
 Okay, let's, uh, let's unpack this. Imagine marketing that, you know, moves beyond just 
showing up in search results. Imagine a world where AI reasons your brand directly 
onto a customer shortlist. We're really talking about a truly transformative moment for 
content marketing leaders. I mean, a game changing breakthrough most. 

 

Haven't even begun to tap into yet. You see the traditional keyword era, the one we've 
all known for so long, it's, well, it's rapidly fading. Consumers aren't just searching 
anymore, not in the old way. They're solving complex problems with ai. These AI 
models, they're quickly becoming personal buying assistance. 

 

They're advising on everything from, I don't know, travel plans to major product 
purchases. And we're seeing this unfold right now. I mean, look at the numbers a 
staggering. 88% of consumers are already relying on AI to inform purchasing decisions. 
And get this over 60% of US shoppers, they're using generative AI like chat sheet, BT or 
Gemini to guide their online buying journeys. 

 

It's not some future trend. It's here. It's happening now. Right. And what's truly 
fascinating here is how these large language models gain such deep insight. It's quite 
remarkable. Through, you know, continuous interaction. They learn our needs, our 
tastes, even our values. They don't just match keywords anymore. 

 

They interpret the underlying intent and they draw on this vast, wide ranging context, 
pulling together product specs, customer reviews, real-time inventory, you name it. So 
they end up acting more like sophisticated advisors, making recommendations based 
on multiple criteria. It's far beyond what a simple search query could ever do. 

 

Exactly. Advisors and the key then to making sure your brand is part of this new AI 
driven conversation, the key to actually getting reasoned into that shortlist. Hmm. Well, it 
lies in something called the model context protocol. Hmm. MCP. And it really seems 
poised to fundamentally reshape the whole marketing landscape. 

 

Absolutely. If we, uh, connect this to the bigger picture, MCP is essentially an open 
standard. It's designed specifically to solve AI's persistent isolation problem, you know, 



where models are stuck in their own boxes. It allows these LLMs to seamlessly connect 
with external data sources, external tools, breaking down the silos that have traditionally 
limited what AI can actually do. 

 

People have likened it to say HGTB for the web, or maybe USBC for AI applications 
because it creates this universal language, a standardized way for AI to interact with 
pretty much anything else in your existing tech stack. And this is, well, it's a monumental 
leap from the kind of fragmented integrations and frankly, unreliable web scraping we've 
had to rely on until now. 

 

Okay, so our mission today. This deep dive is to really explore model context protocol. 
We'll look at precisely what it is, how it enables AI to transition from just being a passive 
assistant to becoming an active coworker within your marketing operations. And most 
importantly, we'll get into the practical steps that innovative content marketing leaders 
like you listening can take right now steps to leverage its well, its profound power, and 
make sure your brand earns that coveted spot on the al driven shortlist. 

 

Let's dive in. So, okay, we've established this fundamental shift, right? AI is becoming 
the consumer's trusted advisor. So the critical question for us marketers becomes how 
do we ensure our brand isn't just found but actually recommended by ai? This isn't 
about tweaking keywords anymore, is it? It's about making your brand intelligently 
understood by the machine. 

 

Absolutely. That. Era of simple keyword optimization. It's, well, it's behind us. 
Consumers are using LLMs now to make sense of really complex situations to solve 
problems. That traditional search just, it just can't handle. Think about it. When 
someone asks an ai, okay, I want a lightweight laptop. Good for photo editing, travels 
well under $1,500. 

 

The AI isn't just scanning for lightweight laptop. No. It's interpreting the full intent. It's 
evaluating trade-offs, drawing on this huge array of contextual data specs, user reviews, 
everything. This really is a paradigm shift. I mean, as transformative as search itself 
was, or mobile or social media, and that's where it flips from search engine to personal 
buying assistant. 



 

And the consumer behavior numbers, as we said, they're already telling that story. 88% 
using AI for purchase decisions. Mm-hmm. Over half replacing traditional search with 
generative AI for product recommendations specifically. I mean, this pie shift is already 
deep Indeed. And what's crucial, really crucial is that LMS gain these incredibly rich 
insights into our needs, our values, even sort of emotional preferences through these 
complex interactions. 

 

See, unlike traditional marketing methods that maybe infer preferences from pretty low 
signal data like clicks, these AI tools, they process nuanced, complex queries, and that 
allows them to power remarkably relevant product and service recommendations across 
multiple, often conflicting criteria. This deeper understanding of the user right down to a 
granular level, it's a total game changer for relevance, right? 

 

Which means the traditional marketing funnel. You know, with its neat segments and 
cohorts, it's effectively flattening. It's becoming more like a single dynamic conversation 
between the user and the ai. Yeah. So the new goal isn't just ranking higher, it's about 
being reasoned into the shortlist. Mm-hmm. 

 

Now, for marketers, this does open doors to entirely new audiences, potentially. But only 
if you provide the right signals, the right information for the AI to recognize and crucially 
to reason with, you basically need to earn that algorithmic endorsement. And this brings 
us quite directly to the model context protocol, MCP. 

 

So MCP, it was first developed and then open source by Anthropic back in, uh, 
November, 2024. And it really is that universal connector we talked about before. MCP, 
even really sophisticated models were limited by their isolation. They were trapped 
behind these information silos. Every time you wanted to connect a new data source, it 
required a custom integration. 

 

Which was frankly difficult to scale and often broke MCP aims to replace all that 
fragmentation with a single open standard. Okay, so if I'm understanding this correctly, it 



really is like A-U-S-B-C for AI applications. It standardizes how information gets shared 
with an LLM and also how that LLM can then take actions based on that info. 

 

So. Imagine, say Nike having an MCP server, basically a dedicated endpoint, right? And 
this server provides structured real-time access to its product specs, pricing, current 
inventory. A user could then ask an LLM, Hey, is this new running shoe available in Blue 
Women's size eight? And uh, is it eco-friendly? 

 

The LM could then ping Nike's MCP server directly get accurate real-time data, and 
maybe even help facilitate a purchase if the server have that capability built in. That 
feels like a huge lead from just relying on potentially outdated web scraping. Precisely. 
That's the core idea. MCP follows a pretty standard client server model, so companies 
can either expose their data through these MCP servers, which are essentially 
lightweight programs designed to provide structured, verified access to specific 
company data. 

 

Product catalogs, customer service details, that kind of thing. Or they can build AI 
applications, the MCP clients that connect to these servers. This structure allows LLMs 
to leverage external tools and data straight from the source. The verified source, they 
communicate via the standardized machine readable protocol, and crucially, it 
eliminates the need for unreliable web scraping and helps ensure data veracity. 

 

You know, the data is current and correct. Got it. This directly tackles that big limitation 
of LLMs relying on outdated web scraping, right, which is we know often leads to 
inaccurate or low confidence recommendations. Or even worse, if the AI just can't find 
anything usable through scraping, your brand simply becomes invisible in that 
conversation. 

 

So MCP ensures the AI can directly access verified structured today. It makes your 
brand truly machine legible. Okay. This then feels like with a rubber meet the road for 
marketing leaders listening. Given this transformative power, how do we as marketers 
actually leverage it, like starting now? The first crucial step, as you just highlighted, 
seems to be making your brand machine legible. 



 

What does that specifically entail day to day? Yeah. It's a fundamental shift in how you 
think about and present your digital assets. It really is. You need to provide all your data, 
all your content in a way that AI cannot only recognize, but can deeply reason with. So 
practically this means things like actively using structured data schema.org markup is a 
big one, ensuring you have clean, complete metadata across your assets. 

 

Offering accessible APIs where possible, and ideally building your own MCP service is 
highly recommended because that gives AI direct access to your verified structured 
data, ensuring your products why its unique. Value proposition is understood, not just its 
what. Hmm. Interesting. So it's not just about what you say about your brand, is it? 

 

The sources we looked at really emphasize the importance of monitoring third party 
sentiment too, because LLMs learn from the entire internet reviews, Reddit threads, 
YouTube comments, forums, social media to the ai. That third party sentiment basically 
is your brand's reputation. And it heavily influences its recommendations. 

 

Exactly. That's a critical point. You must actively try to shape the conversation around 
your brand. Sure. But. Perhaps more importantly, you need to understand what the 
model is actually learning from all of it. The good, the bad, the neutral. This means 
moving beyond just optimizing for traditional SEO metrics or clicks. 

 

You have to adopt more of an AI first, not click first mindset. It's a different way of 
thinking. The focus shifts entirely to reasoned relevance where your brand gets 
recommended because it genuinely fits the user specific nuanced needs as interpreted 
by the ai, not just because you stuffed the right keywords in. 

 

Okay, so we're talking about providing really clear use cases for products, authentic 
reviews, real-time information feeds, pricing, availability, and content that's meticulously 
tailored to what your customer truly cares about. Which demands a much deeper, much 
more granular understanding of your customer's values, doesn't it? 

 



Everything from price and availability, obviously, but also things like sustainability, 
quality, even specific size or color preferences. The LLM can juggle all these criteria, 
and our job as marketers is to supply that richness of input in a predictable, performant 
way. And this comprehensive approach, this structured data approach, is also how MCP 
enables that profound unification of your marketing stock We hinted at earlier. 

 

Think about it. No more fragmented sauce tools or disconnected AI assistance working 
in silos with MCP, potentially, all your marketing tools become accessible through a 
single intelligent interface. Whatever interface you choose, this breaks down those 
frustrating data silos. It simplifies workflows dramatically, and it shifts us from. 

 

Manually copying and pasting data between browser tabs to a seamlessly integrated 
system where AI can operate across your entire toolkit. That vision of integrating 
everything through MCP is really powerful. It almost sounds like we're moving towards 
AI that doesn't just assist us, but truly acts autonomously even. 

 

Is that what we mean when we talk about agentic ai? And how does MCP specifically 
enable that leap? That's precisely it. Yes. Agen AI means AI moves beyond just basic 
task automation. It becomes truly capable of understanding complex goals, making 
smart decisions about how to achieve them, and then taking autonomous actions 
across various tools and platforms to get it done. 

 

It transforms AI from being, you know. A passive assistant, you have to guide step by 
step into a genuine coworker, and this typically involves three key levels of agency. 
First, understanding the nuanced context of a request or goal. Second, decision making, 
evaluating different approaches, prioritizing tasks needed to reach the goal. 

 

And. Third action seamlessly executing those tasks across different tools. MCP provides 
that standardized framework, that common language for these agents to interact with 
any compatible tool in your stack, which leads to seamless integration, much deeper 
contextual awareness for the AI and adaptive evolving workflows that can potentially 
learn and improve over time. 

 



Wow. Okay. That opens up some incredible practical applications for marketers, doesn't 
it? You could have highly personalized customer experiences where an AI agent 
remembers preferences across every channel. And recommends products or content 
with almost uncanny accuracy 'cause it knows the customer or direct brand influence 
over AI generated answers, ensuring accuracy and brand alignment because the AI is 
pulling directly from your structured, verified data via MCP. 

 

Yes, exactly. And beyond that, think about real-time content accuracy. Live updates to 
your products, your services, your inventory immediately reflected by AI agents 
interacting with customers because they're using MCP to get live data or smarter SEO 
optimization. The AI doesn't just identify opportunities. 

 

Maybe it implements the updates across your CMS or other platforms. Imagine 
automated campaign analytics. An AI agent pulls data from Google Analytics, your 
CRM, your ad platforms, tracks, KPIs, generates insights, flags, anomalies, maybe even 
suggests next steps. You could even envision what some call zero UI interactions. 

 

Managing entire campaigns just via simple chat or voice commands. With the MCP 
connected backend, automating all the clicking and typing zero ui, meaning the 
graphical user interface just fades away, and you interact purely through natural 
language. That's the idea. The interface becomes the conversation. 

 

This all sounds incredibly impactful, hugely impactful, but for marketers listening right 
now probably thinking, okay, this sounds amazing, but where do I even begin to build 
these MCP connections? What tools are actually out there to help them get started 
today? Well, it's still early days, but there are some excellent options emerging already. 

 

Zapier's MCP server is, I think, a potential game changer for many. It essentially offers 
AI access to its massive ecosystem of, what is it now, over 8,000 apps. This allows an 
AI through Zapier's MCP connection to send emails, update CRMs. Manage files in 
Dropbox, create social posts and so much more all without needing custom API 
Integrations for each one. 

 



It's really ideal for business users who want their AI to be a task executing powerhouse 
without heavy coding, right? So you could literally tell an LLM. Pull last month's session 
data from GA four. Analyze the top five performing pages and gimme the key insights. 
And it could do that through a conversational problem 'cause Zapier connects, say chat 
GPT to GA four via MCP, or even automate something like keyword ranking reports. 

 

You know, the LLM export data from SE ranking. Organize it neatly in Google Sheets. 
Maybe create a follow-up task in Asana, and then email a summary report. That's true 
workflow automation driven purely by AI instruction. Exactly. That's the power now for 
those who need more customization, more control, maybe more technical depth, any 
anytime. 

 

MCP is another robust option. It's self-hosted, which gives you more control over data 
and security. It's really built for more technical users, people who need to design 
complex, end-to-end custom workflows. It offers things like granular control over steps, 
agent memory, using tools like Redis and very flexible execution methods. 

 

Now, it does have a steeper learning curve than Zapier for sure. But it allows for pretty 
much unparalleled flexibility if you're building multi-step tasks or embedding complex 
business logic tailored precisely to your needs. Okay, so using something like any tain, 
you could potentially get an AI to draft a marketing strategy document in notion, then 
have it map out a project timeline. 

 

Based on that strategy, and then automatically convert those strategic goals into 
specific tasks with due dates in Jira, for example, all by connecting notions in JIRA's 
MCP servers through NENT, or maybe even design true to brand social media posts 
within Figma. With the LLM generating copy suggestions and collaborating on visual 
layouts directly inside the design tool itself. 

 

Potentially yes. As these tools expose more functionality via MCP, those kinds of 
integrated intelligent workflows become possible. It's genuinely transformative and look, 
while MCP is still, you know, relatively new, it was definitely still experimental as of early 
2025. The momentum behind it is building very rapidly. 



 

We heard that by early January, 2025. Something like over 700 tools were already 
accessible through Claw Desktop using MCP. That kind of adoption rate signals a pretty 
clear strategic imperative for organizations. You need to start experimenting and 
preparing now, and it's really important to frame this correctly, isn't it? 

 

This isn't about replacing marketers. Not at all. It's really about amplifying their 
capabilities. Giving them superpowers, almost marketers will likely evolve into roles 
more like agent directors, setting the strategic direction, guiding these AI agents, 
orchestrating these increasingly sophisticated workflows, which means, of course, new 
core skills will be needed. 

 

Things like communicating effectively with AI agents, understanding how all the different 
parts of the marketing engine connect via these protocols and analyzing the outputs of 
these increasingly autonomous systems. It's a shift in focus. So wrapping up, what does 
this all mean for you? Listening right now? 

 

We've seen how the model context protocol isn't just some small incremental step. No, 
it's really a catalyst for truly agentic AI in marketing, allowing models to understand, 
decide, and crucially act across your entire tech. S. It's fundamentally about amplifying 
your capabilities, not replacing them. This really feels like the new frontier for marketing 
intelligence. 

 

Which naturally raises a really important question for everyone listening. As this 
momentum for MCP continues to build, and with hundreds, maybe soon, thousands of 
tools becoming accessible through this protocol, how will you position your brand to be 
machine legible? How will you prioritize that reasoned relevance over just chasing 
clicks? 

 

Because the brands that start preparing for this today, well, they're likely gonna have a 
significant, maybe even an insurmountable advantage down the line. Yeah. The future 
of marketing really does seem to be about being an integral part of the model's context. 



Correct. Ensuring your brand isn't invisible when AI is the trusted advisor for consumers 
making complex decisions. 

 

And this shift, it's not only underway, it feels like it's accelerating. Mm-hmm. So 
proactively adapting, starting now. We'll be absolutely key to thriving in this new 
landscape. So maybe the final thought to leave you with is this, what does it truly mean 
for your brand specifically to be reasoned into the shortlist in this genuinely AI native 
world? 

 

And maybe more importantly, what concrete steps will your team take starting tomorrow 
to lead the way? How will you embrace this transformative shift, push beyond the 
traditional methods and truly unleash AI's power for your brand? 


