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PRACTICAL BUSINESS GUIDE

Al-Assisted Research

Explain the tradeoff in Al-assisted research: faster gathering and organising
paired with a mandatory verification checkpoint before information is used.

Speed With a Verification Cost

Al-assisted research uses an Al system to help locate, organise, summarise or compare
information before a person decides what evidence can be trusted and published.

Gather faster.

Al can help organise a useful
starting field of sources and
claims.

Use this guide —

Verify the original
source.

A detailed statistic or citation
can look checked even when
it is not.

MARKETING WITH Al

Keep evidence
attached.

The business needs an
original source it can inspect
directly.
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PURPOSE

The problem this guide helps you see

MISSION

Explain the tradeoff in Al-assisted research: faster gathering and organising

paired with a mandatory verification checkpoint before information is used.

WRITTEN FOR ACCURACY BOUNDARY

Businesses using Al to gather statistics, This guide uses no fabricated benchmarks and
summarise reports, compare competitors, assumes no fixed accuracy for any product.
develop articles or create evidence-backed Verification matters precisely because tools,
marketing claims. sources and current information vary.
DEFINITION

Al-assisted research uses an Al system to help locate, organise, summarise or
compare information before a person decides what evidence can be trusted
and published.

THINK OF IT LIKE THIS

It is a junior researcher who works incredibly fast and occasionally cites a
source that does not exist: useful only when someone checks the citations.
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MECHANISM

Speed With a Verification Cost

Use the mechanism to separate production speed from evidence, customer trust
and commercial value.

4 N\ ( N\

GATHER RAG BL|
—
Possible sources, claims Move back to the original Existence, support, context and Only evidence the
and themes document date business can stand behind
MANDATORY CHECKPOINT

. J \. J

KEEP ATTACHED source claim date checked named owner

The speed gain belongs before verification. It does not lower the standard of evidence.

STABLE TEST

Al products and interfaces change. Inspect the final claim, customer experience,

evidence, measurement and named human owner.
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MARKETING WITH Al « COMMERCIAL EFFECT

Why this matters beyond faster production

Al can change the cost and speed of marketing work. The commercial test is
what happens to quality, trust, customer behaviour and the final outcome.

WHAT CHANGES

Research efficiency

Al can help organise a useful starting field of
sources and claims.

WHAT CHANGES
Traceability

The business needs an original source it can
inspect directly.

WHAT CHANGES

Freshness

A once-correct fact can become inappropriate
when presented as current.

WHAT CHANGES
False confidence

A detailed statistic or citation can look checked
even when it is not.

WHAT CHANGES
Reputation

Unverified competitor claims create avoidable
commercial and credibility risk.

WHAT CHANGES

Reuse

Keeping the source with a claim makes later
review faster and safer.

i Accuracy boundary: no model capability, performance result or universal benchmark is promised.

S
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What | would flag

MARKETING WITH Al « FAULT REGISTER |

Severity reflects customer and business impact, not a score assigned by an Al

product.

Statistics are published
without a real source
The generated answer is treated as
evidence in itself.

Competitor claims are not
verified

Generated comparisons move into public
marketing as facts.

Nobody owns verification

Each person assumes someone else
checked the evidence.

MARKETING WITH Al

The business publishes
unsupported facts that are
difficult to defend.

Incorrect claims can damage
credibility and create
unnecessary disputes.

Unsupported claims pass
through several hands while
appearing more authoritative.
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FAULT REGISTER - 2 OF 2

What | would flag

Severity reflects customer and business impact, not a score assigned by an Al
product.

Citations are accepted without | The apparent evidence
opening them collapses when a customer or

A source looks credible but does not exist colleague follows it.

or does not support the claim.

Old information is presented Marketing becomes inaccurate
as current even when the original

. . . research was once correct.
A source is reused without checking

whether it still applies.

READ NEXT

Al Hallucination
Read next —
Research is one commercial area where plausible but false output becomes especially

expensive if nobody checks it.
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CORRECTION

The assumption that keeps this problem
alive

COMMON MYTH

If it sounds specific and technical, it has
probably been checked.

Better framing: Specificity is not evidence. A claim becomes usable only after someone
opens the original source and confirms its existence, wording, context and freshness.

WHY IT PERSISTS WHY IT PERSISTS WHY IT PERSISTS
Specificity looks The summary is Verification
authoritative convenient ownership is vague
Details and citations can Moving back to the original Research passes between
create confidence before source feels like repeating people without a named
evidence exists. work. checkpoint.

WORKING CONTROL WORKING CONTROL WORKING CONTROL

Open the source Name the owner Keep the record

Confirm the source exists and Give a person or role Attach source, date and
genuinely supports the responsibility for verification. context to the claim for future
sentence. review.

Useful boundary: Al can change the workflow. It does not remove editorial judgement, verification,
customer trust or commercial measurement.

- “~
. -
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STANDARD

What a working version looks like

Aim for a durable marketing condition rather than a universal tool, model or
publishing cadence.

AREA FAILING PATTERN WORKING PATTERN
Statistics Generated answer is evidence Original source is checked
Competitor claims Published from summaries Source and context verified
Ownership Nobody owns fact-checking Named approval role
Citations Accepted because credible Opened and inspected
Freshness Old facts reused automatically Time-sensitive facts rechecked
Records Sources lost after drafting Evidence remains attached

QUICK SELF-CHECK RELEVANT FOLLOW-UP SERVICE

. Every statistic traces to a real source Growth Consulting &
. Competitor claims are independently checked Implementation

. A named person owns verification Use this when the workflow needs clearer

controls, ownership or measurement.

. Citations are opened and inspected

. Time-sensitive facts are rechecked from $195/hr

. Evidence remains available after publication
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DUE DILIGENCE

Five questions worth asking whoever owns
the marketing process

Strong answers should explain the current workflow, evidence and ownership
without relying on Al terminology.

° Where did this claim originally come from?
° Who opens and checks the source?

e Which facts are time-sensitive?

c How are sources stored with the final content?

e What happens when a source cannot be verified?

EVIDENCE CHAIN

Ask what the business can verify, not what the tool can generate. A strong process remains

understandable when the product changes.
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Speed With a Verification Cost.

Gather faster. Verify the original source. Keep evidence attached. Keep production
speed, human judgement and commercial value connected.

PRIMARY NEXT STEP

Al Hallucination

Research is one commercial area where plausible but false output becomes especially expensive if
nobody checks it.

Continue —

Marketing With Al All guides

See every guide in this collection. Browse every topic and problem.

Explore collection — View library —

Want help applying this to your business?

Bring me one Al-assisted article, campaign or research document with claims you need to trust. | can
map what is evidenced and where a repeatable verification step belongs.

Discuss the task —

MARKETING WITH Al 10/10


https://jaydenwebb.com.au/guides/ai-foundations/ai-hallucination/
https://jaydenwebb.com.au/guides/marketing-with-ai/
https://jaydenwebb.com.au/guides/
https://jaydenwebb.com.au/contact/?source=guide-mk03

	PRACTICAL BUSINESS GUIDE
	AI-Assisted Research
	Explain the tradeoff in AI-assisted research: faster gathering and organising paired with a mandatory verification checkpoint before information is used.
	Speed With a Verification Cost
	AI-assisted research uses an AI system to help locate, organise, summarise or compare information before a person decides what evidence can be trusted and published.
	Gather faster.
	Verify the original source.
	Keep evidence attached.
	MARKETING WITH AI  •  PURPOSE
	PURPOSE



	The problem this guide helps you see
	MISSION
	Explain the tradeoff in AI-assisted research: faster gathering and organising paired with a mandatory verification checkpoint before information is used.
	WRITTEN FOR
	Businesses using AI to gather statistics, summarise reports, compare competitors, develop articles or create evidence-backed marketing claims.
	ACCURACY BOUNDARY

	This guide uses no fabricated benchmarks and assumes no fixed accuracy for any product. Verification matters precisely because tools, sources and current information vary.
	DEFINITION


	AI-assisted research uses an AI system to help locate, organise, summarise or compare information before a person decides what evidence can be trusted and published.
	THINK OF IT LIKE THIS

	It is a junior researcher who works incredibly fast and occasionally cites a source that does not exist: useful only when someone checks the citations.
	MARKETING WITH AI
	MECHANISM


	Speed With a Verification Cost
	Use the mechanism to separate production speed from evidence, customer trust and commercial value.
	GATHER
	TRACE
	VERIFY
	PUBLISH
	The speed gain belongs before verification. It does not lower the standard of evidence.
	AI products and interfaces change. Inspect the final claim, customer experience, evidence, measurement and named human owner.
	MARKETING WITH AI  •  COMMERCIAL EFFECT
	COMMERCIAL EFFECT



	Why this matters beyond faster production
	AI can change the cost and speed of marketing work. The commercial test is what happens to quality, trust, customer behaviour and the final outcome.
	WHAT CHANGES

	Research efficiency
	AI can help organise a useful starting field of sources and claims.
	WHAT CHANGES


	False confidence
	A detailed statistic or citation can look checked even when it is not.
	WHAT CHANGES


	Traceability
	The business needs an original source it can inspect directly.
	WHAT CHANGES


	Reputation
	Unverified competitor claims create avoidable commercial and credibility risk.
	WHAT CHANGES


	Freshness
	A once-correct fact can become inappropriate when presented as current.
	WHAT CHANGES


	Reuse
	Keeping the source with a claim makes later review faster and safer.
	Accuracy boundary: no model capability, performance result or universal benchmark is promised.
	MARKETING WITH AI
	MARKETING WITH AI  •  FAULT REGISTER I
	FAULT REGISTER · 1 OF 2



	What I would flag
	Severity reflects customer and business impact, not a score assigned by an AI product.
	Statistics are published without a real source
	The generated answer is treated as evidence in itself.
	The business publishes unsupported facts that are difficult to defend.

	Competitor claims are not verified
	Generated comparisons move into public marketing as facts.
	Incorrect claims can damage credibility and create unnecessary disputes.

	Nobody owns verification
	Each person assumes someone else checked the evidence.
	Unsupported claims pass through several hands while appearing more authoritative.
	MARKETING WITH AI  •  FAULT REGISTER II
	FAULT REGISTER · 2 OF 2



	What I would flag
	Severity reflects customer and business impact, not a score assigned by an AI product.
	Citations are accepted without opening them
	A source looks credible but does not exist or does not support the claim.
	The apparent evidence collapses when a customer or colleague follows it.

	Old information is presented as current
	A source is reused without checking whether it still applies.
	Marketing becomes inaccurate even when the original research was once correct.

	AI Hallucination
	Research is one commercial area where plausible but false output becomes especially expensive if nobody checks it.
	CORRECTION


	The assumption that keeps this problem alive
	If it sounds specific and technical, it has probably been checked.
	Better framing: Specificity is not evidence. A claim becomes usable only after someone opens the original source and confirms its existence, wording, context and freshness.
	Specificity looks authoritative
	Details and citations can create confidence before evidence exists.

	The summary is convenient
	Moving back to the original source feels like repeating work.

	Verification ownership is vague
	Research passes between people without a named checkpoint.

	Open the source
	Confirm the source exists and genuinely supports the sentence.

	Name the owner
	Give a person or role responsibility for verification.

	Keep the record
	Attach source, date and context to the claim for future review.
	Useful boundary: AI can change the workflow. It does not remove editorial judgement, verification, customer trust or commercial measurement.
	MARKETING WITH AI  •  DUE DILIGENCE
	DUE DILIGENCE



	Five questions worth asking whoever owns the marketing process
	Strong answers should explain the current workflow, evidence and ownership without relying on AI terminology.
	Where did this claim originally come from?
	Who opens and checks the source?
	Which facts are time-sensitive?
	How are sources stored with the final content?
	What happens when a source cannot be verified?
	EVIDENCE CHAIN
	Ask what the business can verify, not what the tool can generate. A strong process remains understandable when the product changes.
	MARKETING WITH AI
	MARKETING WITH AI  •  TAKE-AWAY



	Speed With a Verification Cost.
	Gather faster. Verify the original source. Keep evidence attached. Keep production speed, human judgement and commercial value connected.
	AI Hallucination
	Research is one commercial area where plausible but false output becomes especially expensive if nobody checks it.
	Continue →


	Marketing With AI
	See every guide in this collection.
	Explore collection →


	All guides
	Browse every topic and problem.
	View library →


	Want help applying this to your business?
	Bring me one AI-assisted article, campaign or research document with claims you need to trust. I can map what is evidenced and where a repeatable verification step belongs.
	Discuss the task →




