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This report analyses the use of Artificial Intelligence (AI) tools by ReadItFor.Me (RIFM). It explores how RIFM capitalised on AI tools to enhance its service delivery and create novel educational content. RIFM developed protocols to generate book summaries, increasing efficiency and quality whilst staying aligned with strategic goals and market positioning. The study further explores how RIFM’s used external resources and managed development. Despite its 'solopreneur' style, RIFM displays several characteristics of innovation best practice, albeit intuitively. The evaluation section critiques the innovation process, highlighting strengths and areas for improvement. The analysis concludes that RIFM's AI-based innovation has given it a competitive edge that may be challenged as the AI market and context matures. The notion of AI usage in the context of open innovation are also discussed.
[bookmark: _Toc135945253][bookmark: _Toc135945468]ReadItFor.Me (RIFM)
Small startup RIFM provides online book summaries to entrepreneurs and business leaders. Cunningham used his Law Degree summarising skills to produce ‘freebies’ for potential clients of another business he had founded. He founded ReadItFor.Me in 2010 after finding that the summaries were valued in their own right. Since then, the company has innovated to grow its customer base and its product portfolio. Most recently, it has used Generative and other AI tools to create content for its core library and broaden its range of products (Cunningham, 2023a; 2023b; 2023c; 2023d; 2023e; 2023f).
[bookmark: _Toc135945254][bookmark: _Toc135945469]Generative AI
Generative AI is a form of machine learning that emulates humans through:
· access to a vast quantity of source data 
· transformers to infer context and construct human-like responses
· pre-training by humans to confirm and correct interpretations
These propose new combinations of material, whether as text images, video, speech, music or other media. A vast array of tools is already available: the self-declared largest single directory of AI tools lists 2,903 tools and growing (Futurepedia, 2023).
ChatGPT, named for its chatbot delivery style and the acronym for Generative Pre-Trained Transformer (Wilson, M., 2023), is the currently most well-known text-based generative AI tool. It uses:
· Large Language Models (LLMs) that totalling 45TB… or around 90 billion novels for GPT-3.5 (Halpern, 2023)
· pre-training based on Reinforcement Learning from Human Feedback (RLHF), (OpenAI, 2022). 
· transformer architecture developed in 2017 by Google. 
[bookmark: _Toc135945255][bookmark: _Toc135945470]ReadItFor.Me use of AI
RIFM uses AI to create paid-for and free content for its customers (Cunningham, 2023b; 2023c; 2023d; 2023f):
· New summaries and playbooks for the core ReadItFor.Me library
· Record audio versions 
· Propose and create new product lines for its existing customer base
· Develop an execution-based learning program teaching others to use AI tools
· Produce product marketing materials
Whilst RIFM now produces more written and audio content, the relative immaturity of video AI tools currently available means that it has paused its production of content in video or animated formats (ReadItFor.Me, 2023), changing the blend of content produced.
[bookmark: _Toc135945256][bookmark: _Toc135945471]Principal drivers for adopting AI 
Several drivers lead to RIFM adopting AI:
· Capacity vs. demand for content: before using AI, RIFM published around 20 new book summaries per year (ReadItFor.Me, 2023), despite hundreds of thousands of relevant books being released each year (Milliot, 2023). Using AI, RIFM now publishes a summary up to 5 times a week.
· Customer appetite for AI-based innovation: RIFM’s services are aimed at business leaders with an appetite for novel business-improvement strategies, whether those are new approaches to common business issues, innovative business models, or new technologies. Many RIFM customers were already curious about the potential benefits and risks of using AI in their own companies, especially with publicity in reputable journals including Forbes, Fast Company, Time, and others.
· Personal interest: the founder of RIFM is interested in new technologies (Cunningham, 2023d)
· Location and expectation: RIFM is based in San Antonio, a tech start-up hotspot (Corbo, 2020) and natural ‘incubator’ environment with an above-average likelihood of falling into the ‘early adopters’ segment of the technology adoption curve.
[bookmark: _Toc135945257][bookmark: _Toc135945472]Barriers to using AI tools for product content generation 	Comment by Hannah Verrall: Are there any models to catergorise barriers to entry into a market?
The primary barrier to using AI was the availability of adequate tools. Whilst individual companies have been developing AI tools for many years (Anyoha, 2017), most of these tools were either not available for end users or were focused on specific tasks, like the AI-powered personal assistants on Amazon, Google and other devices (Miszczak, 2022). 
Existing content writing assistants focused on creating marketing material rather than high-value paid-for content. The output is often formulaic: Copy.ai uses templates to generate blog posts, advert content and social media posts (Harris, 2023).
ChatGPT, launched in November 2022 (Euchner, 2023), offered a more generalist form of generative AI tool. There are barriers even with ChatGPT: the free tier only allows a user 10 questions per day; is slow; unavailable at peak times; and can only access the GPT-3 model. The ChatGPT Plus account overcomes these barriers, providing you pass through the waitlist and pay the modest $20/month fee (Rogers, 2023). 
Even with the same tools, two different users will have different results, depending on their ability to craft relevant, targeted queries: prompt engineers are already commanding high salaries (Marr, 2023). The generalist nature also means that one tool can boost productivity in a variety of ways (Tanner, 2023).
Content must be checked for accuracy and revised before it can be published. Companies may not have the capability or capacity to conduct these reviews at volume.
[bookmark: _Toc135945258][bookmark: _Toc135945473]Risks of using AI
Unsurprisingly, many risks relate to the tools themselves:
· Reports have raised concerns about bias and inaccuracies (Omowole, 2021): sources for GPT-3 included unmoderated, unreliable and biased sources such as forums predominantly representing young white men. Additionally, as training takes considerable effort, there’s a delay between an event occurring and it being absorbed, rendering the tools incapable of being current. Despite pre-training, errors remain inevitable: it’s highly likely that ChatGPT could propose outdated, false or prejudiced material for which, if published without due diligence, RIFM could be held liable (McKinsey, 2023).
· For a company based on the value of the content it produces, market acceptance goes beyond being accurate. AI generated content may devalue the product and erode RIFM’s market position unless its target market has sufficient confidence and trust.
· Many pundits have deep reservations about the data sources used, particularly about privacy and security; the ethics of using AI; and copyright and IP legalities. Legislation and best practice are playing catch-up (Heikkilä, 2023). RIFM could loses access to the content generated if restrictions placed on the use of AI or its output are applied retrospectively.
As a counter to the risks of using AI lies the risk of not using AI and either allowing other competitors to become too established or becoming obsolete (Cook, 2023). RIFM already operates in a moderately crowded market, with competitors including Blinkist, Littler Books, Snapreads, Shortform and Summaries.com. Some, such as Assemble You, pride themselves on using professional voice actors and are unlikely to move to an entirely AI-supported model. AI summarising tools, such as QuillBot, enable users to create summaries themselves instead of only having access to a curated library of summarised books (Quillbot, 2023).
[bookmark: _Toc135945259][bookmark: _Toc135945474]Determinants for committing to using AI
The key determinants for committing to developing the innovation can be grouped into four categories: Need, Viability, Desirability, and Outcomes.
Need
Cunningham had made a personal commitment to deliver new content within 24 hours: Generative AI was the only option to meet the deadline (Cunningham, 2023a). 
Viability
Having established basic feasibility, RIFM focused on accelerating delivery: RIFM can now produce new summaries in a few hours and create entirely new courses within 24 hours (Cunningham, 2023b; 2023c; 2023d; 2023f). High speed/low effort investment allowed RIFM to take more chances.
Desirability
RIFM was not only quick to produce outputs, it was also quick to achieve commercial success: the new NanoCourse proposed by AI sold within a week to a corporate customer, proving market appetite (Cunningham, 2023b; 2023c; 2023d; 2023f). AI-generated summaries and voice recordings, were accepted by their existing customer base, with many not even noticing a change.
Outcomes
AI-generated content may prove to be a fad, however, alongside commercial viability RIFM has reported that internal processes have increased in creativity – Cunningham claims that the tools offer a sense of collaborative working even as a solopreneur.
[bookmark: _Toc135945260][bookmark: _Toc135945475]Process adaptions to enable innovation with AI
Whilst RIFM has adopted the position of “using AI as your sidekick” (Cunningham, 2023f), especially in the creation of marketing content, the most striking impact has been on its processes for R&D and New Product Development. 
Research and Development processes
RIFM actively focuses on investigating how new and existing AI capabilities can deliver value for RIFM and its customers. It also invests into refining its prompts to get the best outcomes, codifying them into repeatable protocols. (Cunningham, 2023a)
Product Development processes
RIFM has developed a new multi-faceted version of their summarisation workflow that leverages AI to: 
· Summarise a book as a whole, chapter by chapter and by focusing on different specific business audience sectors and the key points relevant to them
· Synthesise and refine the summary from the sources
· Record audio
RIFM also uses ChatGPT in earlier stages of product development to generate new business ideas and create product frameworks. (Cunningham, 2023f)
[bookmark: _Toc135945261][bookmark: _Toc135945476]Technology used to support AI innovation
RIFM uses the following AI tools:
· ChatGPT, with GPT-3.5, GPT-4 and plugins
· voice avatar tools, WellSaid and ElevenLabs
It would not be able to market AI-generated products without:
· social channels such as LinkedIn and platforms such as AppSumo provide access to new leads
· their Customer Relationship Management system enables them to contact prospects and existing customers
· content management tools to support publishing marketing content on their website and host their library of educational products
The AI models themselves stand on the shoulders of other technologies:
· ‘Big data’ sources 
· Pre-training against the LLMs
· Transformers 
· Natural Language Processors
[bookmark: _Toc135945262][bookmark: _Toc135945477]Use and management of external resources
Ignoring the AI tools creation and training, over which RIFM has no direct impact, RIFM has:
· Consumed external examples to expand prompt engineering skills
· Collaborated with customers to refine the product
RIFM’s uses external learning resources passively and reactively, motivated by current needs and interests and using generic information published according to its authors’ schedules, rather than RIFM commissioning individualised input. RIFM has an active research program into new tools and their application so that it can identify and access new external expertise. (Cunningham, 2023a; 2023f)
RIFM has also engaged with customers to refine and market its products through one-to-one interviews, feedback forms and comments during live training sessions. RIFM have initiated these at specific stages of the process, for example consulting with small groups of high-contact customers to refine beta versions of new tools or collecting feedback and testimonials from customers of a first release before a more public second release (Cunningham, 2023f). 
[bookmark: _Toc135945263][bookmark: _Toc135945478]Management overview of innovation
The ‘solopreneur’ style of RIFM reduces the need for oversight compared to a bigger company. This tends towards a more organic, as opposed to a mechanistic, organisational structure (Slevin & Covin, 1990), with less formality and more focus on delivery.
RIFM assessed the value of the innovation based on six criteria:
1. alignment - did the innovation match the company’s vision and goals?
2. quality - was the output good enough compared to a human?
3. scalability - did using AI tools help RIFM work smarter and faster, producing more content in a comparable time?
4. novelty - was the concept novel? Is AI-generated business education content a ‘blue ocean’ market?
5. value for RIFM – was it worth the effort and money? Could products continue to be sold at the same price?
6. value for customers – would the output help make their customers’ products, marketing, sales or operations functions better, faster and/or cheaper?
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The ‘solopreneur’ style also means that innovation is carried out intuitively without the need, or benefit, of having to develop formal processes for innovation. Cunningham stated that RIFM has not followed any specific innovation process but did cite the “Jobs to be done” approach (Christensen, 2016) and Lean Startup (Ries, 2011) as inspiration for his ‘customer-value’ led approach (Cunningham, 2023a; 2023f). 
Innovation at RIFM innovation practice exhibits many characteristics of good innovation behaviours described by Benraouane & Harrington, Drucker, Ries and others (Benraouane & Harrington 2021; Drucker, 2007; Ries, 2011) despite not formally following best practices:
· identifying an opportunity
· defining a clear goal
· a flexible approach to change and other aspects of Agile management
· a focus on rapid iteration and little experiments to fail, or succeed, fast
· documenting prompts for review, refinement and/or repeating, as appropriate
· aiming for ‘good enough’ using a form of ‘Minimum Viable Product’
· a method of assessing success or failure
· learning from failure
· refining the output with customers
· application of innovation to other products
Completing the Open2-Innova8ion Tool (Caird, 2023) rated the organisation as ‘more innovative’. RIFM straddles the ‘Inquiring’ and ‘Integrated’ stages of the AI Innovation Maturity Model proposed by Yams et al (2020).
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AI Innovation Maturity Model, Yams et al (2020)
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This review uses direct evidence from RIFM (Cunningham, 2023a; 2023b; 2023c; 2023d; 2023f; ReadItFor.Me, 2023) as the source, and the broad outline of ISO 56002 (Benraouane & Harrington, 2021) as a mechanism to document an innovation audit. 
Context, leadership and planning
The organisation context, both in terms of external factors, such as market position, and internal factors, such as size and leadership style, naturally facilitates and rewards swift innovation. This specific innovation was so rapid that planning would have extended the process by a relatively large proportion, however, this may also indicate a bias towards execution over planning. 
	Pros
	Cons

	· Market rewards novelty and meaningful improvement
· Internal structure facilitates rapid innovation
· Specific innovation suited an extremely condensed approach
	· Lack of planning was not detrimental in this instance but could cause significant risks in other initiatives


Support: strategy, resources and processes
RIFM has a natural, but previously unstated, bias towards innovation: RIFM now has a declared strategy of innovating with AI though finer details remain implied rather than explicit, which may be appropriate given the continued rapid change in the tools.
As Cunningham (2023a) acknowledges, RIFM does not follow any specific innovation process, but it has nevertheless broadly followed many of the best practices during its move to using AI. This is likely caused by:
· the service it provides to its customers, of summarizing books focused on improving the commercial success at a company and individual level, having informed RIFM’s operating processes, including its innovation processes, almost by ‘osmosis’
· an emphasis on company growth
· limited resources mandating a Lean and Agile approach
RIFM values structure in general, as demonstrated by the drive towards codifying the prompts, even if not in the context of innovation initiatives.
	Pros
	Cons

	· RIFM tends towards innovation and demonstrates many characteristics of best practice
· RIFM has recognised the value in recording and repeating the processes within the innovation, even if without formalising the process of innovation
	· The informal approach to strategy and process is not easily repeatable 
· Key activities may get omitted


Process: Identifying opportunities
RIFM started this innovation because of a looming delivery deadline which could only be satisfied by rapidly shortcutting their content-generation process. RIFM has a record of capitalising on innovation, so the specific circumstances likely only accelerated the process of adopting AI. RIFM is not alone in spotting this opportunity: there is already a growing industry of people and companies providing training, consulting and other services supporting the use of AI.
	Pros
	Cons

	· RIFM has a history of noticing and embracing opportunity
	· Many others have also identified this opportunity


Process: Creating and validating the concept
With the accelerated timelines of RIFM’s AI initiatives, their idea validation sits more at the ‘quick and dirty’ end of the spectrum: running a few tests through ChatGPT to validate a hypothesis. RIFM’s creation, development and evaluation phases have been more akin to the “Doing, Using and Interacting (DUI)” approach more often used by low and medium-technology industries (Jensen et al, 2007).
	Pros
	Cons

	· RIFM used a ‘small experiments’ approach to validate ideas before investing significant time and effort
	· ‘Gut feeling’-based idea validation may lead to missteps: innovating in inappropriate directions or at too high a cost, or permanently discarding an idea that later becomes valuable as the AI tools improve


Process: Developing the solution
RIFM uses a combination of Lean and Agile methods to develop their ideas, focusing on ‘good enough’, ‘just enough’ documentation and using periodic feedback loops to course correct. The process of engaging with a chat-based tool inherently requires taking small steps and flexing direction according to results. This approach quickly shuts down potential dead-ends.
	Pros
	Cons

	· Clear criteria for ‘good enough’
· Direction regularly validated with customers
· Recorded prompts and results
	· Developments may stall at ‘good enough’, even when there is considerable scope for improvements and additional growth opportunities


Process: Deploying the solution
RIFM already had established mechanisms for marketing products to new and existing customers; for deploying summarised content and for running live courses. New variations were needed for delivering NanoCourse content, and for accommodating the faster publishing cycles. These also needed to be deployed quickly, with limited opportunity for testing and validation.
RIFM also applied its AI learning to preparing marketing content, leveraging further value.
	Pros
	Cons

	· Able to leverage existing mechanisms to quickly sell products
· Created marketing material using AI
· ‘Friendly’ audience who accepted limitations or poor early performance
	· New delivery methods had early hiccups that could have been foreseen and eliminated before release if more time had been allocated to testing


Evaluating performance
RIFM uses their Customer Value Matrix to evaluate innovation, but also evaluates other criteria less formally, including efficiency both in terms of speed and volume. The RIFM approach to tuning prompts incorporates identifying strengths and weaknesses, but the more macro-level evaluation of the innovation as a whole seems to be focused solely on strengths.
	Pros
	Cons

	· Frequent evaluation at low levels of detail
· Regular evaluation of value 
	· Absence of evaluation of weaknesses may mean other opportunities are missed


[bookmark: _Toc135945266][bookmark: _Toc135945481]Overall evaluation
RIFM reports that using AI has been game-changing (Cunningham, 2023b; 2023c; 2023d; 2023f): 
· Summary production rates are up 
· Client acceptance of their use of AI, even for voice recordings 
· New products sold quickly 
· Customers are reporting increased value
The innovation has been leveraged well: using AI for summaries fostered other innovations and has allowed them to claim expertise in this emerging industry, although it is unclear whether they will be able to maintain this position as AI becomes mainstream. There are other risks to the long-term viability of using AI, as mitigations of perceived risks or the availability of large, up-to-date data sets limit its availability or usefulness (Browne, 2023). 
The innovation process itself has also been successful, though arguably this is by happy chance rather than design as many aspects of the process would benefit from improvement, particularly around repeatability and reviewing weaknesses.
Interestingly, the innovation itself, collaborating with AI tools, presents the possibility of a new variant or extension of Open Innovation, in that the collaboration is with everyone and no one at the same time: built on the sum of human knowledge but interacting with a non-human expression of that knowledge. A more philosophical perspective might also contrast the position that ‘nothing is ever truly new, simply new combinations’ with the concern that, if we all switch to using generative AI instead of being creative, the pool of available information to extend the LLMs will slowly devalue in usefulness as they become more saturated with AI-generated content rather than human-generated content. Indeed, if the answer to the question “Will AI produce useless humans?” (Ashley, 2023) is yes, innovation will decline in the long term.
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Transcript of interview with Steve Cunningham
HV: Today I wanted to look at how you've turned to AI and used that as an innovation process. I'm hoping that A, I can get my assignment written, B, it's really useful stuff for the things that I'm interested in, and C, that it might also be useful, especially in the context of you doing your [website] revamp, because I might ask you some questions that prompt you to go away and think about things. I'm hoping it's also going to be useful for you. I've got eight questions:
In one sentence, how would you describe the actual innovation that you're doing with AI, that RIFM is doing with AI?
SC: I don't know. It's a tough question. I don't really view it as innovation. I view it as just like I'm trying to grow my business, and it is a tool that's very clear that it can help me do things better, faster, and cheaper, so I'm using it. So, viewing it from like a “I'm trying to innovate” lens. I want my business to be better.
HV: When you first started using AI, what was it that made you start looking at AI in the first place?
SC: It was just interest in what everybody else was talking about. Then was I had a deadline to hit. There was no way I was going to possibly hit I used AI, so it was kind of, in that sense, it's like a transitional thing. No other solution possible, so you need to create one. I was up against a 24-hour deadline, and I didn't want to go back on my word. I didn't have actual desperation, but it was like I didn't want to go back on my word, and I thought I was going to do it, so I did it. So that was the two, interest and desperation.
HV: What challenges did you face in the early days of starting to use AI?
SC: Well, the early days is like five weeks ago.
HV: But it feels like a lifetime, doesn't it?
SC: It does, actually. It's weird. I think the challenge was to figure out how I needed to operate it. I needed it to do what I wanted to do, and it wasn't as, it's kind of first time you use like, wow, this is the best thing I've ever seen in my entire life. This will do everything for you quickly realize that that’s not the case, and then it's almost like, oh, this is a piece of crap, and then finally you realize that if you are using it correctly, that you can do amazing things with it. So, for me, the challenge was to figure out how to interact with it. It ends up being, it's like you're just programming, you're creating a software program, basically, but that wasn't really the mindset that I had. I think that's not the mindset that a lot of people have when they're first using it, is to do something, and it does it, and then it doesn't work the way they want it to, so they conclude that this is not a real thing. 
HV: Hence your comment that, if it's not going too well, it's not the tool, it's you. 
Were there any other challenges or quirks along the way?
SC: I think the fact that things are fresh every single time was something I had to get used to. That just goes back to the same thing of knowing how to use it correctly, but that was it. You could ask it to do the exact same task. and then again two seconds later and it comes back with a completely new thing. It could be a challenge, but yeah, I'm struggling to find another. 
I guess the other challenge was just the real practical one: even the high-powered account has a limit on tokens, so you have to be thoughtful about how you use up your quota on ChatGPT. That was a real struggle when I was trying to churn things out. I solved it with a very simple solution, which is I'll just get two of them. And I could get three of them. It's not a big deal, just a challenge. So yeah, I guess not very big challenges because the ones I'm describing are pretty easy to overcome.
HV: When you were learning how to engineer your prompts, was that a phase of trial and error, or did you use external resources to learn how to do that? How did you figure that out?
SC: It was completely trial and error. So better or for worse, I wasn’t out to learn from other people. I wanted to learn it for myself.
HV: Have you used any external resources in your journey?
SC: I paid attention to what other people have been doing. Actually, the one thing that was helpful most was thinking about how to save things. It ends up becoming an issue of where do I put my prompts? Where do I put my protocols so that I have them handy? I talked about that yesterday a little bit. What popped into my head was, there should be a GitHub for prompts because it'd be great if we could all share what we were doing with each other as well. Then I found somebody who had saved what is essentially a very detailed protocol on GitHub. Actually, I’ll send it to you in case it's of any interest to you in this project. It was the one thing that got me a step change in how I was thinking about it. He had it structured, detailed. He basically wrote a program. So, if you cut and paste this [https://github.com/JushBJJ/Mr.-Ranedeer-AI-Tutor] into chat GPT, it turns that chat into a tutor. You can program your tutor to all sorts of settings. But that got me thinking about how could structure the protocols in a way that has basically like settings and it's a very structured way to do it. So that was helpful. So, I didn't really reach out for resources, but I found that resource to be incredibly helpful in the way I think about AI.
HV: You mentioned in one of the sessions, I think Thursday’s session, the table where you look at product marketing, sales, and operations. Better, faster, cheaper. Have there been any other ways that you've assessed or managed the innovation process?
SC: Not really. I've been trying the entire time to just focus on do I translate this into business results, not only for myself but as a product itself, like how can we get this into companies? I wanted to keep it simple enough that I could hold the model in my head and talk about it on moment's notice whenever I wanted to, but also knowing would be the only way to get other people to kind of hold a simple model in their head to keep bringing them back to. But it also encompasses every other business aspect: everything can be locked under one of those four So for me, I just tried to continue to refine what I’m doing. So, in one sense, I've kind of put a box around what I'm trying to accomplish with it. I'm not really trying to do anything else. I'm not trying to be creative with it. I'm trying to stay here and anything that I do, any creativity or innovation that I do must be within those constraints.
HV: My last question is a two-parter. Are you aware of any innovation - and I'm going to use air quotes - best practices? And if you are aware of any, do you think you followed any?
SC: I'm sure some of the stuff I've read must have rubbed off on me because I've read a ton of stuff about innovation. I know constraints are a big thing in innovation. So, I had external constraints and internal constraints, I think, but I, in terms of best practice. I don't know, maybe I'm trying to think of the ones that have influenced me that might just be around in my head or in my subconscious, like ‘Jobs to be done’ was one that I really remember, if you’re familiar with that? By Clayton Christensen. And basically, the idea is that it's the old quarter-inch drill versus a quarter-inch hole. Have you heard that one? There's a job to be done and it's to create the quarter-inch hole. The customer doesn't care about the drill, just the hole. So, I think that one has been on my mind. Yeah. But in terms of like a step-by-step innovation process, no.
HV: That was my last question, so thank you.
Cunningham, S. (2023b) Email to marketing list, 13 April
Title: [new]: Becoming an AI-Enabled Business
	Hannah, today we've got a new book summary for you, and an offer to join our new AI Academy inside Growitfor.me. 

📚 New Summary: 22 Immutable Laws of Marketing. Marketing is the lifeblood of any successful business, and understanding its principles is crucial. The 22 Immutable Laws offer timeless insights.
 


Seizing the AI Arbitrage Opportunity

For the last several months, I have been using the publicly available AI tools in our business, and one thing has become clear:

There is an arbitrage opportunity today that only comes around once every 15 years. 

It has enabled us to launch an entire training library (which we have sold to Fortune 500 companies and small businesses alike) in less than 24 hours. Previously I never would have even attempted it because each module took several hours to produce.

It has enabled us to generate unique and incredibly compelling content marketing (including social media posts and podcast episodes) in 10 minutes that used to take me (somebody who is pretty good at creating content) several hours.

It can enable things in your business (whether you a coach or consultant selling training, or work at a company that needs to develop training for your team), on a shoe-string budget, that simply were not possible before. 

This not about doing things that you are already doing, but faster (although that's part of it). This is about learning how to do things that previously were never attempted because they would have been impossible to execute.

But it's only possible if you know how to (a) think about how to use the AI (which is actually the critical component), (b) and train it what to do. 

That's why today we are excited to launch the AI Academy inside of Growitfor.me. 

I made a short video describing the program, and how you can leverage this once in a decade opportunity to find the arbitrage opportunity in a market. 

And, if you like what you see, join us in this first alpha group of the AI Academy. We've only got 25 spots available. 

It's up to you, and you could certainly play around with the tools in your spare time and eventually figure out some of this on your own, but we can probably help you get there much quicker.

See you on the inside?


Steve
Ite, inflammate omnia 
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Steve Cunningham
Founder, Readitfor.me 





P.S. If you no longer want to receive any of our emails, you can unsubscribe here. Keep in mind that you'll also stop getting notifications of new summaries that are added to your library and miss out on important updates.



Cunningham, S. (2023c) Email to marketing list, 15 April
Title: 🚀 A tech billionaire's advice on AI
	Hannah, yesterday I had an eye-opening conversation with a tech-made billionaire about the current state of AI and its future trajectory. His insights were truly game-changing, and I want to share them with you.

At the dawn of the last tech revolution (the one that made him a billionaire), he advised everyone who "didn't love their jobs" to quit and dive headfirst into the internet revolution.

Many of the people who heeded his advice ended up as muliti-millionaires. According to him, the AI revolution feels strikingly similar.

Right after the call he texted me this:

[image: A screenshot of a chat
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He is urging me to go all-in on AI and embrace this revolution. So that's what I'm doing, and I invite you to join me by becoming a member of the AI Academy.

We initially set a limit of 25 seats for the AI Academy, but due to overwhelming demand, we've decided to extend this launch offer until the end of the weekend or until we reach 200 seats, whichever comes first.

So, the choice is yours, but remember: this is a once-in-a-generation opportunity that won't come around again for another 14 years. Seize the moment and go all-in on AI today.

🎥 Watch this video to discover how you can join the revolution and transform your future by going all-in on AI.

Have questions? Just hit reply and I'll answer them asap.

Steve
Ite, inflammate omnia 
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Steve Cunningham
Founder, NanoCourses.io





P.S. If you no longer want to receive any of our emails, you can unsubscribe here. Keep in mind that you'll also stop getting notifications of new summaries that are added to your library and miss out on important updates.



Cunningham, S. (2023d) Email to marketing list, 16 April
Title: 🧠 Are you a Naysayer, Optimizer, or Transformer?
	Hannah, before we close the doors on The AI Academy launch, I want to tell you a little bit about my journey over the last few months, including how I developed a product in 24 hours and sold it to a Fortune 500 company in less than a week (which you could do, too).

I've come to realize that there are 3 different mindsets you can adopt when it comes to AI and the implications it's going to have for your future. I know this because I've travelled through all 3 of them over the last few months. 

Which one are you?

Let's take a journey together through the stages to find out.

Naysayer (Birth - December 1, 2022)

This is where I started, up until late last year. I saw the hype, and heard from plenty of people using tools like Jasper.ai why it was a gamechanger for them.

"This is for people who can't write compelling content and copy" was what went through my mind. I was skeptical about using AI in my business and couldn't see the value it could bring.

So if you still consider yourself a naysayer, I get it. Everybody starts here.

Maybe you are worried about the technology replacing your job or just don't see the value in it. Unfortunately, by not adopting AI, you're likely to fall behind in productivity and competitiveness. As the world moves forward, your resistance adapting will leave you struggling to keep up, resulting in minimal growth or even decline. 

My suggestion is to keep your stay in this stage as short as possible.

Optimizer (December 2 - April 2)

Things started to change for me when ChatGPT came out on November 30, 2022. I signed up for an account on December 2, and started to play around with it. 

I started using it as an optimizer, testing to see whether or not it could help me write emails (yes, it could), write book summaries (yes, with some training and trickery), and finally, to do research (it really shines here). 

Maybe this is the stage you find yourself in. You see the potential in tools like ChatGPT to help you do what you're already doing, just better, faster, and cheaper (just I like I did). You are leveraging AI for tasks like writing more compelling marketing copy, automating repetitive tasks, and analyzing data more efficiently. By integrating AI into your existing processes, you can boost your productivity 10x, giving you a significant advantage over the naysayers.

But by staying in the Optimizer stage, you risk missing out on the incredible potential that AI has to offer in transforming your business, where the 100-1000x gains live. While you may experience a boost in productivity and efficiency, you'll be limited to incremental improvements and won't be able to unlock the game-changing innovations that AI can bring.

By not moving to the Transformer stage, you're leaving opportunities for exponential growth and competitive advantage on the table, potentially allowing other forward-thinking solopreneurs to outpace you and dominate your industry. 

Transformer (April 3 - Present)

During the month of March, I knew that there was something more that I could do with AI, but I couldn't figure out exactly what it was. Then, after a couple of conversations with entrepreneurs I really respect, the final piece of the puzzle snapped into place, and I could see very clearly how AI (in particular chatGPT and a couple of other low cost tools) could help me ideate, develop, and sell a fully functional product that I previously never would have attempted to make. 

Basically, I developed and deployed a new learning product in just 24 hours, sold it to a Fortune 500 company in less than a week, got feedback from them, delivered a prototype of V2 in less than 24 hours, and will be delivering a brand new version of that product in less than a week from today.

The feedback I got from my customer on the V2 prototype of the product was:

This is 100x better

So not only will AI allow you to conceive of, build and sell a product you never could have executed on before, it will help you iterate faster and more frequently than your competition, leading to a competitive advantage that simply wasn't possible even a few month ago. 

Also, keep in mind that I created this new product from scratch, using zero resources from my previous businesses. Which means that if you have a good idea, you can now conceive it, build it, and sell it in less than a week. 

But only if you have the Transformer mindset, and the tools and strategies to point that mindset in the right direction and execute.

Teacher (April 14 - Present)

This weekend I'm adding the Teacher mindset to the Transformer mindset, and launching the AI Academy. I struggled with the thought of keeping these ideas and strategies to myself, because it literally is a competitive advantage.

But 3 things occurred to me. 

First is the idea that the future is here, it's just not equally distributed yet. Whatever ideas I come up with will be a competitive advantage only for a short period of time. Sharing them with you only speeds up the inevitable.

Second, I just need to stay one step ahead, all the time, because "that next step" is always where the 100-1000X improvements lie. 

Third is that there's no reason to be in this journey alone. Surrounding yourself with other growth-minded people all trying to get better at the same thing is best decision you can make, no matter if you are trying to get in shape, lose weight, stop drinking, or develop your AI skills. 

Which led me to the conclusion that teaching other growth-minded people like you how to replicate what I'm doing, and surrounding myself with a community of Transformers, would be the best possible decision I could ever make.

Your Decision (today)

Today is your last chance to get a lifetime membership to AI Academy for a payment of $250 today, and a second payment of $250 in one month.

If you're ready to unlock the full potential of AI and transform your business, don't miss this once-in-a-generation opportunity to go all-in on AI, become a Transformer and change the trajectory of your solopreneur journey.

Click here to claim your lifetime membership to AI Academy

Have questions? Just hit reply and I'll answer them asap.

Steve
Ite, inflammate omnia 
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Steve Cunningham
Founder, AI Academy





P.S. If you no longer want to receive any of our emails, you can unsubscribe here. Keep in mind that you'll also stop getting notifications of new summaries that are added to your library and miss out on important updates.



image1.png
Product

Marketing

Ope

a





image2.png
Foundativmal

Experimenting

Operativial

yuiting

tegrated

[General curiosity about Al limited
understanding of it and its
applicabilty to the business / industry.

[Some grassroots efforts or small-
scale, opportunistic use-cases are
ikely driven by self-motivated
indivicuals and tend to focus on short-
term ROI (efficiency gains, risk
reduction), often linked to internal
[processes rather Wan e core
organization domain.

Litts to no data and data
infrastructure nor data-driven
experimentation culture.

Less hype around Al. Beginnings of : Strategic and organisational

amindset change in the
organization. Developing an
understanding of the rterative /
experimental process needed for
daveloping Al

Move from limited understanding
and competence to buikding their
first relevant Al applications, small
data scionca/Al taams and inital
data infrastructure.

May not have a cloar Al strategy
and experiments are not directly
linked to top-line business strategy.
More delberate planning Is
underway but the organisation s
still siloed with differing goals,
resources and vision.

alignment, including

{ governance, occurs to scale
i proven Al use cases.

Investments increase and a
solid data infrastructure is in
place with a small central
taam working with Al and
analytics/decision support

Spood of iterative
‘experimentation increases,

backed by knowledge, data
and lectnology. Viruous

icycle of data is activated.

: There is a transactional
 approach with the wider
 ecosystem, where needed, to
 aparatianaiica curmant ica
cases and identify possible
:new means of value creation.

The business understands the
transformational power of Al
for the organization / market /
industry and develops the
necessary strategic
oriantation and mindsat
capacities.

Innovation-based product and
business strategy exploration
gains momentum. The
organization bacomes morn
external and future-facing with
regards to the ecosystem and
R&D

Organization develope its own
extemal ecosystem with
academic partners, other
companies, diverse types of
speciic as well as open-
ended collaborations.

Trustworthy Integrated Al is at
the core of the business
strategy with the capacity to
develop new applications and
business models and affect the.

markets and acosystams.

The organization reaches a
sel-transforming stage - able to
learn, evaluate, adjust, invest in
the future. It can experiment
and explore at multiple levels
from strategy to technology.

Significant and continuous RED
investment enables
experimentation, risk-taking
and feasioiity evaluations, now
with clearer systematic
understanding of how it shapes
future value-creation.





image3.png
¢




image4.png
Read Yesterday

Yesilit

Now it's time to seize the.
moment




