounds over time.

https://markup.ai/lets-talk/?utm_source=pdf&utm_medium=content&utm_campaign=write-for-humans-guide
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Markup AI’s Content Guardian AgentsSM scan, score, and rewrite content to

meet your organization’s brand, accuracy, compliance, and optimization

standards automatically, at the point of creation. Purpose-built for

marketing teams operating at AI scale, Markup AI helps CMOs and their

teams publish faster, with confidence, and without sacrificing the quality

and consistency that build audience trust.

About Markup AI 
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