Q

Queens Tech +
Innovation Challenge

Al-Powered
Startup
Marketing on a
Bootstrap
Budget

David Berkowitz
Founder, High Caliber Al

david@highcaliberai.com
linkedin.com/in/dberkowitz



HEVA]L




" 4

: ILIFIELDS
“M‘

Double-
header!




SCAN ME
@lins(e)

Y ﬁ STEAL THESE
o SLIDES,
9;‘-'5 GET MORE RESOURCES!

-

highcaliberai.com/queenstech



There's lots of Al innovation
happening here in Queens!

@ EN PAK About Us Our Enpak Internships Blog

The To Your Community

Explore Getalife stUdios for 360 Digital Enpak creates digital community hubs through the Enpak app that give people access
Marketlng and Content Creation in NYC. to trusted local news, meaningful events, and the small businesses that shape their
neighborhoods.

Become an Early Adopter

thewebempire

Home  WebDesign v Digital Marketing v Platforms & CMS v Hosting v Portfolio  Blog ~ About v

Users . Last 30 days
c ) Priority access Exclusive invites Build the future

Get to experience the app before Be the first invited to demos, Be part of a new local ecosystem

¥ 4.9/ Overall client rating

Web Design &

Digital Marketing
Get in front of your ideal prospects and turn them into customers with better SEO, /\//“\j\/

anyone else and assist us in feature community events, and trainings powered by good tech

testing

Traffic Increase

advertising, content marketing, lead management, and a website that converts.

Website Design Services

Sales comparison  (KEEESD




| even spent a bit working at
this one

WITHIN

Growth comes

from W[YHIN




This is Al right now

Stuff I'm expected to know at work

@digital_chadvertising

B Was taught in school
B Was in the job description




4 Frontiers for
Al Marketing Right Now

1) Vibe coding (and... vibe marketing)

2) Synthetic audiences

3) Al optimization / GEO

4) Agents

N






VISUALIZATION:
NAPKIN.AI

Balancing Al's Strengths and Weaknesses

Content
generation at
scale

Automates
repetitive tasks

Surfaces
insights from
data

Enhances speed
and efficiency

Personalizes
messaging
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Al Capabilities

Lacks emotional
{20)

resonance

Can't replace
creative
judgment

Needs human
framing

Can't make
strategic
decisions

Can't build trust

Al Limitations



Image to Video: Gemini + V

Crisis Management and Social Media Tips for SMBs

When your brand’s mentions start exploding for the wrong reasons, notifications pile up, and your
small business can quickly become the focus of a social media storm. This is the reality of crisis
management and social media. You do not have to feel powerless when a crisis occurs. You can

Read More »
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AVATARS:
HEDRA (L),
HEYGEN (R)




Video clips: Opus.pro

Seiyims 00:00 00:59
ersonalization a

HeyGen Al: Create
Personalized Video for..

Al SSARV\DE;
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Al & Beer: Beck's
Autonomous Beer's..
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David Bedcowits' |

96

Al Projects: Why Most
Fail & What's Working...

hy no Al tool or 00:00 00:50

trategy will solve all
our problems ":}

Al Won't Save Your
Business: Fundamental..




“VEDC | CREATED THIS ¢ é
NEEDS A GOOD SONG MYSELF! J
JINGLE S

JingleMyBrand.com




Ad Creative: AdCreative.ai
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Need AI-SriQen Marketing?

MASTER Al IN
MARKETING NOW

Need Al-Driven \

Marketing? Need Al-Driven Marketing?
Master Al in Marketing

e Master Al in Marketing

Now
Boost Your Strategy! -«
: = Boost Your Strategy! 4

4!

BOOST YOUR STRATEGY! ¥
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Vibe coding: Base44
(Q R

Queens Tech + Innovation Challenge

Finalists Announcement & Networking Event

March 31,2026

Share: @ Share i@ Linkedin $J Twitter & Copy Link

57

Keynote Presentation

Al-Powered Startup Marketing on a Bootstrap Budget

Learn how early-stage startups can leverage Al tools to compete with bigger players—
without breaking the bank

Slides coming soon




DB
' Is there any really kind of fun, cool, crazy, wow-inducing experience for the

/QueensEDC page specific to Queens we can put together here?

©

Base44

> Thought for 11s

Queens is famous for being the most linguistically diverse place on Earth — 160+ languages spoken.
The wow experience: "Translate Your Brand Message into Any Language Spoken in Queens" —
type your tagline, Al translates it into a random Queens language with pronunciation guide and fun

facts. It's interactive, uses live Al, is hyper-local, and directly ties to the keynote.

Let me read the current page first, then build it.

Read pages/Queens Tech
> Thought for 6s

Love it. I'm building a "Queens Language Challenge" — Queens has 160+ languages, the most
diverse place on Earth. Attendees type their startup tagline, hit a button, and Al translates it into a
surprise Queens language with pronunciation help and a fun local fact. Hyper-local, genuinely

surprising, and ties directly to marketing reach.

Wrote Queens Translator




Your startup tagline or marketing message:

So many ways to JetBlue. ¢ Translate!

Bengali @

T Jamaica — one of NYC's fastest-growing Bangladeshi communities

YOUR TAGLINE IN BENGALI:

(SIBYI AT G |

d» HOW TO SAY IT:
jetblur nana upay.

2 Nuance: B Marketing insight:

This literally means 'many ways to Bengali-speaking communities in Queens
JetBlue,' emphasizing diversity in options are likely to resonate with the concept of
and experiences. variety and choice, as these communities

celebrate cultural diversity and often seek
services that accommodate their unique
travel needs.

>3 Translate into a different Queens language




=sm Arabic

T Astoria — home to a large Egyptian and Middle Eastern community

YOUR TAGLINE IN ARABIC:
o Cux> 2o )l 6,05 §,b.

d» HOW TO SAY IT:
Turuq katheerah lil-safar ma'a JetBlue.

® Nuance: B Marketing insight:

Literally means 'many ways for travel with Arabic-speaking communities in Queens

JetBlue', highlighting the various options appreciate personalized travel options

available. that cater to diverse needs, making the
promise of flexibility in travel particularly
appealing.

>3 Translate into a different Queens language




@%‘. Gujarati
[ 1 1]

W ¢ Jackson Heights — alongside a thriving South Asian business district

YOUR TAGLINE IN GUJARATI:

F20 12 &li A1 D,

d» HOW TO SAY IT:
jetblu maate ghana margo ché.

® Nuance:
It literally means 'There are many paths to
JetBlue.'

B Marketing insight:

In Queens, where the Gujarati community
values convenience and variety, this
tagline will resonate as it suggests that
JetBlue offers numerous options for
travel, aligning with their desire for

flexibility and choice.

23 Translate into a different Queens language




‘ $ Fulani

T Southeast Queens — West African Fulani community

YOUR TAGLINE IN FULANI:

Kadi habbe ben JetBlue.

gy HOW TO SAY IT:
Kah—-dee hahb-beh behn JetBlue.

® Nuance: B Marketing insight:

It literally means 'So many ways to Fulani-speaking communities in Queens,
JetBlue.' The word 'kadi' suggests who value community connectivity and
abundance or plenty, while 'habbe' refers diverse travel options, may resonate with
to ways or means, making it relatable. this tagline as it emphasizes the wide

range of travel choices available to them.

>3 Translate into a different Queens language




Vibe coding:
CommunityCondolences.org

09, (%””mmig!

A Place to Honor
Your Community's Legacy

Community Condolences provides professional communities a dedicated, dignified

space to remember and celebrate their departed members.

2~ Request a Community Space




More vibe coding options:
ChatGPT Codex

o Brief BriefMe Howitworks Features Pricing Open app

DAILY INTELLIGENCE

Track the voices
that Sh ape your A fintech CEO posts about Al risk
n arrat ive - Scl)irenr;i:l:gf;zggnght your governance framework and

BriefMe watches key people across LinkedIn and Bluesky and BRI " citos rogulatory headwinds
delivers daily briefs with client—ready takeaways. No noise. Just Client angle: propose a POV piece on proactive collaboration.

what matters.

Request early access See sample brief

LinkedIn + Bluesky  Daily digests  Client-ready insights

25 tracked voices

Morning Brief

Next brief at 8:00 AM View all alerts




Al Optimization (GEO): Otterl

Top Prompts - Detailed Report

28 Aug 2025 v Daily vV £ United States V'  Alltags v Al Search Engines: All v [ Export report

Report showing 10 prompts

Prompt Country Tags Intent Total —Brand My BI:and T?tal- My [?omain
Volume Mentions Mentions Citations Citations

How can marketing professionals join a com... g United States 0 35 4 30 4

What newsletters recommend content for m... g United States 0 49 0 37 0

How does the Al Marketers Guild help mark... g United States 0 12 3 36 18

What benefits does the Al Marketers Guild o... g United States 0 9 3 35 10
Where can | find professional development ... g United States 0 38 1 49 2

Which communities provide hands-on work... g United States 0 31 1 44 2

How can marketers stay competitive with th... g United States 0 30 0 48 0

What is the Al Marketers Guild and how doe... g United States 0 17 3 34 16

Are there resources or events for learning Al... g United States 0 30 2 45 2

(I

Is there a Slack community dedicated to Al ... United States 0 23 1 31 1




Domain Rank O

Rank Domain # of citations

1 B aimarketersguild.com 55

OTT E R LY 2 . marketingaiinstitute.com 26

3 n ama.org 13

D O M AI N 4 m meetup.com 13
RA N K I N G S 5 ; thelettertwo.com 9
6 titanmindhg.com 8
7 E reddit.com 7
8 q leonardom.com 6
9 m linkedin.com 6
10 (+¢ coschedule.com 5

View detailed report




() Top Queries where you are mentioned ©

Query Count Sentiment
online culinary programs 3 77%
best cooking schools for career 3 83%
professional baking courses 2 80%
vegan culinary programs 2 78%
professional chef training 2 85%

[A Top Cited Pages ©

Pages Frequency
1‘ https:/fwww.escoffier.edufacademics/culinary-arts-... & 1.2%

¥ https://edibleethics.com/guides/best-online-vegan... & 1.2%

Al Optimization: Passionfruit

Show all > ¢ Top Queries by Citations ©
Platforms Query Unique Pages
+ A vegan culinary programs 2 © View
¥ A professional chef training 2 @ View
g learn to be a chef 2 ® View
A b online culinary programs 2 ©® View
4 best cooking schools for career 1 ®© View

Showing 1-5 of 5 items

Show all > @ Top Cited Domains O

Avg Rank Domain Frequency
D 38 t:} vertexaisearch.cloud.google.com & 8.1%
Q 71 F  escoffieredu @ 4.9%

Platforms

Show all >

Avg Rank

Q 61

@ 83
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SparkToro: Al / Search indexing

Search & Al Tools Usage Export csv

Use of search & Al tools by visitors to progresspartners.com Chart Customizations ~

® Your Audience @ US Average

80%
3, 39%) —
3
C 60%
Q
o
g
Q
o 40%
a
5 19 €0
Audience Rank #1 #2 #3 #4 #5 #6 #7

(most to least used)

G ®

Q 4 ¥ k3




Biz Dev: Happenstance.ai

Q David Berkowitz © 1week ago

Senior mktg/ad folks

senior folks in the marketing / ad industry in the Los Angeles area

$& I've found 30 people.

Certainly! I'm searching through the connections you've included.

[&] Linkedin 12.2K

Show thinking v

+ Ask your network

Person

o

MN

Tony Winders

& Noble Profit

Board Member and Chief
Marketing Officer

™ Gmail +1

Cheryl Idell

& Progress Partners
Executive In Residence
[E Work Profile

Michelle Ngo

& Gannett | USA
TODAY NETWORK
SVP, Customer Success
M Gmail +1

Talia Cirangle

& The Kive Company
Senior Marketing Manager
@ Google Contacts +2

@ contacts 4.2k

& @ New (1) Share

M Gmail 2.2k [EJ Calendar 414 Twitter &R Outlook
%* Find more
Score Thinking Mutuals

Tony describes himself as a marketing leader and fractional CMO, and holds multiple CEO and CMO positions, indicating a
senior level of experience.

Tony's self-description and extensive work history clearly show he is a marketing executive with expertise in advertising
technology and digital media.

Tony's location is listed as the Los Angeles Metropolitan Area.

Tony has extensive experience as a fractional CMO and consultant for numerous B2B technology, media, advertising, and
blockchain companies, demonstrating broad industry knowledge. (2010 - 2018)

Cheryl is currently an Executive In Residence at Progress Partners and has held several EVP and VP roles in the past, indicating
a senior professional level.

Cheryl is currently located in Los Angeles, California.

Cheryl has extensive experience in consumer insights and analytics, particularly within the media, entertainment, and
streaming sectors, and has a strong track record of leading teams and driving business growth through data-driven strategies.

Q

Michelle is currently an SVP at Gannett Media and an Executive in Residence, indicating a senior professional level.

Michelle has over 20 years of experience in the digital media and marketing industry, and is currently SVP, Customer Success
at Gannett | USA TODAY NETWORK.

Michelle was recognized as a Top 50 Multicultural Leader in 2021 and is a Founding Member of The Authentic Asian, a
community for AAPI Female Leaders.

Q

Talia is currently a Senior Marketing Manager at The Kive Company, indicating a senior professional role.

Talia's current role is Senior Marketing Manager, and her self-description also highlights 'Marketing @ The Kive Company,'
confirming her work in the marketing industry.

Talia's basic info states her location as Los Angeles, California, United States.

Talia has extensive experience in growth marketing strategy and has been a panelist at industry events like eTail West and
CommerceNext, speaking on retention strategies. (2017 - 2018)

(&)




Are synthetic audiences the
future? (Rally)

Get instant feedback on your
ideas with virtual focus groups

Each Al persona is calibrated on interviews with a real person until you can't
tell them apart. Hear a second opinion, on every decision, right when you
need it.

Start Focus Group

29 Multi-Agent Generate multiple realistic responses
« Summary Analyze answers with key insights
Il Actions Agents can vote on different options

H‘) Personas Unique profiles based on your audience



https://app.askrally.com/chat/rcd64382cf7d14d

Sampled @XiEleP from Small Business Owners Sample: = 5 Random &

IC
O N/ JN OM LF SW v

Size: 5 Method: Random

Time-pressed entrepreneurs managing businesses wit
h 1-50 employees. Mix of digital-native and traditional..

& What are some of the best reasons to start a business in Queens, NY?

O w
™M I'm imagining the corner storefront already: smells of fresh bread, a mix of voices

in Spanish, Bengali, Mandarin, Greek — it's noisy in the best way. Queens is like a
world market condensed into neighborhoods; that alone feels like gold for
someone who sells food or any culturally-driven product. If | were considering
opening a new location or testing a concept, these are the reasons that keep
nudging at me.



A balanced, synthetic POV

Summary Fast

We all agree that Queens is a vibrant, diverse test market with lower entry costs than
Manhattan, a rich mix of communities, and ample pop-up opportunities. The
neighborhood diversity allows you to fine-tune products and messaging through rapid,
localized feedback, making it a great place to test new concepts and build community
trust. At the same time, dealing with complex permits, rising rents, operational logistics,
and staffing challenges require careful planning. Our collective recommendation is to
scout different neighborhoods, conduct pop-ups for real-time market validation, establish
local partnerships with community organizations and suppliers, and budget for regulatory
hurdles. In short, Queens offers real opportunity as long as you approach it with practical,
flexible planning and respect for its distinctive local character.




So | asked my own research
tool... PanelSynth.com

What are some of the best reasons to start a business in Queens, NY? Open-Ended

2 10 responses (O 101s [ 3/27/2026

N

<F Al Strategist Summary

Panelists consistently expressed enthusiasm about the unique opportunities in Queens, particularly regarding its cultural diversity and
community focus. Many identified health, wellness, and education as vital areas for enterprise, suggesting a strong interest in supporting
family-oriented or socially responsible ventures. Interestingly, while the entrepreneurs predominantly viewed Queens as a rich ground for
creativity and innovation, there were notable differences in how they envisioned engagement with the community, depending on their
backgrounds. The strongest fault line emerged between traditional family-oriented aspirations and tech-driven entrepreneurial ambitions.




Top Insights

o There's a significant interest in creating family-oriented
businesses that support community bonding and

engagement, reflecting a strong desire to enhance family life

MY FAKE PANEL
LIKES YOUR
REAL
BOROUGH

Cultural and community appreciation is a driving theme, with
multiple panelists expressing the want to celebrate diversity

through art, food, and education initiatives.

Tech entrepreneurs are keen to leverage the growing market

in Queens, signifying a blend of innovation with local needs.

Panelists place high value on mentorship and youth
development, indicating a potential niche for businesses
focused on sports and education.

Women in the panel displayed an intense drive towards
sustainability and wellness-oriented concepts, aiming to

shape community health.

There's a clear inclination towards cooperative models that

emphasize local partnerships over competition within the

market.



I'm not sure these are really
that surprising

Demographic Trends

#1 INCOME BRACKET
Higher income panelists favor tech-driven ventures while lower-income focus on community support.

#2 AGE GENERATION
Younger entrepreneurs prefer innovative models; older panelists focus on family-oriented businesses.

#3 GENDER
Women-led initiatives significantly prioritize sustainability and health.

#4 POLITICAL LEAN
Liberal-minded panelists advocate for community values over profit.

#5 TECH SAVVINESS
Panelists with higher tech savviness lean towards digital innovation.




But hey, give it up for my
bots’' enthusiasm!

e Shanice Johnson Very Positive
34y - Brooklyn, NY - $60k-$100k

Queens has this incredible vibe that inspires creativity and collaboration! As a teacher, | see dreams in my students’ eyes, and | want to
contribute to that by launching an educational workshop series for young artists. Plus, the cultural tapestry of Queens means | can incorporate
different perspectives into my business, making it truly unique. It's a chance to uplift both my students and the community, and that's what
drives me.

Empowerment Through Education Cultural Diversity Community Upliftment




Oh, come on!

¥ Al Strategist Summary

The results reveal a slight preference for the Yankees among the panelists, but what stands out is the emotional connection many have with
their choices. Personal stories tie back to family and community values, particularly among the Mets supporters, who emphasize nostalgia
and sustainability. There's a clear fault line in sentiment; the Yankees are viewed positively for their historical success, while the Mets evoke
strong community ties and innovative spirit. Interestingly, support for the Mets appears to draw in more eco-conscious or family-oriented

individuals.
Choice Distribution Top Insights
A. Mets 4 (44%) o Yankees supporters often cite ambition and success as key
D
reasons for their loyalty, aligning with their professional
B. Yankees 5 (56%)

—— identities.

e Mets supporters reveal deeper emotional narratives,
emphasizing community values and sustainability,
showcasing a potential marketing angle for eco-friendly
initiatives.

e While most panelists lean towards one team, their reasons

highlight a diverse intersection of personal values, career
influences, and community engagement.

Age does not significantly influence team preference as
emotional narratives prevail over generational loyalties.

The tension between traditional success and innovative

approaches is personified in the rivalry, indicating rich

storytelling potential for both franchises.




Who's your favorite team? Multiple Choice

2, 8responses (O 84s [ 3/27/2026

<# Al Strategist Summary

The results reveal a slight preference for the Yankees among the panelists, but what stands out is the emotional connection many have with
their choices. Personal stories tie back to family and community values, particularly among the Mets supporters, who emphasize nostalgia
and sustainability. There's a clear fault line in sentiment; the Yankees are viewed positively for their historical success, while the Mets evoke

strong community ties and innovative spirit. Interestingly, support for the Mets appears to draw in more eco-conscious or family-oriented
individuals.

A. Mets 4 (44%) o Yankees supporters often cite ambition and success as key

D

reasons for their loyalty, aligning with their professional
B. Yankees 5 (56%) . .
S identities.

o Mets supporters reveal deeper emotional narratives,
emphasizing community values and sustainability,
showcasing a potential marketing angle for eco-friendly
initiatives.

e While most panelists lean towards one team, their reasons
highlight a diverse intersection of personal values, career
influences, and community engagement.

Age does not significantly influence team preference as

emotional narratives prevail over generational loyalties.

The tension between traditional success and innovative

approaches is personified in the rivalry, indicating rich

storytelling potential for both franchises.
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The most important word in Al is...




Thank you!

David Berkowitz

Founder, Al Marketers Guild
Founder, High Caliber Al

david@highcaliberai.com

linkedin.com/in/dberkowitz

highcaliberai.com/queenstech
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