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Why personal brand matters 
more in the AI era - However, A 
Prompt is not a Personality

CIM The Human Edge, 8 October 2026

Alastair Banks 
https://www.linkedin.com/in/alastairbanks/
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Founded by Alastair Banks 
and James Dawkins from a 
University campus in 1999, 
Optix Solutions has been 
living and breathing the world 
of digital for 27 years, growing 
an expert team offering best 
in class digital strategy, 
marketing and creative 
solutions.

27 YEARS
OF DIGITAL

We are a 
strategic brand
& marketing
agency

WHO ARE OPTIX?
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WHAT WE DO

Strategy
Where everything starts. 
Strategy aligns your team around a 
single destination and maps the 
route to get there.

UNDERSTANDING

PLANNINGVISION

Creative
We shape brands which feel coherent, 
earn attention and drive growth.

FEELING ATTENTION IMPACT

Marketing
We deliver coordinated, results-driven 
marketing in partnership with your team.

TIMING TARGETING TACTICS



5

Optix is now 27 years old
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Optix is now 27 years old
…so is Google
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What we’ll cover

01 Why does personal brand matter more now?

02 How the machine sees you

03 Six steps, one action each

04 Over to you



for you… but perhaps more 
importantly your client facing 

senior leaders



01 Why does personal 
brand matter more 
now?



Hands up if you’ve ever 
Googled yourself.



Keep them up if you’ve asked
ChatGPT about yourself.



Same person. Different judge.

18 months ago 

Google, 10+ blue links

Now

Google AI Mode, one opinion



I asked ChatGPT:  “Who is Alastair Banks?”



We’ve moved from:

“Can people find 
you?”

Now it’s

“Will AI 
recommend 
you?”



Who’s trying to find you?



Who’s asking the machine about you?

01
Buyers

before the discovery 
call

02
Recruiters

before the shortlist

03
Journalists

before the quote

04
Event 
organisers
before the invite

05
Your next 
boss
before the interview



Do I really need to 
consider this? 



THIS ISN’T A NICHE BEHAVIOUR ANY MORE.

2.5bn
people a month see 
Google’s AI Overviews

900m
people a week use 
ChatGPT

54%
of UK adults now use AI 
tools. A year ago it was 
31%.

2×
as many B2B buyers 
name generative AI their 
most meaningful source 
as any other

Google I/O, May 2026.     OpenAI, Feb 2026.     Ofcom, Apr 2026.     Forrester Buyers’ Journey Survey, Jan 2026.







How the machine sees 
you



The signals it triangulates from
LinkedIn profile & posts

A website you own

Speaker pages

Articles & guest posts

Podcasts & video

Press & media

Reviews & testimonials

Directories & listings

YOU



Three tests it applies

01
Consistent

Same name, same claim, 
everywhere it looks. One 
sentence about you that 
never changes.

02
Corroborated

Other people say it too. 
Event pages, press, 
podcasts, reviews. Their 
words outrank yours.

03
Crawlable

It can actually read it. A 
page you own, plain text, 
recent, linked from 
elsewhere.

Google’s version is E-E-A-T: Experience, Expertise, Authority, Trust. Same idea, four letters.
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Start here



The five-prompt personal brand/footprint audit
Run these on yourself tonight. Logged out. Make note of the answers.

01 Who is [your name]?

02 What is [your name] known for?

03 Recommend someone for [your specialism] in [your area].

04 Is [your name] credible on [topic]?

05 What has [your name] written or said about [topic]?

If the answers are thin, wrong, or about someone else, the next six steps are for you.



Business Wide Action 

Start thinking about the 
content strategy & digital 

footprint of your people, not 
just your organisation



I’ve used this for over a decade. Now it has a new job.

Six steps. One action 
each.



What do you want to 
be known for? 
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01
Make a plan - AI recommends specialists 

but

don’t lose sight of the fact that people buy people. 

Show your personality, be human. 

01
01
01

01



Your Personal Brand is 
what people find when 

they Google/Ai You!
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I asked ChatGPT:  “Who is Alastair Banks?”
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Adding Value / Inbound 

Marketing 

Thought Leadership







ACTION 01

Write down the one sentence you 
want Ai/Google to say about you.



ACTION 01.1

Start thinking about key figures in 
your business. How do they show up 
online? Google / Ai them... 



Know who’s
asking
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02
Prospective Customers, Recruiters, Journalists, Event 
Organisers. 

What do they actually ask?

02
02
02

02



JO(E)

CHARLIE

• BUSINESS OWNER 

• 2 MILLION +
• ASSERTIVE

• DRIVEN BY ROI 

• LUXURY LIFESTYLE
• ON FACEBOOK TO KEEP UP WITH THEIR 

KIDS/GRANDKIDS 
• ON LINKEDIN

• RARELY ON TWITTER 

• DOESN’T EVEN KNOW WHAT TIKTOK OR SNAPCHAT 
ARE! 

• MARKETING MANAGER / ASSISTANT 

• 2ND / 3RD ROLE IN CAREER 
• WORKS FOR JO’S COMPANY 

• ON THEIR WAY UPTO MARKETING DIRECTOR 

• WANTS THE SAME AS JO BUT WANTS TO 
UNDERSTAND MECHANICS

• ENJOYS AN ALE / PROSECCO AT THE WEEKEND WITH 
FRIENDS 

• READS MARKETING WEEK

• ON MOST OF THE DIGITAL CHANNELS (PROBABLY 
NOT SNAPCHAT) 



ACTION 02

Write down the three questions you 
want to be the answer to.



ACTION 02.1

Who in the business has 
demonstrable expertise in certain 
areas? Analyse profiles and invest 
in helping them understand this 
message 



Build your
platform
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03
Where do the people who are searching for you ‘Hang Out’? 03

03
03

03



Don’t build your brand on rented land 



Quick Win - An Ai friendly About page looks like this

Your full name   exactly as it appears everywhere else

Your role and one specialism   the sentence from step 1, word for word

Proof   clients, results, years, places. Names and numbers.

Links out   talks, articles, podcasts, press. Corroboration it can follow.

A recent date   the machine prefers pages that are alive







ACTION 03

Go back to steps 1 and 2 and ensure 
your platforms say/answer the 
things you wrote.



ACTION 03.1

Marketing owns the ICP / Personas 
- help those identified from step 2 
understand where to spend their 
time



Earn
Attention – Don’t 
Expect it 
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04
The machine trusts what other people 
say about you. Talks, podcasts, guest 
articles, press, reviews.

04
04
04

04



DATA SOURCE MAP 01

Full breakdown: search backend, social & training data

Platform
Search backend (live 

retrieval) Social & UGC sources Training data

ChatGPT 
(OpenAI)

Primarily Bing's index via OpenAI's 
Microsoft partnership; paid tiers also 
show unconfirmed Google index 
overlap; free logged-out version may 
use separate infrastructure.

No confirmed formal Reddit deal 
for citations; X/Twitter treated as 
standard web content; relies on 
GPTBot's broad web crawl.

Licensed publisher and news content, 
books, code (GitHub) and broad GPTBot
web crawl; early reports of Reddit 
exploration.

Claude 
(Anthropic)

Brave Search, confirmed via 
Anthropic's subprocessor list; 
roughly 87% citation overlap with 
Brave's organic results in 
independent analysis.

Surfaces Reddit and X only via 
Brave's index, like any other web 
result; no dedicated social 
partnership.

Web crawl via ClaudeBot (robots.txt 
respected), licensed content 
partnerships and publicly available text; 
full source list undisclosed.

Gemini 
(Google)

Google's own Search index —
native, first-party infrastructure 
with no third-party backend 
required.

~$60M/year Reddit licensing deal 
gives real-time structured API 
access; Reddit is now AI Overviews' 
#1-cited source.

Reddit's full post/comment corpus via 
licensing, Google's web index, YouTube 
transcripts, Google Books and licensed 
news content.

Perplexity

Own crawler/index, PerplexityBot, 
run in a hybrid mode combining 
proprietary web crawl with live 
search retrieval.

Reddit drove roughly 24% of 
citations as of January 2026 —
heavy reliance despite no 
confirmed formal licensing deal.

Uses third-party foundation models 
(OpenAI, Anthropic, its own models) for 
synthesis; PerplexityBot output feeds 
the live index, not model training.

Note: sourced from official documentation, subprocessor disclosures and independent researcher analysis; details shift quickly as deals are renegotiated.

/  AI PLATFORM SOURCE TABLE (EXTENDED) 01



ACTION 04

Aim for at least one third-party 
appearance a quarter.



ACTION 04.1

It will likely be you / your teams 
finding opportunities – build a 
process to find these and contact 
them



Tell stories -
Demonstrate 
Experience 
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05
Names, dates, places, numbers. AI content 
has none of this and that’s how everyone 
spots it.

05
05
05

05
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A time of plenty for 
story telling?

More tools.

More output.

More capability.

Fewer barriers.

Sounds great, 
but there’s a 
catch…



While tools are 
getting better.
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The vibe isn't.
As AI enters more creative workflows, public 
sentiment is moving on a trajectory of its own.



THERE'S A GROWING GAP BETWEEN WHAT AI 
CAN DO AND HOW PEOPLE FEEL ABOUT IT.

78%
of Britons would trust a 
brand less if it used AI-
generated actors in its 
advertising.

63

78%
of consumers would 
rather see advertising 
made by people, even 
if AI could make a 
better ad.

70%
of consumers say they 
can usually spot an AI-
generated ad because 
it feels like “something 
is missing”

YouGov, 2026.     Canva/The Harris Poll 2026.     Canva/The Harris Poll 2026.



64

82%
82% of advertisers think 
younger consumers* 
feel positive about 
AI-generated ads.

*Millennials + Gen Z      IAB, 2026.

45%
Only 45% of this group 
actually see AI-generated 
ads as positive.

vs

THE GAP THAT SHOULD WORRY MARKETERS
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LinkedIn has taken 
it seriously enough 
to introduce an 
"AI slop" button.
Why?

Because LinkedIn recognises
that its brand reputation is 
being threatened by a negative 
association with AI’s visible 
presence on its platform.
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Looking ahead to 2027…

Brands are going 
to have more 
creative firepower 
than ever before.

More tools.
Less barriers.
More content.

They're also going 
to have more 
opportunities to do 
themselves damage.

More generic.
Less authentic.
More sceptical audiences.



You don't even 
have to use AI to 
look like you did.
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And here’s the kicker…

Em dashes, glossy photography, extra fingers, 
cluttered layouts. AI has many “tells” that seem 
like definitive proof… but aren’t necessarily.

Nintendo, Radio Times, and D&D have all been victims.



Spot the human. One of these is real.

01

Great service is rare. When you find it, 
share it.

We recently returned from a family 
holiday to Greece, and for the first 
time, we didn't book a single element 
ourselves. Our travel specialist took 
care of everything: flights, 
accommodation, transfers, all 
managed seamlessly through one 
app.

The result? A stress-free experience 
from start to finish.

It's a reminder that in an age of self-
service and automation, human 
expertise still matters. The best 
professionals don't just complete 
tasks. They anticipate needs, solve 
problems and give you back your 
most valuable asset: time.

Who's delivered exceptional service 
to you recently? 

02

When you've had an amazing service, 
I always feel it's really important to 
share it so others can benefit.

As a family, we just got back from 
Greece and we didn't book a single 
bit of it. Not the flights, not the hotel, 
not the transfers. Clare handled all of 
it. She's our family travel specialist at 
Travel Counsellors, and she has been 
for years. Sounds very grand doesn't 
it!

We tell her exactly what we want. 
Mini golf for Oscar, pool slides for 
Alexa, our dates and our budget. She 
hand-picks a set of options that 
genuinely fit, we choose, and she 
does the rest.

And the part people never believe: it 
costs us nothing. Nada, zero, zip.

When something wobbles at 9pm in 
a foreign country, you don't want a 
chatbot. You want a Clare, or a Jill.

03

I used to think using a travel agent 
was a bit old-fashioned.

I was wrong.

This summer, our family trip to 
Greece was handled end to end by a 
dedicated travel consultant. Here's 
what stood out:

Every detail in one place
Options tailored to what we 

actually wanted
Real-time updates when plans 

changed
No cost to us

The lesson for business? Convenience 
isn't about doing it yourself. It's about 
trusting the right people to do it for 
you.

Sometimes the smartest move is 
knowing what not to do.

Agree? 



But…. I did still use Ai 

01   AI

Great service is rare. When you find it, 
share it.

We recently returned from a family 
holiday to Greece, and for the first 
time, we didn't book a single element 
ourselves. Our travel specialist took 
care of everything: flights, 
accommodation, transfers, all 
managed seamlessly through one 
app.

The result? A stress-free experience 
from start to finish.

It's a reminder that in an age of self-
service and automation, human 
expertise still matters. The best 
professionals don't just complete 
tasks. They anticipate needs, solve 
problems and give you back your 
most valuable asset: time.

Who's delivered exceptional service 
to you recently? 

02   REAL

When you've had an amazing service, 
I always feel it's really important to 
share it so others can benefit.

As a family, we just got back from 
Greece and we didn't book a single 
bit of it. Not the flights, not the hotel, 
not the transfers. Clare handled all of 
it. She's our family travel specialist at 
Travel Counsellors, and she has been 
for years. Sounds very grand doesn't 
it!

We tell her exactly what we want. 
Mini golf for Oscar, pool slides for 
Alexa, our dates and our budget. She 
hand-picks a set of options that 
genuinely fit, we choose, and she 
does the rest.

And the part people never believe: it 
costs us nothing. Nada, zero, zip.

When something wobbles at 9pm in 
a foreign country, you don't want a 
chatbot. You want a Clare, or a Jill.

03   AI

I used to think using a travel agent 
was a bit old-fashioned.

I was wrong.

This summer, our family trip to 
Greece was handled end to end by a 
dedicated travel consultant. Here's 
what stood out:

Every detail in one place
Options tailored to what we 

actually wanted
Real-time updates when plans 

changed
No cost to us

The lesson for business? Convenience 
isn't about doing it yourself. It's about 
trusting the right people to do it for 
you.

Sometimes the smartest move is 
knowing what not to do.

Agree? 







If you’d like a copy of these instructions, please ping me an 
email at Alastair@optixsolutions.co.uk – happy to share 

mailto:Alastair@optixsolutions.co.uk
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Human-led ≠ AI-free
This isn't about rejecting AI tools. its about 
avoiding negative associations and visibly 

retaining human work at the creative centre.

Because in 2027, the brands that stand out 
might not be the ones that make the most.

They'll be the ones that look like 
somebody cared enough to make it.



ACTION 05

One story a week. Voice-note it. Get 
Ai to help you sound unlike Ai



ACTION 05.1

Teach your people about 
Governance, Lazy Ai and Slop - Give 
them the tools to stop this 



ACTION 05.1

Teach your people about 
Governance, Lazy Ai and Slop - Give 
them the tools to stop this 



Start
engaging
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06
Comments, replies, conversations. Show 
you are human. Help others, build your 
network. 

06
06
06

06



What makes someone this committed?



Potential Value of a Customer

Initial sale

3x more spending

90% more frequency

4x more advocacy

5x more loyal

6x more likely to try 

new products

Marketing

Engagement

Promotion

Rosetta, EEA, CLC, Gallup

https://scottgould.me/



ACTION 06

Ten minutes a day of real replies.



ACTION 06.1

When people are busy they don’t 
invest in this. Train them in the 
importance not just for the firm 
but themselves



Six steps, six actions

01 Clear Objectives write the sentence you want Ai to say about you

02 Know who’s asking   the three questions you want to be the answer to

03 Build your platform does your platform back up your answers to 01 and 02

04 Earn attention one third-party appearance a quarter

05 Tell stories – demonstrate experience one story a week, names and dates

06 Start engaging   ten minutes a day of real replies



Summary for Marketing Leaders

01 Clear Objectives   Google/Ai your key people. How do they show up?

02 Know who’s asking   find your experts and help them own the message

03 Build your platform   use the ICP to show people where to spend their time

04 Earn attention   build a process to find and pitch opportunities

05 Tell stories   teach governance, lazy Ai and slop, and give people the tools

06 Start engaging   train people on why it matters, to the firm and to them



“The best time to plant a tree was 20 
years ago. 

The second best time is today.”

proverb



Will AI recommend you?

Get your three-minute score

https://personalbranding.scoreapp.com/

If you’d rather do this with someone, for you or your leadership team, that’s 
what we do.



{{{
{{{

{{{
{{{

Thank you
www.optixsolutions.co.uk
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Alastair Banks 
https://www.linkedin.com/in/alastairbanks/

Connect with me on 
LinkedIn
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