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Alan Hart: Today on the show, I’ve got Jim Freeze. He’s the chief marketing officer at Anaplan. Anaplan is 
a scenario planning and analysis platform designed to optimize decision-making in today’s complex 
business environment. Before joining Anaplan, Jim spent more than 25 years in revenue-focused 
executive leadership roles for SaaS, AI security, and telecom companies. On the show today, we talk 
about AI’s impact in marketing and at Anaplan, how that’s driving productivity and his forward-planning 
decisions around hiring versus using AI. We talk about elevating the role of marketers as we use more and 
more AI, and what does that look like. How to build measurement that organizations will buy into and 
holds marketing accountable, and why transparency, baselines, and benchmarks are all critical in this 
measurement journey. That and much more with Jim Freeze. 

Alan Hart: Are you ready to go beyond the basics of marketing? I'm Alan Hart and this is Marketing Beyond, where I chat with 
the world’s leading chief marketing officers and business innovators to share ideas that spark change and inspire you to 
challenge the status quo. Join us as we explore the future of marketing and its endless potential. 
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Alan Hart: Well, Jim, welcome to the show. 

Jim Freeze: Thank you. Thrilled to be here. Thank you for inviting me. 

Alan Hart: Of course. I’m excited to get talking about all things Anaplan and much more. But before we go 
there, in our prior conversation, you mentioned you’re a math major. You might be my first math major I’ve 
had on the show. I’m pretty sure you’re only the second lawyer, which may surprise people. I have had a 
lawyer on before. Tell me more about your undergrad and the passion around math in particular. 

Jim Freeze: Yeah, an enigma wrapped in a riddle, huh? [laughs] So it’s interesting because my 
background, I actually think it makes perfect sense. I think it all works together quite well. Since I was 
young, I was always very interested in numbers. I think numbers tell the story; they give you insight. And I 
was really good at math when I was younger. My dad was an engineer, and so I guess I took after him.  

Jim Freeze: And, for me, I love logic and I tend to like engaging in, I don’t want to say arguments, but 
discussions where I try to build a case with logic. And I think that works really well for not just algebraic 
equations, but for written prose and candidly for marketing, where you’re trying to build kind of a chain of 
logic together that tells a story—and logically flows together because one thing leads to another. So, in 
my mind, it made a ton of sense. So I ended up getting an undergraduate and graduate degree in 
mathematics from The Ohio State University—big Buckeye fan—and then went on to law school in 
Columbus as well. And part of the reason I went to law school was I wasn’t quite satisfied with my formal 
education and I thought about doing an MBA, but thought, well, I’m kind of learning a lot of what an MBA 
does on the job. So I wanted to differentiate myself and I’d always had an interest in the law. So I ended 
up going to law school, and I ended up loving it. It took me about a semester to figure out how the process 
worked, but I remember being advised by one of my professors that I would struggle in law because I had 
a math background. And to this day, I still don’t understand that concept. I actually think being able to 
think logically is incredibly helpful to being a lawyer. So, I did well in law school, loved that. And all of that 
has translated into me being kind of a very metrics-driven CMO. I think data tells a story, and I’m very 
interested in finding the right data that helps support the story I want to tell.  

Alan Hart: Yeah, I love that. I mean, from the early education to where you are now, CMO at Anaplan, 
where’d you get your business start, and what were some of the stops along the way?  

Jim Freeze: Yeah, so it was interesting. I originally started as a programmer right out of graduate school. 
So I’d finished my master’s degree in mathematics—and I’d done a reasonable amount of computer 
science as well getting my master’s degree—and ended up as a programmer working for a company 
called CompuServe. Some people may remember that. So in the first nine to 12 months of my career, I 
was writing in C on PCs that were serving as front-end UXs to back-end data on mainframe computers. 
So it was a fun experience. I really enjoyed it. But ended up making a pivot to marketing as a result of what 
I thought was an interesting story. I don’t know if you’ll find it interesting, but I’ll tell it!  

I was programming and we had a product that was used by one of the largest banks on Wall Street—
investment banks. And there was one of those banks that was coming in to visit in Columbus. 
CompuServe was headquartered in Columbus. They were coming in hot. They were very angry about 
some things in the product and they wanted some changes, and they wanted to talk to somebody on the 
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development side. And I’d been with the company about nine,10 months. I was the low man on the totem 
pole, and they said, “Jim, you get to handle this!” I forget which investment bank was, but they came in 
and they were hot, and over the course of an hour meeting, they asked a bunch of questions and I 
answered things and promised follow-up. And for whatever the reason, I seem to have handled that 
situation very well. So much so, that our VP of sales, who was in the room, went to my boss probably the 
next week and said, “Jim did a great job. He’s wasting his time as a programmer. Get him into marketing 
now.” And that was kind of how my marketing career was born. 

Alan Hart: That’s funny. I’m envisioning one of those lineups, you know, and it’s like, “Who’s going to take 
this call?” And everyone takes a step back because they’ve been there a little bit longer, and you’re the 
lone man, you know, not taking a step back. And they’re like, “You, Jim! You are the one that’s going to 
take this call.” 

Jim Freeze: Yeah. Well, and I was naive enough to think, “Oh, no problem. This will be fun!” I wouldn’t 
characterize it as “fun,” but I learned a lot. [laughs]  

Alan Hart: Yeah, I mean those are formidable experiences though. They crystallize what you know about 
business and how it operates. So that’s awesome. 

Jim Freeze: Yeah, and also, you never know what kind of a challenge is going to translate it to just 
tremendous opportunity for you. And I mean, I’ve made a career based on what happened in that 
meeting, and I have to say that having a math background and candidly the legal background, it’s really 
helped my career in marketing. I’m a B2B marketing guy in technology, and being able to understand 
technology and understand complexity and products and being able to simplify that from a messaging 
and a storytelling perspective is fun. It’s really hard. It’s challenging, but that’s part of what I like about it. 

Alan Hart: Well, tell me about the scope of Anaplan? What kind of solutions does business build, size of 
the business, and the state? 

Jim Freeze: Sure. Yeah, so Anaplan used to be a public company. It was taken private about three years 
ago by Thoma Bravo, which is the largest software PE firm, private equity firm, I think on the planet. The 
best way to think about it is we’re in the planning space. Let me explain what I mean by that. Every 
company does planning. They do planning at the functional level and at the company level. And the 
reality today is the way most companies do planning is on maybe a quarterly or a semiannual or an 
annual basis using spreadsheets. And it’s a very archaic and it’s a very fundamentally broken process 
because it leads to all kinds of challenges and disconnects within companies. Things like one 
department having a different set of data than another department that they’re planning on. Having one 
department—marketing and sales potentially—planning for the following year and having assumptions 
that don’t match with what finance has as assumptions for the business—very common issue. It creates 
all kinds of disconnects and inefficiencies and quite frankly bad decisions.  

Enter Anaplan. Anaplan has a cloud-based platform that helps address that issue. We call it a scenario 
planning and analysis platform. And essentially, part of what makes us different is the persistence of real-
time, unified data—a unified data model—that cuts across silos within the company, so everybody’s 
working from the same source of truth.  
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In essence, what we do is, number one, we help companies activate one of their most valuable assets, 
which is all of their corporate data. Could be sitting in an ERP system, could be sitting in a CRM or an 
HCM system. We take all of that—or third-party data, for that matter—we allow them to help activate all 
of that history and all of that data and turn it into something that’s a forward-looking predictor of the 
future. It allows them to take a step back and ask “What if?” in scenario plan.  

Second thing we do is we connect those siloed functions within the company. Since there’s this 
persistent, real-time unified data model, companies are able to operate from that model and connect all 
of their scenario plans across functions and make real-time decisions as a result. Because the reality is 
changes are happening all the time and companies need to pivot. Planning can’t be a quarterly or an 
annual process; it’s a real-time process.  

Third thing we do is we help companies accelerate time to value by having built, and continuing to build, 
out-of-the-box best practice-based applications that are based on common use cases of the Anaplan 
platform. Having deployed well over 2 million models that customers operate today in our infrastructure, 
we’ve seen the same FP&A use case 10,000 times. So we’ve been able to build applications that take 
what used to be perhaps a nine-to-12-month deployment that was PS heavy to nine to 12 weeks, which is 
PS light.  

And then finally, we have a very comprehensive artificial intelligence portfolio—predictive and 
prescriptive AI, generative AI, and agentic—that really allows companies to take advantage of the ability 
to not only forecast, but conversationally request to insights and then create workflows via what we can 
do from an agentic perspective. And we have some cutting-edge agent technology that is really delivering 
tremendous productivity to our customers.  

Just some metrics on the business: When the company was taken private, we were about $600 million in 
revenue three years ago. We’re well north of a billion dollars, very profitable. Nearly half of the Fortune 50 
are customers—2,500 customers and good growth. 

Alan Hart: Wow, that’s amazing.  

Jim Freeze: And headquartered in Miami. 

Alan Hart: [laughs] A great place to be.  

Jim Freeze: It is! It’s a fantastic place to be. 

Alan Hart: Yeah. Well, you mentioned AI and, I mean, it almost wouldn’t be a marketing podcast if we 
didn’t talk about AI and its application to marketing. What are you seeing as a CMO? How are you thinking 
about AI? You’ve got in your products that you’re selling to the market. So how are you making use of it 
yourself? 

Jim Freeze: Yeah, that’s a great question. I’ll tell you our CEO tells this story, and it’s true. He says he 
doesn’t talk to a CEO or an enterprise leader that isn’t thinking about how they can better take advantage 
of AI for productivity. And we as a company are taking it very seriously. So, we’ve got some tools in-house 
right now that we’re testing over the course of the second half of this year. Where we are—and I’ll talk 
specifically about what we’re doing in marketing. Where we have targets that we’re setting for ourselves 
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next year in terms of productivity gains we believe we can get from the use of AI internally. And so part of 
the edict for the company, and this is pretty consistent with a lot of companies, is on a going-forward 
basis, improving productivity. And every time we want to hire somebody new, we have to ask ourselves, 
can we do that job or at least portions of that job with AI? So we’re very serious about using AI to make us 
much more efficient. And one of the most obvious areas for us is in—and I’ll give you some examples of 
how we’re using it—is in the content area.  

So we have of lots of content we produce in the marketing organization, from website to presentations to 
white papers, you name it, all of the traditional B2B marketing content. There’s simply no reason that we 
can’t use AI to help transcreate that content into Japanese, into German, into French. And we’re doing all 
of that right now. And we’re in the process of a lot of what we do in terms of transcreation is done through 
AI. I wouldn’t say that it’s 100% accurate. But if you can get 80% of the way there, it saves a lot of time, 
and it is most definitely delivering productivity to us. We’re also looking at repurposing existing content. 
We run a bunch of events where we have customers come in and speak. And so we’ve recently been 
playing with taking transcripts—and we record all those sessions—taking transcripts from those sessions 
and using that as an input into an AI engine to write blogs based on that presentation. So we’re pretty 
serious about using AI on the content side to really help us improve productivity. And once again, as we’re 
doing our planning for next year, we’re taking a step back and asking, can we do this job with AI? And it 
doesn’t mean we won’t be hiring; we will. But we’re really focused on trying to get substantial value and 
productivity out of AI. So I think every marketer has to think this way. I don’t know how you avoid it. And 
rather than avoiding it, I think marketers need to embrace AI because it has the potential to be very 
transformative for marketing organizations in particular. 

Alan Hart: I agree with you on the productivity side. And as you think about productivity and the trade-
offs you’re making between hiring versus what can be done by AI or AI agents, where do you see the role 
of the marketer? What does the marketer role evolve into in those constructs? 

Jim Freeze: Yeah, it’s a great question. This isn’t to say that AI is going to eliminate the roles. It’s not. It’s 
not going to eliminate roles. But I think it’s the same as with a lot of technology over, quite frankly, the last 
hundred years: It’s not only improved productivity, but it’s changed what people do. And it often takes 
more mundane tasks and volume—the tasks that you want to do in volume—it makes those much more 
efficient to free up time on other things to be much more strategic and to spend more time on impactful 
marketing efforts. That might be thinking about and applying the right marketing mix, understanding and 
spending more time on metrics that lead to better decisions. Things that help with the correct 
positioning. More focus on creativity. I think all of those higher-value kinds of more strategic marketing 
capabilities are enabled by leveraging technology, AI in particular, to deal with the volume of work that 
needs to happen and things that might be more mundane, albeit very important, but more mundane. AI 
can handle that. So I think it elevates the role of the marketer to be much more strategic as opposed to 
being just tactical. 

Alan Hart: Yeah, I tend to agree with you as well. The notion of taking the mundane out of the equation so 
that I can free myself to think above that mundane task to think, is this the right next step? Is this the 
right—like, we’ve always looked at it this way. Should we look at it a different way? Because, you know, 
those are the human overrides that we’re still going to need, it sounds like.  
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Jim Freeze: Yeah. If you just think about the example I gave of taking the transcript from a session we did: 
Turning that into a blog could be really interesting, but that could be very time-consuming for a human to 
do that. So to the extent that we can leverage AI to produce that and then take the cycles that that human 
would have and apply it to more impactful kinds of efforts, it makes a ton of sense. 

Alan Hart: Definitely. All right, well, I’m going to scratch the “math guy” itch now. So I know you’ve got a 
passion for math. You’ve probably got a passion for metrics. How do you translate how you demonstrate 
return on marketing? 

Jim Freeze: Yeah, I don’t know a marketing executive in the world who doesn’t wrestle with this, right? We 
kind of have a bad rap, don’t we, as the folks who just want to spend a lot of money on advertising. Look, 
over my career, I’ve run into many CFOs and CEOs where that is their perspective. And the reason they 
have that perspective is because I don’t think marketing executives have done a great job of 
demonstrating value through the kinds of things that executives like CFOs and CEOs really care about, 
which is draw a direct connection between this spend and how it impacts the bottom line of the 
business, how it helps us drive more pipeline, how it helps us improve our win rate. The ability to do that, I 
think, is really critically important. So I think being highly disciplined and having a very algorithmic 
approach to it is something that I think CEOs, just based on experience, CEOs and CFOs very much relate 
to.  

I know from experience that in order for a marketing team to kind of gain credibility, they have to establish 
clear, measurable, and impactful targets. And it has to be the right targets. It can’t be just like, well, we 
generated all these MQLs at a trade show. Who cares, if you can’t link that directly to how it translates 
into pipeline that kind of works its way through and ultimately you win and being able to directly attach it 
to the money that was spent on that particular show. And so, you know, there has to be demonstrable 
value.  

I’ll give you a great example of an area where we spend a fair amount of money as a marketing 
organization. But I think in the past, we weren’t really able to—we didn’t do a good job of saying why this 
was a valuable spend. And so it relates to kind of my—I’ve been with Anaplan almost two years now. We 
run a bunch of events called connect events, and essentially they’re customer events. We have some 
prospects who come, but 70% of the attendees are customers. And customers come and they tell their 
story about how they’re using Anaplan, and we also have keynotes. We do them around the country. So 
we do big ones in New York. We do a big one in San Francisco, London, Tokyo, Paris. And everybody in the 
company believes that they’re impactful events.  

Our CEO, when I started, was saying we all believe that they’re kind of impactful, but we spend a lot of 
money on this. Is there a way for us to determine and track and say this is the impact it’s having on the 
business? So we took that on as a marketing organization as a way to kind of establish our credibility. And 
so what we did was, using our own product, using Anaplan, we set up some pretty sophisticated 
dashboards and tracking capability to understand the impact these events were having.  

What we looked at—we certainly looked at how much new pipeline was being created as a result of these 
events, but what we felt was more important since it was existing customers was we wanted to be able to 
influence and accelerate the pipeline. So we looked at all of our customers and those who attended who 
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had pipelines that already were in existence and those who didn’t, and we did comparisons. If customers 
who had pipelines who attended the event, what was the velocity of the pipeline? Did it accelerate? And 
did our win rate improve, versus those customers where there was a pipeline, but they didn’t attend the 
events? And lo and behold, what we found was the velocity for customers who attended the event 
improved by 50%. So just really dramatically accelerated, and our win rate improved by four percentage 
points. For the size of business we are, that’s absolutely huge. And so we now, as a result of being able to 
demonstrate the value, have expanded what we’re doing around these events and increased the budget 
because we can directly tie the events to acceleration, deals come in faster, and we win more as a result 
of it. And the data was there; we just hadn’t pulled it together in a way that told the story.  

Alan Hart: Right, I really like that example. I mean, one of the things, as I listen to you talk about your 
approach to measurement and setting targets, etc., is this notion of transparency. You highlighted, this is 
not new for the finance organization, right? They have pro formas, they lay out their estimates and their 
assumptions. And for whatever reason, I always find marketers are really hesitant to put your 
assumptions on page, but that transparency builds trust. How do you think about transparency? 

Jim Freeze: I couldn’t agree more. When I first started, when we put our plan in place, we put out targets 
and I didn’t—I had to be honest—I didn’t know if they were the right targets or not, but I wanted to put 
something out there. And there was an expectation that we were going to deliver a certain amount of 
pipeline. And so we obviously took that on, and we built a model to show how we were going to do it. Then 
we tracked that model. We provided dashboards that anybody could see, and we reported out quarterly 
on that. And we do that now.  

We have a quarterly reporting cadence where we report out on a bunch of metrics that we have defined 
as being really important and impactful to the business. And we’ve gotten most of them right. Some of 
them we haven’t gotten right. And we’ve admitted when we’ve gotten the wrong metrics, and we’ve done 
some tweaking. But I think the thing that was important was we wanted to establish credibility in that we 
were holding ourselves accountable to hit certain targets that we believe were ones that directly tie to the 
objectives of the company. And where we felt that we had gotten a metric wrong—in other words, the 
target was incorrect or, as it turns out, maybe it wasn’t that impactful, we admitted that, and we made 
some changes then midstream to try to get to metrics that we felt were more impactful for the business.  

So as an example, for the first year, we were in the process of rolling to account-based marketing and we 
defined some ABM metrics we felt were important and we didn’t get them all right. And so we talked 
about that. We talked about why we didn’t get them right, and we made adjustments for this year to make 
sure that they were right. And I think through that process, we really did gain a lot of credibility because 
we were holding ourselves accountable, we were reporting on it, and we were saying, “Hey, we did well 
here. We didn’t do well here.”  

We also linked it to the performance of the company because I’m sure that marketers out there will relate 
to the circumstance where all the marketing metrics are great, we’re knocking it out of the park, but sales 
is missing their targets. There’s a disconnect there. Marketing can’t be knocking it out of the park and 
sales missing its numbers. There needs to be a very tight alignment. So our compensation, in part, is tied 
to the success of our sales team, because if we’re not enabling the sales team to hit its numbers, then 
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there’s something wrong with what we’re doing. It’s never, “Oh sales just isn’t doing it.” It’s never. There’s 
accountability across functions. So we just try to be very transparent about that. We also, I think, are 
really honest in terms of not only sharing the good news, but the bad news. And people can deal with the 
truth if you tell them what it is, even if it’s not good news. 

Alan Hart: Right. That’s a very important lesson. You got started on this measurement journey very early 
in your days at Anaplan. As you think about other CMOs that might be listening to this conversation, any 
advice you have in helping them think about how to start or align their measurement framework now?  

Jim Freeze: Yes, I think about two things. I think about baselines and benchmarks. Baseline: I’ll give you 
an example of something that was important based on what our CEO asked me to do. He said we really 
need to elevate our brand awareness and the image of the brand. In order for us as a marketing 
organization to execute on that, we needed to be honest about where we were and we needed to have a 
baseline that we could measure our improvements off of. So we went out and did a brand equity study 
where we looked at brand awareness versus aided and unaided of Anaplan and probably about 15 
different competitors. And we also tested some messaging and some other things, but it was really 
important to set that baseline because there’s no way that we could have said, OK, here’s where we’re 
going to take the company from an awareness perspective if we don’t know where we’re starting. So I 
think baselining where you are is really important.  

Then the other thing I think is really important—it’s proved useful to me over my career—is benchmarks. 
When you go in and you submit a marketing budget per year, I don’t think it’s reasonable to assume that 
the CFO, the CEO, the board, your colleagues can understand if the amount is correct that you’re asking 
for. And one of the things that is, I think, enormously helpful to that is benchmarks. Because it could look 
like you’re asking for a lot, and maybe you are, but the reality is when you look at what you’re asking for as 
a percent of spend of revenue or a percent of spend of net new bookings or how you’re looking to allocate 
that OpEx spending by function, benchmarks are a really useful way to say, here’s how we stand up 
against industry benchmarks for companies in our industry of a similar size—and those benchmarks do 
exist. Because it really does help frame the amount that you’re asking for. So I think if you’re just getting 
started, baselines and benchmarks really matter. 

Alan Hart: I agree. That’s great advice.  

Jim Freeze: And then the other thing I would add, too, is just managing expectations. You know, not over 
promising—and being realistic about what you can accomplish when you first start. When I started at 
Anaplan, I told our CEO, we’re going to put these metrics in place. And I said, I guarantee you some of 
them are going to be wrong, but we’re going to do it and we’ll pivot. And he was OK with that. He said 
that’s fine. So managing expectations really matters as well. 

Alan Hart: One of the things we like to do on the show is get to know you even a little bit better than we 
already know you today, Jim. Has there been an experience of your past that defines or makes up who you 
are today? 

Jim Freeze: Yeah, a couple of things. I think one I’ve already kind of talked about, which is the experience 
I had as a programmer that kind of completely pivoted my career. And I’ll give you another one that 
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happened when I was a lawyer. I actually practiced law for a couple of years, and I remember one of the 
last cases I worked on that just really made me decide I wanted to go back to marketing. It was a case 
where I worked for a large law firm and we were representing a large company that was being sued. And 
we were being very effective in kind of slowing down progress and making things move at a glacial pace. It 
had an effect on me. Because, I mean, we were doing a good job for our client, but I was like, man, I just, 
is this what I want to do? Do I want to spend my time just preventing progress? Or do I really want to 
advance things? So it had a huge impact on me. And that literally, as a result of the work on that case, I 
decided that I don’t want to do this. I want to get back to marketing and technology, and it probably was 
within about two months of that decision that I was back in marketing at a tech company. 

Alan Hart: Yeah, that’s a great example. I think most marketers, I don’t know what it is about the function 
and the people that we attract to this area, but would probably drive themselves crazy with that analogy 
of trying to slow things down for the benefit of something else. 

Jim Freeze: Yeah, I think a lot of marketers have a sense of urgency and want to accomplish things. So, it 
didn’t work for me. But you know, that’s great because I learned that early in my practice of law and it’s 
great. I’m glad I didn’t spend a career doing that! 

Alan Hart: [laughs] Well, I’m sure your law degree has proved very fruitful in other areas in marketing!  

Jim Freeze: It has. It’s been incredibly valuable to me.  

Alan Hart: Well, what advice would you give that younger Jim, if you were able to look back and advise 
him on where he goes forward from his early days? 

 

Jim Freeze: Youth is wasted on the young, isn’t it? So… I think it’s similar advice that I think a lot of folks 
would get, which is I’m kind of a very thoughtful and cautious person by nature. And I think through 
things, and that’s probably led me to avoid some risks I probably should have taken. So, don’t be afraid to 
take more risks, I would say if I was giving advice to my younger self. 

Alan Hart: I love it. Well, are there any topics either you’re trying to learn more about yourself or you think 
marketers need to be learning more about right now? 

Jim Freeze: Yeah, AI is the obvious answer, but I’m not going to say that. I’m going to say finance. I’m 
often surprised by how little many marketers know about finance and how marketing investments are 
expensed. Once again, I’ll relate it to an example at Anaplan. When I started, in the previous fiscal year, 
the company had purchased this program and hadn’t executed on it, but it was still available to us. We 
had another year to execute on this program. So it was essentially an asset on the balance sheet. And we 
were going to go ahead and execute on it, but we had a target to hit from a budget perspective for the 
quarter we wanted to execute. Using this prepaid expense wasn’t going to cost us anything from a cash 
perspective, so there was a request saying, it’s not going to cost us; it’s already been paid for. And I’m like, 
well, it’s already been paid for, but we will miss our expense target because the expense for this is going 
to be in the quarter. And so I’m just continually, over the course of my career, amazed by how many 
marketers I don’t think have a good understanding of finance and they should. So, I would say finance. 
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Alan Hart: I double down on that with you. I agree. And as you were talking about that, I was like, oh no, 
don’t do that because it’s going to flow through to the income statement!  

Jim Freeze: Exactly!  

Alan Hart: Yeah. Awesome. Well, stepping back, this is kind of an odd-phrased question, but what I’m 
looking for is what you’re curious about. Are there any trends or subcultures or anything you take notice 
of out in the world today? 

Jim Freeze: Yeah, the world of search, traditional SEO. It’s changing and changing fast from traditional 
keyword search to AI search. And it has a huge impact on how content’s being written, how you design 
your website, optimization. It’s a different animal. I think within two, three years max, the majority of 
search is going to be AI search. And all the good work that you might’ve done around SEO and backlinks 
isn’t going to be particularly relevant. So the world is changing, and I think if there’s a trend I’d focus on 
for, as a marketer, I’d focus on AI search and understanding it better.  

Alan Hart: Well said. Well, last question for you. What do you think is the largest opportunity or threat 
right now facing marketers? 

Jim Freeze: Well, I think that one’s easy and that’s AI. I think whether it’s an opportunity or a threat is 
based on how you approach it and whether you choose to embrace it and understand it and leverage it. I 
think AI can be our friend and can really make us more productive and better marketers. But I think there 
are those out there who will resist it like is always the case with technology. In those cases, I think it ends 
up being a big threat. So I would say embrace AI, try to figure out how to get the most out of it, and apply 
the right AI to the right situation. But I think it’s most definitely AI. 

Alan Hart: I heard somebody recently describe it as before—it was an older person like myself—but 
before Office existed, before our productivity suite of slide creation tools, whatever your slide creation 
tool of choice—AI is essentially another tool, right? We’ve got to figure out how to embrace it, leverage it. 
But at some point in the future, we will all just be expected that we know how to use it. So what better 
time to start than now, I guess. 

Jim Freeze: Yeah, you know, the analogy I would give is when the World Wide Web came about, and I 
think a lot of companies didn’t really take it seriously. I remember that there were folks around who 
registered all these company names and didn’t just kind of ignore it. And all of a sudden it was like, oh, my 
goodness, we have to do something about this. It’s the way people get information now. It very quickly 
transformed how companies interact with the public in general. So there are a thousand examples like 
that. And AI has been around for a long time, but its time is now.  

Alan Hart: Well, Jim, thank you so much for coming on the show today. Appreciate it.  

Jim Freeze: Thank you very much. I really enjoyed the conversation. 
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