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| Agenda del Modulo 5




| 1A e content marketing

TABLEAU CHRONOLOGIQUE DU MARKETING DE CONTENU AU XXI SIECLE.
13 2 9w N o
Contenus Educatifs |

Engagement Social

Trafic Organique

Conversions

~ La ligne bleue représente les Contenus Educatifs; i
~ la rouge, ’Engagement Social; la verte, le Trafic Or{ganique; Shaf;g';oﬂo
- lajaune, les Conversions. |
inoyen des echelles ¢-Deuro, on peut peuts las valeur
e de chaque ordonnie.

Essor des Réseaux Sociaux
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https://it.wikipedia.org/wiki/Content_marketing

Large Follower Count
Reality Check

Qualita vs. Al slop

That growth, however, rarely
translates into anything meaningful.

We personally know multiple creators

SLOP VS QUALITY

Our biggest clients, the ones that led to high
revenue projects almost never mention our most
viral videos. They consistently reference one
specific, high-quality piece of work, often a
‘random’ video with relatively low views.

A billion views don't necessarily matter to them.

It's far more valuable to have 100 views,

: =< but from the right people.
with pages between 3 and 5 million bl

followers who told us they make less
than $15 per month.

I
Ly

N4

High Quality
100 views from
the right people

\ ¥
Slop Domina o .
the Algorith Conclusion: s

From a purely algorithmic pe Th€ work you truly care about tends to
low-quality, high-volume con  find the right people if you keep doingit.

wins. There's no real debate
Make what you care about. Stay consistent.

Posting large quantities, dis|
SLOP CULTURE

Vi ripropongo un post inferessante dedicato alla slop
culture, cioe alla tendenza a postare contenuti di bassa

: 2 Large numbers look impressive, but
qualita, generati in massa con ['A.

they are often economically and
professionally empty.

Viral Video
Billion Views

\/
o

Big Clients & Low
High Revenue Revenue

Social Media Post Performance Comparison

Vorex Trailer
© Creation Time: 40~ hours

57

Views . Audience
@ 311K
¥ 1,087
R 159
Passage 12 Views
O craionTine: 85-hows @ 54,493
¥ 1,864
n 279
Views
@ 265.2K
¥ 7909
R 1,672
Views
@ 355.9K Accounts Reached:
¥ 34.3K 355,927
R 3,965 ‘
Views
@1.5M
¥ 30.6K
4 M 1,931

Dame Un Grrr Views
© Creation Time: 12~ minutes ®21M

¥ 85.6K
R 5,700

Accounts Reached:

4 17,860

“owFol/aw%
simo\03

. Audience

Accounts Reached:
37,454

“ol\-Fullow%
Siamo\©3

content can easily generate
50x to 100x more views thal
produced work. The system
¢«o reward frequency and
immediacy, not depth.

Lo
: ’
50x-100x Views
High Growth e

11

How the Slop Algorithm
Trains Human Behavior

The slop driven algorithm appears
intentional in its outcomes. Endless low
effort content keeps people hypnotized,

drowsy, distracted, and constantly
consuming. It rewards content that asks

nothing of the viewer and quietly pulls
attention away from meaningful activities
like reading, learning, creating, or even
going outside. At the same time, it
normalizes dependence on Al generated
media and creates a self feeding loop
where the audience itself becomes fuel for
the Al tech business empire. The more
people consume, the more the system
reinforces shallow behavior and
increases demand for more Al
generated content.

Riot
© Creation Time: 18~ hours

Wers o

Accounts Reached:
180,602

siamo\®3

Raingurl
© Creation Time: 1.5~ hours
Accounts Reached:
342,280

Quality Content

Accounts Reached:

2,135,924

e e <
a—bte— D

Hypnotized
Viewer

Tutto questo & coerente con il concetto di
«capitale semantico» proposto dal filosofo - -
Luciano Floridii. 0 ool

Al Tech Empire
& Dependence

Popular # Successful

Getting views with low effort content is genuinely easy. If
your goal is numbers, posting 2 to 4 times a day and
chasing volume will often work. But that path rarely leads
anywhere meaningful.

Some of the best Al creators we have hired had videos with
only around 1,000 views. The work itself was so strong that
view count became irrelevant.

The same pattern applies to clients. High paying opportunities

come from work that signals real skill and intent, not from mass

exposure. When you make something you truly care about and
do it well, it tends to find its way to the right people.

SLOP
%ﬂ 2-4 posts/day
Mass
- Exposure
Chasin
S Nambor

High
Volume

QUALITY

R&eIaItSkitll N\No High Paying
nten
9 ’ —>0pportunities
Meaningful Finding the
Workgf <« ~> Right People



https://www.wired.it/article/capitale-semantico-la-vera-posta-in-gioco-della-rivoluzione-digitale-luciano-floridi/

| IA per il content marketing di qualita 1

Cosa puo fare I'lA

o0

———— — = Accelerazione
- TABLEAU CHRONOLOGIQUE DU MARKETING DE CONTENU AU XXI* SIECLE. -

Bozze, varianti e idee in pochi secondi: i tempi di ideazione si

Contenus Educatifs
Engagement Social

— e Ongiqe riducono.

L li‘m bleue représente les Contenus Educatifs;
e, | t Social; la verte, le Trafic Organique;
les Conversions.

échelles ¢-Deuro, on peut peuts los valeur

Coerenza
Facile mantenere lo stile comunicativo coerente su tuttii canali.
Essor des Réseaux Sociaux
2010
Autonomia

Anche piccole realtd o singoli professionisti possono gestire questo
“W"Wﬂnumm

tipo di attivitd autonomamente.

Ottimizzazione

Analizzare trend e riadattarsi di conseguenza diviene facile.



| 1A per il content marketing di qualita 2

TABLEAU COMPARATIF DES PRATIQUES EFFICACES ET INUTILES.

s Faire (Pratiques Efficaces) |
e Non Faire (Pratiques Inutiles)
Innovation

(Expertise)
Adaptation
(Maturité)
|

Procrastination Résistance au Changement
(Début) Ignorance des Données (Maturité)

gl L‘_J__J_Lh‘_—

0

% Résultats & Impact 2

Consistance
(Apprentissage)

Apprentissage ' Maturité Expertise

Mémoire sur I'Eficacité Professionnelle par CJ. Du; .

e |



https://it.wikipedia.org/wiki/Test_A/B

| Esempio-Esercizio |

Un prompt utile per il content marketing

Crea quattro coppie di varianti per a/b testing di post che

infroducono una nuova applicazione dedicata alla storia della cucina
italiana. Ciascuna coppia deve essere pensata per un social diverso:

facebook, instagram, linkedin, x.




Gli obiettivi del content marketing

CONSCIENCE
(Large Audience)

- ENGAGEMENT
(Interaction Active)

CONVERSION
(Objectif Atteint)

Début du Parcours - Fin du Parcours

Mémoire sur I'Efficacité Marketing par C.J. Dupont.

Conversione - Q 1
Trasformare i semplici follower in clienti.
- Meftriche: vendite, richieste di preventivi, prenotazioni

- Contenuti tipici: offerte, testimonianze, demo

- Tono: persuasivo

Tra i principali scopi del marketing dei contenuti, ci sono:

Consapevolezza ?
Farsi conoscere da nuovi potenziali clienti.
- Metriche: reach, impressioni, nuovi follower

- Contenuti tipici: post «educativi», collaborazioni, contenufi

Viigel[

- Tono: accessibile, interessante, memorabile

Coinvolgimento @
Creare interazioni e community.
- Metriche: like, commenti, condivisioni, salvataggi

- Contenuti tipici: domande, sondaggi, re-post di confenuti

degli utenti, storytelling

- Tono: conversazionale, empatico, inclusivo
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| Buyer persona con I'lA

RESEAUX D’INTERACTIONS ENTRE PERSONAS ET MEDIAS SOCIAUX.

LinkedIn
v Q j\

Professionnel ¢ v _ / | Inspiration
& Veille M N : / | Visuelle

Famille &
Loisirs

Pinterest

Mémoire sur les Stratégies Sociales par C.J. Dupont.

-® - Che cosa vi ricorda?

Gli esperimenti di role-playing con l'A.



https://it.wikipedia.org/wiki/Buyer_persona
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| Il «tono di voce» del brand

o Il tone of voice ¢ lo stile comunicativo generale di un marchio.
Tableau des Tons de Voix d'une Marque.

Humorous

L'lA pud aiutarci non solo a definirlo, ma anche a mantenerlo

Authoritative

coerente nel fempo e nei diversi canali di comunicazione.

Enthusiastic

Impact Emotionnel

e
2
=

2
=
i
=

o

E
=
2
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—— Inoltre, proprio come abbiamo fatto con le buyer persona,

possiamo testare l'efficacia del tono di voce che abbiamo

scelto con simulazioni.



Uno stile per ogni piattaforma

Anche se abbiamo deciso uno stile di brand uniforme, a seconda del
social network che useremo, dovremo comunque riadattare la
generazione dei confenuti.

& Actualités

LinkedIn F [ Tableau des Styles & Gieinr;sﬂpar Plateforme Sociale.
Articoli o annunci brevi B | ke Soryelig
Facebook i \ = 1 ___ A
Instagram
i i i e = SR Vidéos =
Si parte dal coinvolgimento visivo 2 &“%2‘“25 2
£ ' g
| E‘; B I 3 %
FqcebOOk N l T E e W ‘Professiol\ncl;’z‘
Pensato per community gidi costituite == i 3 e
y = _—~mm Conversations

=y Communautaire |
=== & Partage

TikTok
Quantita e impatto immediato

X
Comunicazioni brevi, anche estemporanee



| Esempio-Esercizio 4




Vi propongo alcuni esempi aggiuntivi (fratti dai social!) di prompt pensati per i social: ci consentono di comprendere
assorbire meglio la terminologia specifica. Trovate qui una prompt library dedicata a questo tema.
The Anti-Generic Rewrite

The Scroll-Stopping Hook CreatorWrite
Rewrite this draft [PASTE DRAFT] to remove predictable language,

10 opening hooks for content about [TOPIC] that immediately stop
vague claims, or motivational filler. Replace weak framing with sharper,

scrolling. Avoid generic phrasing, motivation, or recycled advice. Each
more deliberate phrasing that feels engineered for reach.]

hook must feel specific, controlled, and deliberate. Platform: [PLATFORM]

The Angle That Cuts Through

Analyze the topic [TOPIC] and identify non-obvious angles that stand out in

crowded feeds. Ignore surface-level advice. Choose the strongest angle

and write one complete post built entirely around it. The Retention Coniliiis
Edit this post [PASTE POST] to improve retention. Tighten lines, introduce
clean pattern shifts, and ensure the ending delivers a clear payoff. Make

it hard to skim and easy to finish.


https://lldincardona.com/assets/prompts/prompt-library-social-content.html

| Piani editoriali per social network

OADMAP DE CONTENU.

3. MIX DE CONTENUS 2.3 FREQUENCE & TIMING
(Equili
Pers - Instagram (3-
i ] Linkedin
\ 3 Facebook (3-
Promozion:
Timing Optimale:
B2B (Mar-Jeu)

B2C (Soir & WE)

2.4 RICORRENCES & DATES CLES
% Holidays
¥ (=) Eventoons
= 4 Lancements
’nrkout & fi§ Anniversaries

Allenamenti &
(40%) (25%)




| Esempio-Esercizio 5

Prompt di Claude per un piano editoriale
trimestrale

Sviluppa un piano editoriale strategico per il [Ql/Q2/Q3/Q41 [anno] per Creiamo con I'l A piani editoriali mensili e poi
[brand]. Considera: procediamo con la creazione dei relativi post.
- Obiettivi di business del trimestre: [obiettivi]

- Budget/risorse disponibili: [indicazionel

- Lanci/eventi pianificati: [elencol

- Stagionalita del settore: [notel

Fornisci:

l. Overview strategico del trimestre

2. Temi mensili principali

3. Campagne/iniziative speciali

4. Calendario macro delle attivita

5. KPI da monitorare

6. Suggerimenti per contenuti evergreen da preparare



Domande?

Contatti:

< AR
-+ |ldincardona.com

§ lorenzo.incardona@gmail.com
]

lorenzoldincardona

© 2025 Lorenzo L. D. Incardona.
Tutti i diritti riservati.


https://lldincardona.com
https://www.linkedin.com/in/lorenzoldincardona/

Fonti iconografiche

https://www.interaction-design.org/literature/article/information-visualization-a-brief-pre-20th-century-history
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