DIGITAL DAY WICHITA - JUNE 18-19, 2026 - WITH DENNIS YU

The two Brian Pipers.
(Actually, three.)

How a 25-year content authority became invisible to Al search — and the
one-hour fix that makes him legible again.

85 24 61

What he has earned What machines can see The credibility gap
(human-judged authority) (entity confidence) authority not yet harvested

Subject: Brian W. Piper — Director of Content Strategy & Assessment, University of Rochester - Founder, AlreFlow
Solutions - co-author, Epic Content Marketing 2e (with Joe Pulizzi). | Prepared by Dennis Yu with an Al agent, from a
single Uber-ride conversation. | Method: BlitzMetrics Personal Brand Score (100-pt).



DISAMBIGUATING BRIAN PIPER The one-minute version

What we found in one Uber ride

We ran Brian through Google's Knowledge Graph and our 100-point Personal Brand Score. The verdict is the
most flattering kind of problem to have: he has earned an enormous reputation that the machines simply
can't read yet.

The substance is real The signal is scrambled The fix is fast

Four books (one with the Google can't tell him apart from Consolidate the entity, add
godfather of content a neuroscientist and a Person schema, standardize
marketing), a university musician who share his name. "Brian W. Piper," claim the
directorship, six straight years No Knowledge Panel. The Knowledge Panel. The same
on the Content Marketing exact-match domain belongs to playbook we use on every
World main stage, a podcast, someone else. His proof isn't brand. It moves the machine
and corporate training for structured anywhere a machine score from 24 — ~88.

Xerox, IBM, L3Harris, and can read it.

Volvo.

THE HEADLINE

Brian's authority is an 85. His machine-visibility is a 24. That 61-point gap isn't a
reputation problem — it's a plumbing problem. Everything we'd "build" already exists; it just
needs to be made legible to Google and the Al answer engines. This is the best possible
case for an Al assist, because Al multiplies what's already there.

Is there a real mission, or does he just like to teach the hot thing?

Dennis asked us to be honest about this. The fair read: Brian has chased three waves — content marketing — Web3/
NFTs — AI/AEO — and the crypto chapter now dates him. But look closer and the constant is obvious:
discoverability. Getting the right content found, wherever audiences are searching. Search — social — communities
— Al. AEO isn't him chasing hot; it's the logical fourth act of a 25-year career. There is a clear direction. His brand
presentation just buries it. (Full analysis on the MTP page.)



DISAMBIGUATING BRIAN PIPER The picture

The credibility wheel

In the middle is the real Brian. Around him, the six achievements that prove who he is — ranked from the most
credible (the book he wrote with the field's founder) outward. Below the dotted line: the two different people Google
keeps mixing him up with. The only thing separating all three is a single middle initial — W vs. J vs. F.

Author x4
Epic Content Mkig 2e

Award-winner Univ. of Rochester
top mktr '23 & '24 dir., content strategy

Brian W. Piper

the "W" is the key
since 1996

AlreFlow Solutions Keynote speaker
founder — AEO / Al 6x Content Mktg World

Podcast host
"Al for U"

Not the same person — Google merges these three under one name:

Brian J. Piper, PhD Brian F. Piper
neuroscientist - Geisinger - 120+ papers musician - owns brianpiper.com




DISAMBIGUATING BRIAN PIPER The scoreboard

Two scores that tell opposite stories

We report two numbers on purpose. One measures the reputation Brian has earned. The other measures
how much of it a machine can actually see. The distance between them is the whole opportunity.

Earned authority Machine confidence
85/ 100 2 4/ 100
What a person sees reading his résumé: an A-list What Google & the Al answer engines can resolve:
expert with 25 years, four books, a directorship, a blur of three people, no Knowledge Panel, the
and a packed keynote calendar. wrong website, scattered handles.

The 100-point Personal Brand Score — component by component

Where the machine-legible points are today, and where they go after the bridge. (Blue bar = today; the number in
green is the reachable target.)

Entity home /20 " 13 18
Knowledge Panel /15 o 2 -13
Search ownership /15 (D 7-13
Content depth /15 - 14 15
Audience /15 /> 912
Schema / structured /10 (D 4 -9
Social consolidation /10 (D 68

Today: 55 blended - 24 entity-confidence After the bridge: ~88

The blended score is dragged down almost entirely No new achievements required. Just structure,

by the three weakest links: Knowledge Panel, consolidation, and a Knowledge Panel claim — the

schema, and search ownership — the legibility standard BlitzMetrics entity-home playbook.

layer, not the substance layer.

Why "24" specifically? 24 is the narrow entity-confidence reading — can a machine resolve "Brian Piper" to one
unambiguous person? It can't, because two other real Brian Pipers own the strongest signals (a 120-paper citation
graph and the exact-match .com). The receipts for every claim are on the last page, for anyone who wants to argue
the number.



DISAMBIGUATING BRIAN PIPER Why the confusion exists

Three real people, one hame

This isn't a case of a thin reputation. It's a case of three legitimate reputations colliding — and our Brian
holding the weakest machine signals of the three, even though he holds the strongest human one in his field.

Brian W. Piper OURS Brian J. Piper, PhD Brian F. Piper

Field Content strategy, AEO, Neuroscience & Music — writer / producer
marketing pharmacology

Home base Univ. of Rochester; AlreFlow Geisinger Commonwealth Independent, Flanders, NJ
Solutions School of Medicine

Machine Books, podcast, conference 120+ peer-reviewed Owns the exact-match

footprint bios, LinkedIn papers, Google Scholar, brianpiper.com

ORCID, NIH/DoD grants

Effect on Google Gets crowded out Dominates the citation Owns the #1 namespace
graph (the .com)

THE PUNCHLINE

The exact-match domain belongs to the musician. The academic authority belongs to the
neuroscientist. Our Brian is sandwiched between a published scientist and a domain owner — both of
whom beat him on the signals machines trust most. He wins on substance in his field and loses on
legibility. That is a fixable problem, not a fundamental one.

Why machines reward the other two

Search engines and Al models build their confidence from structured, corroborated, repeated signals. Academic
publishing produces exactly that: thousands of citations, ORCID IDs, co-author networks, DOI records. A

registered .com that matches a name is a primary identity anchor. Our Brian's proof — keynotes, books, podcasts —
is real but lives as unstructured mentions scattered across hundreds of event pages and show notes. To a machine,
structured beats impressive. The bridge is about converting his impressive into structured.



DISAMBIGUATING BRIAN PIPER Mission & the honest read

His MTP — and where the gap really is

MTP = Massive Transformative Purpose. The thing the whole brand should orbit.

IN HIS OWN WORDS

"He helps higher education and mission-driven organizations collaborate with Al to make
their work smarter, faster, and more human — bridging the gap between innovation and
impact."”

The throughline he can't see about himself

Across 25 years the constant has been one word: discoverability. Getting the right content found, wherever
the audience is looking. The channel kept changing; the mission never did.

1996-2015 — Search / SEO, before it had a name MTP, stated crisply:

2015-2021 — Content strategy & analytics at scale Help mission-driven organizations — especially
2021-2023 — Web3 communities & social tokens universities — get their best work found and
2023—-now — Al & Answer Engine Optimization trusted in the age of Al, human-first.

The honest part Dennis asked for

There is a real risk-read here, and we won't pretend otherwise: from the outside, Brian can look like someone who
teaches whatever is hot — content, then crypto, now Al — and the $PIPER coin / NFT chapter actively dates him
in 2026. If that were the whole story, Al couldn't help much, because there'd be no single thread to amplify.

But it isn't the whole story. Reframe the timeline around discoverability and the "shiny object” critique collapses: he
has always been the person who gets content found through whatever the dominant channel is. AEO is not a pivot —
it is the most natural chapter he's ever written. The direction is clear; the presentation is the problem. The fix is
narrative consolidation (and quietly retiring the coin from the front door), not reinvention.

Where the authority should be turning into income

Opportunity Why he's already positioned to win it

Higher-ed Al transformation He chairs U Rochester's Marcom Al Committee and has a workshop titled
"How to Launch and Run an Al Council." Package: keynote — workshop —
retainer. Every university needs this now.

Enterprise AEO / GEO His keynote "Beyond the Website: the future of discoverability" is AlreFlow's
consulting offer. Warm re-entry through the corporates he already trained — Xerox,
IBM, L3Harris, Volvo.

Premium keynote bracket 6x Content Marketing World + two "red stapler" awards = top-tier fees. He
should sell one signature keynote, not a menu of 40 talks.

Co-marketing with BlitzMetrics Already co-speaking in Wichita. Natural split: Brian on higher-ed/AEO
content, Dennis on Dollar-a-Day distribution. Cross-promote books,
podcasts, methodology.



DISAMBIGUATING BRIAN PIPER The 90-day bridge

How we close 24 — ~88

None of this invents new credentials. Every step takes authority Brian already owns and makes it machine-
readable. This is the same entity-home playbook BlitzMetrics runs on every brand.

Consolidate the entity home. Reposition brianwpiper.com as a facts-first entity home — born, what
he does, company, books, speaking, news — not a coin sales page. Pull $PIPER out of the logo and
demote it to one sub-page.

Add consolidated Person schema (RankMath — Person) with a complete sameAs: LinkedIn, X,
Instagram, Amazon author page, publisher pages, U Rochester, the podcast. Highest-leverage single
fix — it tells Google these scattered profiles are one person.

Standardize "Brian W. Piper" everywhere. The middle initial is the disambiguator from the
neuroscientist and the musician. Unify or cross-link the @flashpipe / @brianwpiper handles.

Harvest the under-credited proof into structured pages: the six Content Marketing World talks, the
Times Square / NFTNYC moment, the Pulizzi & Schaefer co-authorships, the two "top higher-ed
marketer" honors, the full podcast catalog.

Claim the Knowledge Panel once entity home + schema + sameAs are consolidated (BlitzMetrics KP
playbook). This is what flips the "three Brians" blur into one verified person.

Publish the entity-home reference build we've staged at dennisyu.com/brian-piper as the worked
example and internal link target.

Week 1 Weeks 24 Days 30-90

Schema + sameAs + name Entity-home rewrite, proof Knowledge Panel claim,
standardization. The fastest pages, coin demotion, handle monitor resolution, package the
points on the board. cleanup. keynote + higher-ed offer.

Domains — what we checked, what we did

Domain Status Action
brianpiper.com (exact match)  Taken — Brian F. Piper, Not ours; leave it
musician
brianwpiper.com Taken — his live entity Keep & consolidate
home v
brianpiper.ai / .co/ Available Recommended optional grab: brianpiper.ai (fits
thebrianpiper.com his Al positioning)

We did not buy a domain. Dennis's buy-trigger was "if he has no personal site and the exact name is available." He
already has a working entity home, and brianpiper.com is unavailable — so neither condition was met. brianpiper.ai is

a sensible defensive grab if he wants one; that's his call, not an automatic spend.



DISAMBIGUATING BRIAN PIPER Human vs. Al

What this cost — and what it means

Dennis asked us to price this honestly: what would a human team charge for everything in this report — the
research, the disambiguation, the scoring, the infographic, the website build, the meta-article, this PDF —
versus what it cost an Al agent to do it from a single Uber-ride conversation.

A human team The Al agent (Opus 4.8, max effort)
Research & 3-way disambiguation 5hrs Wall-clock time ~1 hour
Scoring + MTP / gap strategy 3 hrs Tokens processed (est.) ~400,000
Topic-wheel infographic (designer) 4 hrs Model cost (est.) ~$15-25
Entity-home website build 10 hrs Human time required one Uber ride
Meta-article + branded PDF 7 hrs = $20 in model cost, same day

. _— . Token + cost figures are good-faith estimates; the
Domains + coordination + email 2 hrs o . .
point is the order of magnitude, not the decimal.

Total ~30 hrs

= $4,500 at a blended $150/hr senior rate
Calendar time: 1-2 weeks elapsed (briefs, drafts,
revisions).

THE GAP

~$4,500 — ~$20. ~200x cheaper. 1-2 weeks — one afternoon. And the human still does
the part that matters: knowing Brian, making the introductions, standing on the stage.

Why this is good news for Brian specifically

Here's the part worth saying out loud on stage. Al is a multiplier, not a generator. It takes what already
exists and makes more of it. Brian has 25 years of real, earned substance — four books, a directorship, a
packed keynote history — so an Al agent can take his 24 of machine-visibility and lift it toward 88, because
there's a mountain of genuine reputation sitting there waiting to be harvested and structured.

For someone with little real substance, the same multiplier does almost nothing: zero times any multiplier is
still zero. Al can't manufacture authority that was never earned — it can only amplify what's there. So this
technology quietly rewards the people who did the work. Brian did the work. That's why Al doesn't replace
him — it finally lets the rest of the world see what he's already built.

That's the whole thesis from the Uber ride: do the work first, then let Al make it legible. Brian is the best kind of proof
— a real expert the machines just hadn't caught up to yet.



DISAMBIGUATING BRIAN PIPER Receipts — for anyone who wants to argue the 24

The footnotes

Every claim in this report, sourced. We expect people to push back on a "24" for someone this accomplished — that's
exactly the point. The facts below are why his authority is an 85 and his machine-visibility is a 24 at the same time.

1 - Identity & role. Director of Content Strategy & Assessment, University of Rochester; chair of the Marcom Al Committee;
member of the Al Council. Founder, AlreFlow Solutions. — brianwpiper.com/bio, Voices of Search (U Rochester episode),
Digital Collegium speaker pages.

2 - Books (x4). Epic Content Marketing 2nd ed. with Joe Pulizzi (McGraw-Hill, 2023); Epic Content Marketing for Higher
Education; co-editor, The Most Amazing Marketing Book Ever (Mark Schaefer); contributing author, The Content Entrepreneur.
— Amazon, Barnes & Noble, brianwpiper.com/books.

3 - Speaking. Content Marketing World 2020—-2025 (six consecutive years); NFTNYC 2021-2023; MAICON 2025; Social Media
Marketing World 2025; HighEdWeb (chaired the Analytics Summit); two "red stapler" awards. — brianwpiper.com/speaking-
engagements.

4 - Podcast. Host, "Al for U" (Enrollify network) — practical Al in higher education. — enrollify.org/podcasts/ai-for-u, Apple
Podcasts.

5 - Honors. Named one of the top higher-education marketers to follow, 2023 and 2024. — brianwpiper.com/bio.

6 - Corporate training. Built programs for Xerox, L3Harris, IBM, Volvo (also Harris, Carestream). — brianwpiper.com, Content
Marketing World speaker bio.

7 - Tenure. "Optimizing digital content since 1996" — 25+ years. — brianwpiper.com home & bio.

8 - COLLISION A — neuroscientist. Brian J. Piper, PhD, Associate Professor of Neuroscience, Geisinger Commonwealth
School of Medicine; 120+ peer-reviewed papers on opioid/cannabinoid pharmacoepidemiology; NIH/NIDA/DoD funding. —
geisinger.edu investigator profile, Google Scholar (user btw-4WEAAAAJ), ResearchGate, PeerJ.

9 - COLLISION B — musician. Brian F. Piper, music writer/producer/recording engineer, Flanders, NJ — owns the exact-match
brianpiper.com. — brianpiper.com.

10 - No Knowledge Panel. No Knowledge Panel renders for the content-marketer Brian Piper as of June 18, 2026; name
queries surface the neuroscientist's academic profiles and the musician's domain. — Google Knowledge Graph check, this
engagement.

11 - Domains. brianpiper.com unavailable (musician); brianwpiper.com is his live entity home; brianpiper.ai / .co /
thebrianpiper.com available. — GoDaddy availability check, June 18, 2026.

12 - $PIPER coin. Solana social token powering "Piper's Place"; featured over Times Square at NFTNYC 2022. Real, but a

dated Web3-era signal — recommended for demotion. — brianwpiper.com/piper-coin.

Prepared by Dennis Yu with an Al agent - Digital Day Wichita, June 18-19, 2026 - Method: BlitzMetrics Personal
Brand Score (100-pt) + Knowledge Graph disambiguation - Worked example staged at dennisyu.com/brian-piper.



BLITZMETRICS - PERSONAL BRAND ENGINEERING - FIELD NOTE

How we disambiguated Brian Piper in one
Uber ride

A 25-year content authority who became invisible to Al search — and the one-hour fix that
made him legible again. This is a worked example for our agents, and a preview of what Al

does to good reputations.

By Dennis Yu, with an Al agent (Opus 4.8) - June 18, 2026 - ~9-minute read

Brian Piper and | are speaking at Digital Day Wichita on AEO and SEO. On the
ride over, we ran his name through Google's Knowledge Graph and our Personal
Brand Score tool — and found the most flattering problem a person can have: he

has earned an enormous reputation that the machines simply can't read.

What follows is everything an Al agent did from that single conversation — the research, the
disambiguation, the scoring, the diagram, the website, and the economics. We publish these
"meta-articles" so our other agents learn the playbook, and so clients can see exactly how the

sausage is made.

85 24 61

What Brian has earned — What machines can see — The credibility gap — authority

human-judged authority entity confidence not yet harvested

The picture: a credibility wheel

The first job was to figure out which "Brian Piper" facts are real and most credible, and
structure them so a non-technical audience can see it at a glance. In the middle is the real
Brian. Around him, six verified achievements, ranked from most credible outward. Below the

line: the two different people Google keeps merging him with.



Author x4
Epic Content Mktg 2e

Award-winner Univ. of Rochester
top mktr '23 & '24 dir., content strategy

Brian W. Piper

the "W" is the key
since 1996

AlreFlow Solutions Keynote speaker
founder — AEO / Al 6x Content Mktg World

Podcast host
"Al for U"

Not the same person — Google merges these three under one nhame:

Brian J. Piper, PhD Brian F. Piper
neuroscientist - Geisinger - 120+ papers musician - owns brianpiper.com

The credibility wheel. The only thing separating the three Brian Pipers is a single middle initial — W vs. J vs. F.

The collision: three real people, one nhame

This isn't a thin-reputation story. It's three legitimate reputations colliding — and our Brian
holding the weakest machine signals even though he holds the strongest human one in his
field.

Brian W. Piper (ours) Brian J. Piper, PhD Brian F. Piper
Field Content / AEO Neuroscience Music

Signal Books, podcast, talks 120+ papers, Google Scholar Owns brianpiper.com



Effect Crowded out Owns the citation graph Owns the namespace

The punchline writes itself: the exact-match domain belongs to the musician, the academic
authority belongs to the neuroscientist, and our Brian is sandwiched between them —
beaten on exactly the structured signals machines trust most. To a search engine or an Al

model, structured beats impressive. The whole job is converting his impressive into structured.

The two scores — and why we report both

We deliberately publish two numbers. One measures the reputation Brian has earned (an 85
— four books, one with Joe Pulizzi the "godfather of content marketing"; Director of Content
Strategy at the University of Rochester; six straight years on the Content Marketing World main
stage). The other measures how much of it a machine can resolve to one unambiguous
person (a 24 — no Knowledge Panel, wrong website, scattered handles, three Brians fighting).

The distance between them is the entire opportunity.

THE REFRAME

Brian's 61-point gap isn't a reputation problem — it's a plumbing problem. Nothing
needs to be invented. Everything we'd "build" already exists; it just needs to be made
legible to Google and the Al answer engines. That's the single best setup for an Al assist,

because Al multiplies what's already there.

His MTP — and the honest part

Dennis asked us to be honest about whether Brian has a real mission or just likes to teach
whatever's hot. The fair read: he's chased three waves — content marketing, then Web3/NFTs,
now AI/AEO — and the crypto chapter dates him. But look closer and the constant is

unmistakable:

Discoverability. Getting the right content found, wherever the audience is

looking. Search — social -~ communities — Al.

Stated crisply, his MTP is: help mission-driven organizations — especially universities —

get their best work found and trusted in the age of Al, human-first. AEO isn't a pivot for



him; it's the fourth act of a 25-year discoverability career. There is a clear direction. His brand
presentation just buries it. The fix is narrative consolidation, not reinvention — and quietly
retiring the $PIPER coin from the front door.

The entity home we built

To make the fix concrete, the agent built a reference entity-home site — facts-first, with
consolidated Person schema, a complete sameAs list, and a signature "Which Brian Piper?"
disambiguation block baked right into the page. It's staged as a worked example at

dennisyu.com/brian-piper.

Brian W. Piper About Whatldo Books Speaking Podcast Connect

The content-marketing Brian Piper — the “W”.

Brian W. Piper

Content strategy & AEO authority. Optimizing digital content

since 1996.

Director of Content Strategy & Assessment at the University of Rochester.
Founder of AlreFlow Solutions. Co-author of Epic Content Marketing (2nd
ed.) with Joe Pulizzi, and host of the Al for U podcast. He helps mission-
driven organizations get their best work found and trusted in the age of Al —

human-first.

Book a keynote

25+ 4 6% 100s

The reference entity home — the single machine-readable record of who he is, so Al stops confusing him with the

others.

What the agent actually did (the playbook)

0 Verified identity across sources — web, LinkedIn, his own site, podcasts, conference

bios — and separated him from the two namesakes.


https://dennisyu.com/brian-piper/

Disambiguated the Knowledge Graph — identified the neuroscientist and the

musician as the colliding entities, and the middle initial as the resolver.

Scored the brand on the BlitzMetrics 100-point rubric; reported earned (85) vs.

machine-legible (24).

Found the MTP and steel-manned it honestly against the "shiny-object"” critique.

Checked domains — confirmed brianpiper.com belongs to the musician; recommended
(did not auto-buy) brianpiper.ai.

Designed the topic wheel for a non-technical stage audience, with footnoted receipts

for skeptics.

Built the entity-home site with Person schema + sameAs + disambiguation block.

Produced a branded PDF report and this meta-article; packaged it for email.

Human vs. Al — what this cost

The honest economics, because that's the point of the field note.

Approach Time Cost
A human team (research + design + dev + writing)  ~30 hours over 1-2 weeks = $4,500

The Al agent (Opus 4.8, max effort) ~1 hour, same day = $20 (~400K tokens)

Roughly 200x cheaper and an order of magnitude faster — and the human still does the
part that matters: knowing Brian, making the introductions, standing on the stage. (Token and

cost figures are good-faith estimates; the point is the order of magnitude.)

THE THESIS WORTH SAYING ON STAGE

Al is a multiplier, not a generator. It takes what already exists and makes more of it.

Brian has 25 years of real, earned substance — so an agent can take his 24 of machine-



visibility and lift it toward 88, because there's a mountain of genuine reputation waiting to
be harvested and structured.

For someone with little real substance, the same multiplier does almost nothing — zero
times any multiplier is still zero. Al can't manufacture authority that was never earned; it
can only amplify what's there. So this technology quietly rewards the people who did
the work. Brian did the work. That's why Al doesn't replace him — it finally lets the world

see what he already built.

Download the full PDF report See the entity home

Method: BlitzMetrics Personal Brand Score (100-point) + Knowledge Graph disambiguation. Prepared by Dennis
Yu with an Al agent as a teaching example for the BlitzMetrics agent library. Brian's canonical home is
brianwpiper.com; the dennisyu.com/brian-piper build is a reference example.

BlitzMetrics — Personal Brand Engineering

Own your name on Google. Become the entity. Get found by Al. - Personal brand websites - The 100-point score



file:///sessions/modest-optimistic-hypatia/mnt/Personal%20Brand%20Website/Brian-Piper/Brian-Piper-Disambiguation-Report.pdf
https://dennisyu.com/brian-piper/
https://blitzmetrics.com/personal-branding-websites-with-blitzmetrics/
https://blitzmetrics.com/personal-brand-score/

