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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



Strategic human-Al collaboration

This playbook tackles a critical challenge facing modern marketers: balancing
strategic collaboration between human insight and artificial intelligence across
marketing functions. Effective human-Al collaboration depends on a careful balance
between Al assistance and human judgment, applied where each adds the most
value. The key is establishing clear guidelines and practices that enable teams to
make the most of both human insight and Al capabilities.

In creative processes, successful teams apply strategic judgment at critical decision
points. Lean into Al assistance when you need rapid ideation, multiple creative
variations, data-driven audience insights, or content optimization at scale.
Prioritize human judgment when making final creative selections, ensuring
cultural appropriateness, maintaining brand voice authenticity, or navigating
sensitive topics that require empathy and context.

For example, use Al to generate 50 headline variations for A/B testing, but rely on
human judgment to select which three best capture your brand's unique voice and
strategic positioning. Let Al analyze performance data across creative elements but
depend on human insight to interpret what these patterns mean for your brand's
long-term creative direction.

Human-in-the-loop approaches are essential for brand protection, ethical oversight,
and strategic thinking that Al cannot replicate, particularly in creative work where
brand authenticity and cultural nuance are paramount.

This playbook provides three actionable frameworks: the strategic decision matrix
for Al versus human judgment calls, responsible human-Al partnerships, and
human-Al workflow models that enhance rather than replace human creativity and
strategic thinking. It also provides guidance for measuring Al-human collaboration
effectiveness as well as an implementation plan to help you get started.
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The strategic decision matrix for
Al versus human judgement calls

The cornerstone of successful Al co-creation lies in strategic decisions about when
to leverage Al versus when human judgment must lead. Use this decision matrix for
marketing decisions involving and ask these key questions at each decision point:

Human-led: When strategic judgment is essential

« Brand impact: Will this decision affect brand reputation or public perception?

« Cultural context: Are we addressing sensitive topics requiring cultural nuance?

« Strategic alignment: Does this represent our core brand values or positioning?

« Emotional resonance: Do we need authentic human empathy and understanding?

Al-assisted: When processing power accelerates insight

« Data scale: Am | analyzing datasets too large for manual processing?

« Pattern recognition: Can Al identify trends | might miss?

« Speed requirements: Do | need insights faster than manual analysis allows?

« Performance optimization: Will data analysis inform strategic creative decisions?

Al-amplified: When collaboration drives innovation

« Creative exploration: Do | need multiple variations to explore possibilities?

« |deation support: Can Al help overcome creative blocks or expand thinking?
« Option generation: Will Al-created starting points improve final outcomes?
« Scaling creativity: Do | need to personalize creative assets across segments?

CANADIAN
MARKETING
ASSOCIATION

© 2025 Canadian Marketing Association. All Rights Reserved.



Responsible human-Al
partnerships

The Canadian Marketing Code of Ethics and Standards Al principles provide a
practical framework for responsible human-Al partnerships, including
considerations around building consumer trust and implementing strategic
oversight.

Build consumer trust through transparency

Clear communication: Proactively disclose Al use in customer-facing content
and personalization

Human oversight emphasis: Highlight that humans make final strategic
decisions and maintain creative control

Value demonstration: Explain how Al helps deliver more relevant, timely
customer experiences

Control options: Provide customers with clear opt-in/opt-out choices for Al-
powered personalization

Implement strategic oversight checkpoints

Risk-proportionate review: High-risk content requires comprehensive human
evaluation; routine content needs lighter oversight

Cultural sensitivity gates: Mandatory human review for content addressing
regional differences, social issues, or cultural events

Brand alignment validation: Human verification that Al outputs reflect authentic
brand voice and strategic positioning

Regulatory compliance: Systematic checks against Canadian privacy laws,
advertising standards, and ethical guidelines
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Human-AI workflow models in
action

Successful human-Al partnerships rely on collaboration models that enhance
human strategic thinking while leveraging Al processing capabilities. Three models
to guide your approach are: the strategic advisor model, the creative amplifier
model and the performance optimization model. Each model provides clearly
defined human and machine roles that optimize collaboration effectiveness.

The most successful teams use all three models simultaneously across different
marketing functions, adapting based on campaign complexity and business
objectives.

Strategic advisor model best for campaign planning, market analysis, competitive

intelligence, strategic pivots.

 Al: Continuously monitors market conditions, competitor activities, consumer
behavior patterns, and campaign performance metrics

« Human: Interprets intelligence within business context, makes strategic decisions
about resource allocation and positioning

+ Implementation: Daily Al briefings with human strategic review, weekly
intelligence synthesis for planning decisions

Creative amplifier model best for content creation, campaign ideation, creative

optimization, personalization efforts.

+ Al: Generates multiple creative variations, headlines, visual concepts, and
messaging approaches based on human-defined parameters

« Human: Sets creative vision and brand guidelines, selects optimal combinations,
refines for brand alignment and strategic fit

« Implementation: Human creative brief — Al generation — human curation —
collaborative refinement — strategic approval
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Human-AI workflow models in
action, continued

Performance optimizer model best for campaign management, A/B testing,

audience targeting, performance marketing, customer experience optimization

« Al: Real-time performance monitoring, automatic micro-adjustments, pattern
identification, optimization recommendations

« Human: Strategic interpretation of performance changes, major pivot decisions,
brand risk assessment

« Implementation: Establish performance thresholds for automatic Al
adjustments versus human strategic reviews
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Measuring collaboration:
Decision quality metrics

Assessing whether your Al co-creation frameworks are successfully enhancing
human strategic thinking requires complementing traditional marketing metrics
with measures that capture collaboration with Al.

While marketers have long tracked the quality of human decision-making, the
focus now extends to evaluating how effectively people and Al make strategic
choices together. Adopt collaboration-focused indicators that measure shared
decision quality and partnership effectiveness to assess the long-term strategic
value generated by human-Al teams.

Decision quality metrics measure the effectiveness and impact of decisions

made through human-Al collaboration. Examples include:

* Human override success rate: Track when humans override Al
recommendations and measure subsequent campaign performance

« Strategic pivot timing: Measure how quickly teams identify and respond to
market changes using Al intelligence with human interpretation

« Decision confidence scores: Survey team confidence levels in Al-informed
strategic decisions versus traditional decision-making approaches

« Brand consistency maintenance: Assess how well Al-amplified content maintains
authentic brand voice and strategic positioning
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Measuring collaboration:
Strategic thinking metrics

Strategic thinking enhancement metrics assess how Al collaboration

strengthens human strategic thinking, expands options, and accelerates

execution. Examples include:

 Decision speed improvement: Measure time reduction from data analysis to
strategic insight implementation (target: 50-70 per cent faster)

« Strategic option expansion: Count increased number of strategic scenarios
considered due to Al processing capabilities

« Market prediction accuracy: Compare accuracy of Al-informed strategic
predictions versus traditional forecasting methods

 Innovation pipeline velocity: Track speed of moving from concept to market-
ready campaigns using Al amplification
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Measuring collaboration: Trust
and assessment framework

Effective human-Al collaboration depends not just on strategic outcomes but also
on the quality of trust, transparency, and ethical decision-making. To capture this,
organizations need a structured framework that evaluates the impact of human-Al
collaboration on consumer trust, organization processes and individual capabilities.

Trust and transparency metrics evaluate how Al collaboration influences

consumer relationships and engagement. Examples include:

« Brand trust differential: Measure brand trust scores compared to competitors
using less transparent Al approaches

« Consumer comfort with Al partnership: Survey audience acceptance of your
transparent human-Al collaboration approach

+ Engagement quality improvement: Assess whether transparent Al use correlates
with deeper, more meaningful customer engagement

« Retention and loyalty impact: Track how ethical Al collaboration affects customer
lifetime value and brand loyalty

Organization assessment indicators take processes, workflows, and structures
that support effective collaboration into consideration, including:

« Seamless Al-human workflow integration with clear decision protocols

« Continuous learning processes that improve collaboration over time

Individual indicators assess the skills, judgment, and ethical decision-making
abilities of team members working alongside Al for example:

+ Confident judgment about Al-versus-human decision points

« Strategic insight translation skills from Al data to business recommendations
« Ethical consideration integration and collaborative optimization mindset

Focus on strategic outcome improvement, not just operational efficiency. The goal
is better marketing decisions, stronger consumer relationships, and sustainable
competitive advantage.
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Your 9o-day implementation
plan: Foundation phase

Leverage this systematic, phase-based implementation strategy that supports
your team’s development.

Month 1: Establish decision-making frameworks and build team capabilities

Week 1-2: Comprehensive assessment

« Audit current Al tool usage across all marketing functions and team members
« Identify existing collaboration pain points and missed strategic opportunities
« Map current decision-making processes for creative and strategic choices

« Establish baseline metrics for decision speed, quality, and team confidence

Week 3-4: Framework implementation and training

« Implement the decision matrix with team-specific examples and use cases

« Train teams on collaboration models (strategic advisor, creative amplifier,
performance optimizer)

« Develop prompt engineering skills and Al tool optimization techniques

« Create decision-making templates and oversight protocols aligned with
Canadian Marketing Code of Ethics and Standards

Month 1 success indicators: Clear decision frameworks documented, team
training completed, three pilot collaboration opportunities identified, baseline
metrics established.

Next: Month 2-3 focus on workflow redesign, pilot testing, and optimization for
sustainable mastery development.
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Your 9o-day implementation
plan: Execution and optimization

Month 2: Implement collaboration models, test effectiveness in real campaigns

Week 5-6: Model implementation

« Deploy strategic advisor workflows for market intelligence, competitive analysis

« Launch creative amplifier approaches for content development, campaign
ideation

« Implement performance optimizer methods for ongoing campaign
management and optimization

« Establish human oversight checkpoints with clear escalation protocols

Week 7-8: Active pilot management

* Run live pilots using new collaboration frameworks with selected campaigns

« Monitor decision-point effectiveness and collaboration quality in real-time

« Gather continuous feedback from team members on workflow efficiency and
decision confidence

« Document learnings and adjust protocols based on initial performance data

Month 3: Evaluate collaboration effectiveness and scale successful approaches

Week 9-12: Performance analysis and expansion

« Analyze collaboration effectiveness using established KPIs and success metrics

« Review human override decisions and outcomes for pattern identification

« Refine frameworks based on performance data and develop expansion plans
for additional marketing functions

« Create ongoing training and development programs for continuous mastery
improvement
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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 references:
« HubSpot: The 2025 State of Marketing Report
* McKinsey: Growth Marketing and Sales Al Insights
» Gartner Digital 1Q Genius Playbook - Top Digital Marketing Industry
Trends for 2025

CANADIAN
MARKETING
ASSOCIATION

© 2025 Canadian Marketing Association. All Rights Reserved.


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/media/2025/04/08/canadian-marketing-association-leads-the-way-in-ai-adoption-with-comprehensive-resources-for-marketers
https://thecma.ca/topic/media/2025/04/08/canadian-marketing-association-leads-the-way-in-ai-adoption-with-comprehensive-resources-for-marketers
https://thecma.ca/resources/code-of-ethics-standards
https://thecma.ca/resources/code-of-ethics-standards
https://www.hubspot.com/state-of-marketing
https://www.mckinsey.com/capabilities/growth-marketing-and-sales/our-insights
https://www.gartner.com/en/marketing/research/digital-iq-index-genius-brands
https://www.gartner.com/en/marketing/research/digital-iq-index-genius-brands
https://www.gartner.com/en/marketing/research/digital-iq-index-genius-brands
https://www.gartner.com/en/marketing/research/digital-iq-index-genius-brands
https://www.gartner.com/en/marketing/research/digital-iq-index-genius-brands

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.

As the voice of Canadian marketing, the CMA champions our profession'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 CMA's
Canadian Marketing Code of Ethics and Standards.

We represent virtually all of Canada's major business sectors, and all
marketing disciplines, channels and technologies. Our Consumer Centre helps
Canadians 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/
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