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Introduction

rtificial intelligence (AI) will continue to impress us with its efficiency,

knowledge, and accessibility . . . but realize that it won’t replace writer

intelligence (WI). While AI can process large amounts of data and generate
coherent text, it lacks the creative and emotional depth that human writers
bring to their work. Writing should reflect human experiences, emotions, and
perspectives. It requires the intuition, empathy, and understanding that Al can’t
replicate.

Al and WI can work together, with AI enhancing the writing process and humans
providing the unique qualities that make writing a deeply human experience. As
Al continues to evolve, it’s important to stay abreast of the latest developments so
you maximize its benefits and mitigate potential risks.

By the way, WI are initials I coined because writer intelligence has been ingrained
in human culture since the dawn of civilization. The origins of writing date back
to prehistoric times, perhaps when Sumerian texts were used for communication,
storytelling, and recording significant events. From ancient civilizations to mod-
ern times, skilled writers have been able to capture the imagination of readers and
leave a lasting impact — just as they’re doing today and will continue to do in the
foreseeable future.

About This Book

Get ready to embark on a captivating journey that showcases the transformative
potential of Al Every chapter vividly illustrates how Al can be a valuable assistant
throughout the entire document creation process — leaving no stage untouched.
You’ll find alphabetic lists of Al tools as they relate to each topic as well as how to
write prompts so you get the results you want. To ensure easy accessibility, this
book is divided into six parts, making it effortless to navigate and implement the
insights gained from each:

3 Part 1: Harnessing the Potential of Al in Business Writing. This part
provides an introduction to Al and its role as a writing assistant. It explains
how Al can assist in your writing journey, whether you prefer to observe and
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learn, begin with a user-friendly chatbot, or dive right into a comprehensive
Al tool. It emphasizes that while Al can be helpful, human skills are still
essential as they're necessary to express emotions and make ethical judg-
ments, and validate accuracy of the content — aspects that can't be repli-
cated by Al.

Part 2: The Write Stuff. | strongly suggest that you immerse yourself in this
part completely. It serves as a fundamental guide for composing any business
document you'll ever write. Within this section, you'll be introduced to the
Kick-Start Brief, which equips you with the tools to understand your audience
to the fullest extent. It delves into the art of creating stories to captivate your
readers, guiding them on engaging journeys that will ultimately persuade
them to take the desired action. Additionally, you'll discover invaluable ways to
craft compelling visuals, refine the tone, and perfect the text. To top it off, this
section is brimming with trailblazing Al tips that can enhance your business
writing savvy.

Part 3: Writing Click-Worthy E-Content. With email being a significant
means of communicating for both general use and e-marketing, this part
walks you through the pros and woes of using email like a guru, including how
to create dynamic subject lines, compelling messages, and gain customers.

It also walks you through how to enhance your website (one of your biggest
marketing tools) for search engine optimization (SEO).

Part 4: Crafting Noteworthy Professional Documents. This book wouldn't
be complete without focusing on how Al can be your sidekick for writing a
wide array of documents including easy-to-read instructions and procedures,
articles that can boost your personal brand, reports written with keen
observation and reasoning, abstracts and executive summaries to distill
complex ideas into bite-sized brilliance, and grant proposals that can win
vital funding.

Part 5: Producing Personalized and Targeted Writing. This part gets a little
more personal. It's not often you get to write about yourself, but you'll learn
how to effectively self-promote by writing a captivating bio. Also included are
how to write letters that drive action, storyboards that bring presentations to
life, business plans for a thriving enterprise, and how to write a nonfiction
book for bragging “writes.”

Part 6: The Part of Tens. This section is a beloved staple in the For Dummies
series. It offers valuable insights for writing prompts to get you the results you
want, along with an exploration of ten common pitfalls in business writing and
smart strategies to transform them into triumphs.

Business Writing with Al For Dummies



Foolish Assumptions

Before I began writing this book, I made some assumptions about you — the
reader. (I don’t normally make assumptions because we all know what happens
when we ass-u-me.) However, I threw caution to the wind and let the Al genie out
of the bottle. I figured that this book is for you if you’re:

¥ Intrigued by the world of Al and want to journey through the labyrinth of
Al knowledge to discover how it can assist you in the future.

¥ Ready to dip a toe into the water and use a chatbot to karate chop through
writer's block, craft a draft, jazz up headlines and titles, proofread and edit,
and more.

¥ Prepared to take the plunge and use a comprehensive Al tool as a writing
assistant that provides a wide range of features and functionalities such as
data visualization, sentiment analysis, predictive modeling, and anomaly
detection.

So, whether you’re a professional business writer, you’re starting a business and
have to generate a business plan, you need to write a dynamite bio, you’re apply-
ing for a grant, you want to gain recognition in your field and write an article, or
you send out a countless number of emails each day — or wherever you are on the
continuum — this book offers practical advice and guidance, insights and per-
spectives, and motivation and inspiration. It will resonate with your specific
interests, needs, and goals and it can be invaluable to your professional growth
and survival.

And that’s a sensible assumption!

Icons Used in This Book

Al
SPOTLIGHT

REMEMBER

Begin an icon-hunting expedition as you search through the margins, where mis-
chievous icons call attention to precious nuggets of information, eagerly beckon-
ing for your attention! Here are the icons you’ll see and a description of each:

This icon trumpets Al as your personal writing assistant.

This prompts you to recall important information, similar to tying a string around
your finger so you don’t forget.
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WARNING

If I had a chance to speak with you personally, these are the things I'd share.

Nifty tips that may be time-savers, frustration savers, lifesavers, or just about
anything else you’ll find useful.

Ouch! Avoid these pitfalls to save yourself headaches, heartburn, embarrass-
ments . . . Or worse.

Beyond the Book

In addition to the material in the print or e-book you’re reading right now, you
can access some additional perks on the web. Check out the free access-anywhere
Cheat Sheet that includes tips and advice. To get this Cheat Sheet, simply go to
www . dummies . com and type “Business Writing with AI For Dummies Cheat Sheet”
in the Search box. I've also included a bonus online chapter about collaborative
writing — you can access it here: www.dummies.com/go/businesswriting
withai fd.

Where to Go from Here

4

I realize you won’t read this book like a suspenseful mystery novel from cover to
cover — but I strongly suggest that you read Part 2 (Chapters 4 to 9) sequentially.
Writing mastery is a process of understanding your readers, crafting compelling
stories, writing the draft, designing for visual impact, honing the tone, and pol-
ishing the prose. After that, feel free to jump around to whatever topic interests
you or applies to the writing challenge you face.

A word of caution . . . If you lend your printed copy to anyone, take some safe-
guards. One way is to write your name in large letters in an obvious place to
ensure that it’s clearly identifiable as your property. Another way is to request
something valuable as collateral. This serves as a form of insurance because bor-
rowers may be so absorbed by the book’s treasure trove of wisdom, they might be
reluctant to return it.

I hope you’ll appreciate the value of this book as you journey through it and will
recommend it to others who are entering the world of Al or want to unleash AI’s
full potential for business writing.

Business Writing with Al For Dummies


http://www.dummies.com
http://www.dummies.com/go/businesswritingwithaifd
http://www.dummies.com/go/businesswritingwithaifd
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IN THIS PART ...

Discover the indispensable role of writing
professionals in the Al realm — the ones who have
distinct attributes such as creativity, critical thinking,
emotional intelligence, and adaptability to evolving
trends and audience preferences.

Embrace Al as your trusty writing assistant to
overcome writer's block, effortlessly generate
captivating content, craft amazing visuals, refine the
tone, and optimize your search engine rankings.

Enter the realm of Al by absorbing knowledge from the
sidelines, dipping your toe into the water with the help
of a chatbot, or boldly diving into the depths to play
alongside the seasoned professionals.



IN THIS CHAPTER

» Realizing that Al is already part of
your life

» Discovering how Al assists business
writers

» Understanding that Al helps, not
replaces, writers

» Identifying writing fields that will
continue to thrive

» Exploring the limitations of Al

Chapter 1

Recognizing the Need for
Writer Intelligence (WI)

e’re hearing so much about artificial intelligence (AI) and all its

wonders, yet we don’t hear nearly enough about writer intelligence

(WI). Remember that without human intelligence there would be no
artificial intelligence. Humans would never create anything to replace themselves,
only to make life easier. That’s what Al does for business writers; it makes writing
easier.

As business writers, it’s crucial to stay informed about the latest advancements in
Al writing technology and use it responsibly. Striking a balance between human
creativity and technological innovation will be pivotal for the success of writers
and writing. Never underestimate the lasting significance of genuine human
communication — it’s paramount. Business writers stand to gain significantly by
learning about AI and integrating it into their work to enhance the creative
process and improve efficiency. This chapter delves into how writers can benefit
from using Al as a writing assistant.

CHAPTER 1 7



Al is Already Part of Your Everyday Life

If you think you’re a newcomer to Al, think again. Apple’s Siri and Google’s Alexa
are powered by Al They rely on natural language processing (NLP) and machine
learning. Every day most of us send and receive emails, many powered by Al (find
out more about using Al in your own emails in Chapter 10). And all the annoying
pop-up ads we see while searching the Internet are AI enabled. They’re based on
our search history that’s personalized with the goal of getting items in front of us
via algorithms and to sell us goods and services.

GPS uses Al for route optimization, historical data, and real-time traffic updates
such as congestion and road closures, as well as suggest workarounds to avoid
gridlock. If you scan checks with your phone to make deposits, Al is at work behind
the scenes. From drug discovery to clinical decision support, Al is transforming
the way the medical profession approaches healthcare. Al is used in self-driving
cars, trucks, and buses, as well as smart home devices such as thermostats, light-
ing systems, and security systems. And when we kick back to relax in the evening,
many of us turn to streaming services. These services use Al to recommend pro-
gramming we may like based on our past viewing history.

Al is fast becoming the cornerstone of innovation. Yet AI isn’t new. It dates back
to the 1950s when Alan Turing published “Computer Machinery and Intelligence”
in the academic journal Mind, which proposed a test of machine intelligence called
The Imitation Game. However, it wasn’t until 2022 when Al was brought into the
mainstream through familiarity with OpenAI’s application ChatGPT (Generative
Pre-Training Transformer). By incorporating true Al into live chat features, busi-
nesses are merging human intelligence with machine intelligence.

REMEMBERING HAL

Perhaps you recall the story of HAL 9000, the killer Al supercomputer in Stanley
Kubrick's landmark film 20017: A Space Odyssey. It tells the story of the struggle of
humans faced with extinction by a methodical program of extermination led by HAL,
an errant, sentient supercomputer. Since this movie premiered in 1968, Al has been
discussed, explored, and is a frequent subject of ongoing conversation. Can this serve
as harbinger of contemporary Al issues?

A little-known factoid about HAL: HAL is a one-letter shift from IBM. Supposedly Kubrick
sent a letter to Polaris Productions stating his intention to use an IBM supercomputer in
the movie. The studio felt it wasn't the best idea to use IBM as a psychotic computer, so
Kubrick shifted one letter down from IBM and got HAL. People associated with Kubrick
have always denied that there was any significance to the coincidence, but the rumor
persists. True or false? Ask Al.
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Using Al to Assist WI

SHERYL
SAYS

Al
SPOTLIGHT

©

REMEMBER

As you journey through this book, you’ll gain familiarity with AI tools that can be
applied to a wide array of business writing scenarios. Whether you’re new to Al
and are simply exploring its capabilities, you’re interested in using a simple
chatbot, or you’re prepared to embrace comprehensive Al tools, this book equips
you with the knowledge and skills you need for each stage of your journey.

As you navigate the chapters of this book, a recurring theme emerges: the impor-
tance of generating precise prompts. From a general discussion in Chapter 23 to
detailed applications in Parts 3, 4, and 5, the significance of this artistry is under-
scored. Embracing the art of prompt generation becomes paramount, for it’s
through these meticulously selected words that dynamic documents come to life,
ideas flourish, and minds expand.

Al can assist you with some of the writing you normally do, but there are other
aspects of business writing that only humans can do. Al excels at chopping
through writer’s block, preparing outlines and drafts, summarizing topics, ana-
lyzing data, presenting numbers and statistics, maintaining consistency in writ-
ing style, proofreading and editing, and optimizing writing for search engine
optimization (SEO). Al tools will have a big impact on the future of writers, but
here’s why WI will never disappear.

Business writing goes beyond merely assembling words. It requires a deep under-
standing of human emotions, strategic insights, and perspectives. This is where
human writers have a unique advantage. Only humans have the innate ability to
create personal connections with readers by sharing relatable stories, personal
experiences, nuanced details, and thought-provoking analogies — something
that Al technology is incapable of. Additionally, AI lacks the ability to differentiate
between emotionally impactful phrases and mundane ones. Readers often rely on
their instincts, desires, emotions, and morals when forming judgments, aspects
that are detached from logic and analytics.

Another limitation of Al is the absence of original insights. Al can only summarize
and reproduce information from existing databases. It can’t generate its own
thoughts on a subject. Furthermore, Al has limited capabilities to infer the conse-
quences of a particular action. Only human writers possess the higher-level causal
thinking required to analyze why things happened and address hypothetical
“what if”’ scenarios.

CHAPTER 1 Recognizing the Need for Writer Intelligence (WI) 9



If you strive to be a thought-leader in your industry (an authority whose innova-
tive ideas and insights influence and guide others), it’s WI that will get you there,
not Al. Only human writers have the ability to provide original insights and opin-
ions on the most crucial topics — topics that are beyond the current grasp of Al
technology.

Enhancing Business Writing,
Not Replacing Writers

Who will survive? Who will thrive? Here are my WI thoughts on why business
writers will not only survive, but thrive, and why we can’t be replaced by Al:

SHERYL

SAYS ¥ Alwriting is robotic. To get a reader’s attention, good writers bring text to life

with perspective and creativity as we've done since we first showed an ability
to put words together.

3 Computers haven't lived our life or the life of the reader. So they can't
humanize writing with examples and stories to enliven a document and drive
key points home.

¥ While lightheartedness in business writing is tricky, it's where we can separate
ourselves from machines. The right remark at the right time can help make a
pointin a way Al can't.

3 Emotional intelligence is necessary to understand and convey emotions
effectively. We can tap into the intricacies of human experience, capturing the
nuances of feelings and experiences in our writing.

3 Al can mimic human writing, understand complex queries, deliver nuanced
responses, and generate text resembling human style. However, only humans
can adapt writing style, tone, and voice for different genres, audiences, and
purposes, and make revisions and improvements.

3 Humans possess moral reasoning and ethical judgment, which allows us to
make conscious decisions about what we write and how we present
information.

I asked my Al sidekick You.com why it can never replace writers. Figure 1-1 shows
what it “humbly” wrote:
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FIGURE 1-1:

Al reveals why it
can't replace
writers.

why ai can't replace writers

The guestion of whether Al can replace writers is a complex and debated topic. While Al has made
significant advancements in natural language processing and generation, there are several reasons why Al
cannot fully replace human writers. Here are some key points from the search results:

Creativity and Depth of Understanding

One of the main reasons why Al cannot replace writers is the creativity and depth of understanding that
humans bring to writing 1 . Al models like ChatGPT can generate text based on patterns and examples in
the data they were trained on, but they lack the ability to truly understand and create original ideas.
Writing often requires unique perspectives, emotions, and experiences that are difficult for Al to replicate.

Factual Accuracy and Context

Al-generated text can sometimes lack factual accuracy and context. While Al models can generate text
that appears coherent and grammatically correct, they may not always provide accurate or reliable
information. Al models like ChatGPT can generate text based on patterns in the training data, which can
include both accurate and inaccurate information. Human writers, on the other hand, can fact-check and
verify information before including it in their writing.

Human Connection and Empathy

Writing often involves connecting with readers on an emotional level and conveying empathy. Human
writers can tap into their own experiences and emotions to create relatable and engaging content. Al
models like ChatGPT lack the ability to truly understand and empathize with human experiences, which
can limit their ability to create content that resonates with readers.

Unigue Writing Styles and Voices

Each writer has their own unique writing style and veice, which contributes to their individuality and
appeal. Al models like ChatGPT can mimic certain writing styles, but they lack the personal touch and
distinct voice that human writers bring to their work. Human writers can infuse their writing with their own
personality, humor, and storytelling technigues, making their work more engaging and memorable.

The Role of Al in Supporting Writers

While Al may not be able to fully replace human writers, it can still play a valuable role in supporting and
augmenting their work. Al tools can assist writers with tasks like grammar and spell-checking, generating
topic ideas, and providing research suggestions. Al can be a useful tool for writers to enhance their
productivity and efficiency, but it is unlikely to completely replace the creative and human aspects of
writing.

Overall, while Al has made significant advancements in natural language processing and generation, it is
more likely to continue augmenting and supporting human writers rather than fully replacing them 2 . The
creativity, depth of understanding, human connection, and unique writing styles that human writers bring
to their work are difficult for Al to replicate.
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Writing Fields that Will Thrive,
Not Just Survive

12
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REMEMBER

SHERYL
SAYS

Al is not a replacement for human creativity, but rather a tool to augment and
inspire the business writing process. By providing writers with tools to automate
tasks such as research and data analysis writers can spend more time focusing on
the creative aspects. So before you start studying for that real estate license, know
that Al isn’t going to replace good business writers who keep their skills current.

No one can predict with certainty what AI might look like in the future, but Al is
far from being able to reach the standards set by human writers. Tools such as
ChatGPT, Grammarly, Jasper, Copilot (formerly Bing), You.com, and a host of
others are professional writing tools powered by Al to write drafts, achieve the
right tone and length, ensure that writing is error-free, and proofread and edit.
These programs can’t think independently of human intervention because they’re
utilitarian — merely meant to serve a purpose and get a job done quickly and effi-
ciently. Al doesn’t have the ability to collaborate, take suggestions, or critically
analyze its work. This means that Al in its current iteration can’t produce the
same engaging and nuanced content that humans can.

Although it’s difficult to identify specific fields of writing that are truly AI-proof,
certain types of writing require higher levels of creativity, subtlety, and human
interaction. These may include fields (but aren’t limited to) the areas of business
writing detailed in the following sections.

In most chapters, URLs for the Al tools mentioned are enclosed in parentheses for
easy reference. However, in this particular chapter, I introduce a few tools as gen-
eral references without explicitly providing the URLs. Rest assured, you’ll find
them again in their applicable sections throughout the book.

Copywriting and advertising writers

Tools such as ChatGPT, Grammarly, Copy.ai, Jasper, and others offer a range of
features to help business writers create high-quality content and boost their con-
tent writing. While Al can automate certain parts of the creative process, there’s
much it can’t do. Therefore, it’s unlikely to completely replace copywriters. Copy-
writing skills require a high level of creativity to craft engaging, persuasive mes-
sages that resonate with customers. In addition to creativity, it requires empathy
and an understanding of human emotions and behavior. These skills are unique to
humans and can’t be replicated by machines.
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However, Al systems have been introduced in some companies to work alongside
copywriters to streamline processes. Al can generate large amounts of copy, which
can then be fact-checked, amended, and approved by humans. This can help to
speed up the copywriting process and make it more efficient.

Public relations writers

Public relations writers create messages and content that shape and maintain the
reputation of a person, company, or brand. The aim is to build relationships, gen-
erate publicity, and manage public perception through strategic communication
such as media relations and crisis communication. While AI has the potential to
routinely automate these tasks and speed up certain processes within public rela-
tions campaigns, it’s unlikely that PR professionals will be replaced by Al anytime
soon.

Al systems such as Looka, ChatGPT, Canva, Bandwidth, and others gather, inter-
pret, and create efficiencies in the process. But agencies won’t be letting AI do the
pitching or replace human expertise. AI can aid PR professionals to manage com-
munications, identify crises, and provide strategic recommendations. But it won’t
replace the need for human creativity, emotional intelligence, and critical think-
ing in PR. And AI can’t ensure that the messaging aligns with the company’s
brand and values.

Journalists and reporters

The news industry is feeling the pinch of social media and AI. Social media outlets
are the fastest growing ways for news to reach people. And many newspapers are
now turning to Al for featured news stories. However, it’s important to note that
journalists and reporters add dimension and depth to a story. They interview
people with well-crafted questions. They access facts to present the reality of a
situation beyond what they read on social media sites. Their writing should
captivate readers while concisely presenting the “real” story. Additionally, jour-
nalists may work in television and radio broadcasting, print journalism, or online
media outlets.

Tools such as ChatGPT, Automated Insights, Wordsmith, and Articoolo offer a
range of customizable templates that can help journalists and reporters write
news stories, headlines, and summaries. Al writing can analyze data and generate
insights that can aid journalists in their research. By using AlI, journalists can save
time and focus on other important tasks and stories.
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One of the key challenges with Al-generated news is ensuring that the content is
accurate and trustworthy. Small-town newspapers are disappearing and running
with reduced staffing. Local newspapers are turning to Al for stories. However,
they’re realizing that journalism isn’t just about facts. Newspapers will always
need human journalists for creativity and analysis, accurate and unbiased stories,
and adaptability.

Journalists and news writers must be aware that AI has been known to go rogue
and deliver misinformation and disinformation. So before distributing any news
stories, fact-check, fact-check, fact-check. Also, it’s important to address the
ethical and societal implications to ensure that the content generated by Al is
accurate, reliable, and in line with journalistic standards.

Marketing writers

In contrast to public relations writers, marketing writing centers around selling
products, services, and ideas. Writers focus on sales, promotional messaging, paid
media, branding and positioning, targeted communications, and measurable
matrixes. Using AI tools such as Jasper.ai, Copy.ai, GrowthBar, Copysmith,
Hypoitenuse Al, Rytr, and Writesonic, marketing writers can generate original,
engaging content faster and more efficiently than ever before.

Freelance writers

Freelance writers have the particular challenge of positioning themselves as val-
uable assets to businesses that seek authentic and impactful content. They must
hone their skills in the areas of strategic planning, persuasive copywriting, and
storytelling. Tools such as ChatGPT, Jasper, Grammarly, Writesonic, and Jasper
can be valuable writing assistants. Freelance writers must develop selling skills
and be able to boast of a high return on investment (ROI).

Whether you’re a newbie, certified or degree holder, or highly skilled freelancer,
always have a current portfolio to showcase your writing talents. In addition to a
paper portfolio, store your portfolio on your blog and/or on sites such as Contently
and LinkedIn.

Proposal writers

Crafting a persuasive proposal is challenging at best. Tasks include structuring
the proposal, writing an engaging introduction, considering format and design,
specifying deliverables, creating a timeline, preparing a budget, using a persua-
sive tone, and more.
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