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AI PLAYBOOK

Building Trust with AI 
in Marketing

Original CMA content distilled by AI, refined 
and authenticated by human experts.

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

As AI becomes integral to marketing, it’s important to establish policies and 

practices that safeguard both consumer interests and brand reputation.

Define an ethical framework: Companies that invest in a clear code of ethics 

for AI-driven marketing can proactively address concerns around 

manipulation, bias, and data misuse.

Achieve personalization and privacy: Tailoring campaigns to consumer 

needs and respecting personal privacy through transparency and consent 

requires careful oversight.

Address bias in AI algorithms: Review and test AI systems regularly to 

mitigate biases against certain demographic groups, ensuring fair 

representation in campaigns.

Corporate social responsibility: Demonstrate transparency and goodwill in 

AI practices to enhance trust and position your organization as a responsible 

innovator.
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Transparency and Explainability 
in AI

Trust depends on openness about how AI is used to target, communicate and 

make decisions.

Importance of algorithmic transparency: While fully revealing proprietary 

algorithms might be unfeasible, providing enough clarity around data usage 

and outcomes can ease customers' concerns.

Communicating AI's role internally and externally: Marketers should align 

with legal, compliance, and PR teams to draft messaging that explains AI's 

function in plain language.

Educating consumers on AI: Tutorials, FAQs, and interactive demos can help 

users understand the benefits – and limits – of AI-driven experiences.
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Building Consumer Trust with AI

Meaningful consumer trust should be actively cultivated through responsible 

AI strategies that underscore respect for user privacy and autonomy.

Design trustworthy AI experiences: Allow users to opt out of certain data 

collection practices or personalized recommendations. This fosters a sense of 

control.

Address consumer concerns head-on: Offer clear explanations for how AI 

collects data, how it aids in personalizing experiences, and how you safeguard 

personal information.

Turn AI into a value-add: Through tailoring content, predicting user needs, 

and providing real-time assistance, AI can become a positive differentiator that 

drives brand loyalty.



Build Trust or 
Risk 
Everything
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AI Governance and Risk 
Management

As AI use scales, so does the need for a robust governance framework and risk 

mitigation strategies.

Create an AI oversight team: Bringing together experts from marketing, 

legal, compliance, and data science ensures consistent rules and standards are

applied across projects.

Identify and mitigate risks: Conduct regular audits and scenario planning to 

evaluate potential harms, from security breaches to unintended negative 

social impacts.

Crisis management: In the event of a data breach or AI-related misstep, 

having a clear response plan ready can preserve trust and prevent 

reputational damage.
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Future-Proofing Your AI Strategy

AI will continue to evolve quickly, and marketers must keep up, anticipating 

future trends and regulatory shifts.

Continuous learning and upskilling: Investing in ongoing education for team 

members keeps them informed about the latest AI capabilities, data practices, 

and ethical standards. The CMA offers several courses to futureproof 

Canadian marketers.

Adapt to changing consumer behaviour: As people grow more familiar with 

AI, their expectations around personalization, privacy and convenience will 

shift. Marketers must be agile.

Look ahead: Quantum computing, edge AI and other emerging technologies 

may soon redefine what's possible. Building flexible processes now makes it 

easier to adapt down the road.
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Conclusion: The Marketer's Role

Marketers have the unique responsibility of aligning cutting-edge technology 

with ethical, customer-centric principles. By prioritizing trust, transparency and 

accountability, brands can harness AI to foster long-term relationships, drive 

meaningful innovation and solidify their position as thought leaders in the 

market.

For more in-depth insights and practical guidance on navigating AI in 

marketing, access the CMA's comprehensive resources, including our detailed 

Guide, Primer, and actionable Checklists. 

https://thecma.ca/resources/compliance-best-practices-guides
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About The CMA

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 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.



Ethics First: 
The Path to AI 
Excellence.
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