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Content partially generated by artificial
intelligence, refined by human expertise.

This Playbook is part of the CMA's Al Mastery Series,
empowering marketers to Implement Al in ways that
earn regulatory confidence, maintain strong brand
reputation, and foster consumer trust



Your quick-start AI roadmap

You have approval to experiment with Al but unsure where to start? This playbook
is your roadmap for turning that approval into measurable impact within 30 days.
It provides a practical approach to integrate Al into your content, social, email and
analytics workflows without getting lost in endless experimentation.

You will learn how to:

« assess your Al readiness and audit workflows for immediate opportunities

« choose available tools including Microsoft Copilot

« experiment safely with ethical guardrails

« implement three proven workflow transformations with measurable results

To get started, complete the readiness check on the next slide to identify your
optimal starting point.

Before implementing any Al solution, keep the following responsible Al principles
top of mind:

« commit to human oversight of all outputs,

+ transparent data usage with proper consent,

» brand voice consistency; and

« documentation of decisions for accountability.

Remember that Al is not appropriate for crisis communication, sensitive customer
issues requiring empathy or strategic brand decisions requiring human judgment.
Ensure activities follow your organization’s internal policies and comply with
applicable laws.

Team adoption tip: Start with eager volunteers rather than mandating Al use.
Share early wins visibly and pair champions with skeptics to build momentum.
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Five-minute Al readiness check

Score your team from one (needs work) to three (ready) in each area:

Area

Manual
repetition

Data
quality

Tool access

Team
readiness

Budget
flexibility

Score 1 (needs work)

10 or more hours
weekly on repetitive
tasks (reporting,

scheduling, copywriting)

Fragmented or
inconsistent data, no
reliable tracking

Basic tools only (email,

social media platforms)

Team is resistant to
change, prefers
established processes

Lengthy approvals for
new tool testing

Score 2 (developing)

Five to 10 hours
weekly on repetitive
tasks

Basic tracking in
place, can view top-
line metrics

Have marketing
automation platform

Team is cautiously
open to new
technology

Some flexibility to
test tools with
moderate approval

Score 3 (ready)

Less than five hours
weekly on repetitive
tasks

Unified, reliable
customer data with
conversion tracking

Have Microsoft 365
or comprehensive
marketing
automation suite

Team is eager to
experiment with
new tools

Can test new tools
freely with minimal
approval

Higher scores indicate stronger technical readiness and data maturity, not
necessarily the greatest Al opportunity. Your score directs your start:

« 5to 8 suggests beginning with workflow two (Microsoft Copilot productivity).
* 9to 11 points to workflow three (email personalization)
« 12 to 15 you are ready to tackle workflow one (social listening agent).
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Find your highest-impact
starting point

The marketers proving ROl in 2026 do not randomly test Al, they strategically

target high-volume, low-complexity activities where automation delivers

measurable time savings. Map your weekly activities across four categories:

« content creation (blogs, social posts, email copy, two to eight hours weekly),

 social media management (scheduling, monitoring, engagement, three to 10
hours weekly),

« email operations (segmentation, list management, A/B testing, two to six
hours weekly), and

« analytics reporting (data pulls, dashboard updates, performance
summaries, two to five hours weekly).

Circle tasks consuming more than two hours weekly that require minimal

strategic judgment, these are your Al quick-win targets.

Common mistakes to avoid:

« over-automating before understanding the process (scales broken
workflows),

 skipping baseline measurement (cannot prove ROI without before metrics),

« ignoring brand voice drift (Al dilutes consistency without tight guidelines),

 rushing data connections without privacy review (compliance violations),

+ buying tools before identifying problems to solve (tool-first versus problem-
first thinking).

Ensure any task involving customer data has proper consent and privacy-
related protocols in place before Al implementation.
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Start with what you already have

Focus on accessible, proven tools rather than expensive enterprise platforms.

Content creation tools (e.g., Jasper, Copy.ai, ChatGPT)
« Generate first drafts for blogs, social posts, email copy and campaign briefs
« Train Al on your brand voice for consistent messaging across channels

Design and creative tools (e.g., Canva Magic Studio, Adobe Firefly, Midjourney)
« Create Al-powered graphics, image variations and video content
« Speed up visual production from concept to publication-ready assets

Social listening and publishing tools (e.g., Sprout Social, Hootsuite, Brandwatch)
« Monitor brand mentions, competitor activity and trending topics in real-time
« Automate scheduling and optimize posting times based on engagement patterns

Email marketing and automation platforms (e.g., HubSpot, Mailchimp, Klaviyo)
« Build predictive customer segments based on behaviour and purchase patterns
« Automate personalized messaging triggered by customer actions

Analytics and insights tools (e.g., Google Analytics 4, Tableau, Power BI)
« Generate automated performance reports and cross-channel attribution
« Surface actionable insights from campaign data without manual analysis

Microsoft Copilot, included with many Microsoft 365 subscriptions, can save 40 to
60 minutes daily on routine tasks, allowing teams to produce more, run more
experiments and accelerate campaign cycles without increasing headcount.

Budget guidance: Start with zero-cost tools to prove value before requesting budget
for paid platforms. Expect $50 to $200 monthly for entry-level Al tools once ready to
scale. Integration tip: For initial pilots, manual data exports are acceptable. Native
integrations become important only when scaling to daily workflows.
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Al makes
your skills
scalable.
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Test smart, not fast

Successful Al experimentation follows structure, not speed. Use this four-week pilot
approach:

Week Focus Key actions

One Foundation Complete workflow audit, select one use case, document current
process, establish baseline metrics (time spent, performance
benchmarks)

Two Setup Connect Al tool to platforms, configure automation or templates,
train two to three team members, create ethical guidelines
document

Three Launch Begin Al-assisted tasks, monitor results daily, track time savings
and quality metrics, document wins and challenges, adjust
settings

Four Optimise Compare results to baseline, calculate ROI (time saved multiplied

by hourly rate), prepare stakeholder report, identify next use case

Ethical considerations:

« customer data use has documented consent,

Al outputs reviewed by humans before publishing,

« brand voice consistency maintained,

« decisions logged for accountability

Test with synthetic audiences (Al-generated personas) before real campaigns to
pressure-test messaging without budget risk.

Success criteria (define before launch, refine as you go): Time savings (hours saved
weekly), quality metrics (conversion rate, engagement rate), cost metrics (cost per
acquisition, ROAS), team adoption (daily active users). In addition to time savings,
track improvements in campaign velocity, content output and conversion
performance. These strategic gains often deliver greater long-term value than
efficiency alone.
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Workflow one: 24/7 brand
monitoring

If you scored 12 to 15 on the readiness assessment, start here. Workflow one
replaces hours of manual social media monitoring with automated, 24/7 intelligence
gathering with set up time around 20 minutes.

Impact: Identify customer service issues faster, capture competitor moves within 24
hours, surface trending topics for content opportunities.

Readiness checklist:

« Active social media presence on two or more platforms
« Defined brand keywords and competitor list

« Team member assigned to review daily digests

+ Crisis response protocol in place

Implementation:
Timing  Actions

Week Set up Brandwatch Iris Al or Sprout Social Al listening, configure monitoring

one for brand name variations, product names, executive names, competitor
brands and industry keywords, set alert thresholds for volume spikes or
negative sentiment

Weeks Review daily digest reports (10 minutes), categorise by sentiment (positive,
two to neutral, negative, urgent) and priority (influencer mention, media coverage,
four crisis indicator), create weekly trend summary for team, refine keyword list

based on valuable versus noise alerts

Scaling next: Add multilingual monitoring for French-Canadian markets, integrate
with CRM to match social mentions to customer records, set up automated
response workflows for common questions, create competitive intelligence
dashboard.
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Workf{low two: Unlock the Al you
already own

If you scored 5 to 8 on the readiness assessment, start here. Workflow two activates
Microsoft Copilot, already included in most Microsoft 365 subscriptions, to
automate routine marketing tasks with set up time around 10 minutes.

Readiness checklist:

« Microsoft 365 subscription with Copilot access
« Team trained on basic prompting

« Defined use cases for first week

« Success metrics identified

Implementation:

Timing Actions

Week one Use Copilot for two daily tasks: summarize every Teams meeting to

(build the generate action items (saves 15 minutes per meeting), draft three email

habit) responses using coaching feature to refine tone (saves 10 to 20 minutes
daily)

Week two Use Copilot in Word for first-draft blog posts and campaign briefs (saves

(expand) 30 to 60 minutes per asset), in Excel to analyze campaign data and

create visualizations (saves 20 to 40 minutes per report), in PowerPoint
to transform content into presentation slides (saves 45 to 90 minutes

per deck)
Week three  Track time saved per person per task, identify highest-value use cases,
to four create internal prompt library for common tasks, train additional team
(optimise) members

Scaling next: Integrate Copilot with CRM data for personalized email drafting, use
for competitive analysis summarization, create automated reporting workflows.
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Workilow three: From batch-
and-blast to precision targeting

If you scored 9 to 11 on the readiness assessment, start here. Workflow three
replaces generic email campaigns with Al-powered personalization that delivers
the right message to the right customer at the right moment.

Readiness checklist:

« Email platform with Al features (Mailchimp, Klaviyo, HubSpot)

« Minimum six months of customer purchase and engagement data
« Conversion tracking in place

« Three or more email templates ready to personalize

Timing Actions
Week one to Export customer data (purchase frequency, order value,
two engagement), identify four to six behavioural segments

(recent buyers, cart abandoners, frequent browsers, inactive
subscribers), create dynamic email templates with
personalized product recommendations and offers

Week threeto  Set up automated triggers (abandoned cart one hour, browse

four abandonment 24 hours, post-purchase seven days), A/B test
personalization elements (subject lines, send times, product
recommendations), monitor segment performance daily,
refine segmentation rules based on engagement patterns

Scaling next: Add SMS and push notifications for high-value segments,
implement predictive send-time optimization, create win-back campaigns for at-
risk customers, expand to website personalization.
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Track what matters

Al success requires continuous measurement across three dimensions:

Area

Financial
performance

Operational
efficiency

Customer
impact

Key metrics

Campaign ROI (cost per conversion before/after
Al), customer acquisition cost (monthly by
channel), lifetime value (changes in average
customer value), revenue attribution (Al-
generated content and campaign sales)

Time savings (weekly manual task hours
pre/post Al), content production (weekly pieces
created), decision speed (time from data to
action), error reduction (campaign mistakes)

Engagement (email open rates, click rates, social
engagement), personalization lift (personalized
vs generic performance), satisfaction (quarterly
NPS), retention (repeat purchases, churn rates)

Monthly review process (week one of each month):
« Export all performance data

« Compare to baseline and previous month

« ldentify top three improvements and challenges

« Adjust Al settings or campaign rules

+ Select next optimization priority

Tools

Google Analytics,
CRM dashboards, ad
platform reports

Time-tracking tools
(Toggl, Clockify)

Email analytics,
social media
analytics, customer
feedback tools

Remember: Start with three to five key metrics rather than tracking everything. In
addition to time savings, prioritize strategic impacts like campaign velocity (speed to
market), content output volume and experiment frequency as these often deliver
greater long-term value.
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Your six-month Al roadmap

After proving quick wins in your first 30 days, use this progression to build

sustainable Al capabilities:

Timing Focus

Months one  Quick wins

to two

Months Strategic
three to expansion
four

Months five  Advanced
to six capabilities
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Actions

Implement one to two workflows from this playbook,
document time saved and performance improvements,
secure stakeholder buy-in with measurable results, train
core team members on daily Al habits, establish basic Al
governance (approved tools list, prompt privacy rules,
human review standards), capture successful prompts into
reusable templates

Scale successful workflows across full team, add second
workflow from different category (content, social, email,
analytics), explore CMA's 3 Al Uses for Beginners for
customer feedback analysis and meeting intelligence,
expand internal prompt libraries with cross-functional
contributions, refine governance protocols based on
learnings and catalog best practices documentation

Transition to CMA's Ready, Set, Al: 5 Real World Use Cases
for campaign budget optimization and predictive analytics,
integrate Al tools across marketing automation stack,
formalize Al champions network across functions, develop
proprietary Al workflows tailored to your brand
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https://thecma.ca/docs/default-source/default-document-library/CMA-AI-Playbook_3-AI-Uses-for-Beginners.pdf
https://thecma.ca/docs/default-source/default-document-library/CMA-AI-Playbook_Ready-Set-AI-5-Use-Cases.pdf

Recommended reading and
references

For further learning, these resources provide practical guidance on
responsible Al adoption, strategy, and implementation.

CMA resources

* CMA Guide on Al for Marketers

 Setting the Stage on Artificial Intelligence: A CMA Primer on Al for Marketers
« CMA Accountability Checklists for Al in Marketing

« CMA Mastery Series: Al Playbooks

+ CMA Generative Al Readiness Survey

« Canadian Marketing Code of Ethics and Standards

External resources:

* Google Ads Smart Bidding and Al Campaign Optimization

* McKinsey: The state of Al in 2025 - Agents, innovation and transformation
Al marketing predictions that will shape 2026

The State of Al in Marketing 2026
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https://thecma.ca/docs/default-source/default-document-library/CMA-Guide-on-AI-for-Marketers-2025.pdf
https://thecma.ca/docs/default-source/default-document-library/CMA-Guide-on-AI-for-Marketers-2025.pdf
https://thecma.ca/docs/default-source/default-document-library/CMA-AI-Primer-for-Marketers-2025.pdf
https://thecma.ca/docs/default-source/default-document-library/CMA-AI-Primer-for-Marketers-2025.pdf
https://thecma.ca/docs/default-source/default-document-library/CMA-Accountability-Checklists-for-AI-in-Marketing.pdf
https://thecma.ca/docs/default-source/default-document-library/CMA-Accountability-Checklists-for-AI-in-Marketing.pdf
https://thecma.ca/resources/ai-committee-playbooks
https://thecma.ca/resources/ai-committee-playbooks
https://thecma.ca/topic/research/2026/01/23/the-state-of-ai-in-marketing
https://thecma.ca/topic/research/2026/01/23/the-state-of-ai-in-marketing
https://thecma.ca/resources/code-of-ethics-standards
https://thecma.ca/resources/code-of-ethics-standards
https://support.google.com/google-ads/answer/7065882
https://support.google.com/google-ads/answer/7065882
https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai
https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai
https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai
https://blog.hubspot.com/marketing/ai-predictions-marketing
https://blog.hubspot.com/marketing/ai-predictions-marketing
https://www.jasper.ai/state-of-ai-marketing-2026
https://www.jasper.ai/state-of-ai-marketing-2026

The CMA

This playbook is developed with guidance by the CMA Al Committee and is
part of the CMA's comprehensive Al initiative designed to empower Canadian
marketers with the knowledge, skills, and ethical frameworks needed to
implement Al responsibly and effectively.

The CMA is the voice of marketing in Canada, and our purpose is to champion
marketing's powerful impact. We are the catalyst to help Canada’s marketers
thrive today, while building the marketing mindset and environment of
tomorrow.

We provide opportunities for our members from coast to coast to develop
professionally, to contribute to marketing thought leadership, to build strong
networks, and to strengthen the regulatory climate for business success. Our
Chartered Marketer (CM) designation signifies that recipients are highly
qualified and up to date with best practices, as reflected in the Canadian
Marketing Code of Ethics and Standards. We represent virtually all of Canada'’s
major business sectors, and all marketing disciplines, channels and
technologies. We advocate with government stakeholders, while also providing
Canadian consumers with information to help them better understand their
rights and obligations. For more information, visit thecma.ca.
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https://thecma.ca/get-involved/thought-leadership-groups/artificial-intelligence
https://thecma.ca/

Start small.
Test fast.
Scale what
works.
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