
MARKETING WITH AI  •  PRACTICAL GUIDE

PRACTICAL BUSINESS GUIDE

Measuring AI Marketing
Explain how to measure AI-assisted marketing without inventing softer success
metrics simply because the production method changed.

Attribution When the Machine Writes
Measurement of AI-assisted marketing is the same commercial measurement applied to any
marketing: what happened after the audience saw, clicked, read or responded.

01

Keep the
commercial
standard.
Time or effort to create drafts
and variants may change.

02

Separate output
from outcome.
The campaign still needs to
create customer behaviour the
business values.

03

Maintain the
attribution.
Attention metrics explain part
of the journey but do not prove
commercial value.

Use this guide →
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PURPOSE

The problem this guide helps you see
MISSION

Explain how to measure AI-assisted marketing without inventing softer
success metrics simply because the production method changed.

WRITTEN FOR

Businesses using AI in content, email, paid
campaigns or creative production and wanting
to know whether it improves marketing
performance.

ACCURACY BOUNDARY

This guide does not promise that AI assistance
improves a campaign. It explains how to
compare performance using existing business
outcomes and a usable baseline.

DEFINITION

Measurement of AI-assisted marketing is the same commercial measurement
applied to any marketing: what happened after the audience saw, clicked, read
or responded.

THINK OF IT LIKE THIS

It does not matter who wrote the letter if it never gets a reply.
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MECHANISM

Attribution When the Machine Writes
Use the mechanism to separate production speed from evidence, customer trust
and commercial value.

01

AI-ASSISTED
PRODUCTION

Drafting, creative or variants

→

02

AUDIENCE
RESPONSE

View, read, click or reply

→

03

CUSTOMER
ACTION

Enquiry, purchase or
booking

→

04

BUSINESS
OUTCOME

Commercial value against
the same standard

EFFICIENCY SCOREBOARD
Time and cost to produce

PERFORMANCE SCOREBOARD
Customer and commercial outcome

Authorship changes the workflow, not the outcome funnel. Keep efficiency and effectiveness
separate.

STABLE TEST

AI products and interfaces change. Inspect the final claim, customer experience,
evidence, measurement and named human owner.
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MARKETING WITH AI  •  COMMERCIAL EFFECT

COMMERCIAL EFFECT

Why this matters beyond faster production
AI can change the cost and speed of marketing work. The commercial test is
what happens to quality, trust, customer behaviour and the final outcome.

WHAT CHANGES

Production efficiency
Time or effort to create drafts and variants may
change.

WHAT CHANGES

Performance
The campaign still needs to create customer
behaviour the business values.

WHAT CHANGES

Interpretation
Attention metrics explain part of the journey but
do not prove commercial value.

WHAT CHANGES

Baseline
A before state gives later performance claims
useful context.

WHAT CHANGES

Separation
Producing more assets can be an efficiency gain
without being a marketing gain.

WHAT CHANGES

Maintenance
Tracking and customer journeys change, so
attribution needs review.

Accuracy boundary: no model capability, performance result or universal benchmark is promised.

MARKETING WITH AI 04 / 10



MARKETING WITH AI  •  FAULT REGISTER I

FAULT REGISTER · 1 OF 2

What I would flag
Severity reflects customer and business impact, not a score assigned by an AI
product.

CRITICAL AI marketing gets a softer
success standard
Experimentation or novelty is treated as
success despite weak customer
outcomes.

AI activity can continue
without earning the same
commercial value as other
marketing.

MAJOR Output volume is mistaken for
performance
Reports count generated assets without
connecting them to enquiries, sales or
other results.

Production activity replaces
evidence that the marketing
worked.

MAJOR There is no comparable
baseline
Improvement is claimed without a
meaningful before state.

Any later change can be
attributed to AI even when
other conditions changed.
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MARKETING WITH AI  •  FAULT REGISTER II

FAULT REGISTER · 2 OF 2

What I would flag
Severity reflects customer and business impact, not a score assigned by an AI
product.

MODERATE Vanity metrics replace
commercial measures
Impressions, likes or raw engagement
become the headline result.

Attention looks successful
while valuable customer
action remains unclear.

MODERATE Attribution is never revisited
Tracking rules and customer paths change
while reporting remains fixed.

The dashboard keeps
producing numbers after the
measurement logic stops
matching reality.

READ NEXT

The Content Engine
Measurement stops a high-output marketing system from mistaking production volume
for customer value.

Read next →
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CORRECTION

The assumption that keeps this problem
alive

COMMON MYTH

AI-generated marketing needs its own special
metrics.
Better framing: Production efficiency can be measured separately, but campaign
effectiveness still depends on the same audience, customer and commercial outcomes.

WHY IT PERSISTS

Novelty lowers the
bar
Trying a new workflow is
mistaken for proving its value.

WHY IT PERSISTS

Output is easy to
count
Generated assets appear
before enough customer
outcomes exist.

WHY IT PERSISTS

Tracking feels
permanent
A configured report is trusted
after the real customer journey
changes.

WORKING CONTROL

Define the outcome
Name the enquiry, sale,
booking or other valuable
action first.

WORKING CONTROL

Keep two
scoreboards
Separate production efficiency
from campaign effectiveness.

WORKING CONTROL

Review attribution
Check whether tracking and
assumptions still match the
live journey.

Useful boundary: AI can change the workflow. It does not remove editorial judgement, verification, customer
trust or commercial measurement.
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STANDARD

What a working version looks like
Aim for a durable marketing condition rather than a universal tool, model or
publishing cadence.

QUICK SELF-CHECK RELEVANT FOLLOW-UP SERVICE

Growth Consulting &
Implementation
Use this when the workflow needs clearer
controls, ownership or measurement.

from $195/hr

AREA FAILING PATTERN WORKING PATTERN

Success AI activity is success Commercial outcome is primary

Volume Generated assets lead report Output separated from performance

Baseline No before state Comparable context recorded

Vanity metrics Attention stands in for value Journey metrics support outcomes

Efficiency Mixed with performance Production reported separately

Attribution Set once Tracking and assumptions revisited
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AI marketing uses the same commercial
outcome standard

Output volume is not campaign success

A usable baseline exists

Vanity metrics do not replace customer
outcomes

Efficiency is reported separately

Attribution logic is reviewed periodically
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DUE DILIGENCE

Five questions worth asking whoever owns
the marketing process
Strong answers should explain the current workflow, evidence and ownership
without relying on AI terminology.

01 What business outcome should this campaign create?

02 What was the comparable baseline?

03 Which metrics explain the journey and which represent value?

04 Is production efficiency measured separately?

05 When was attribution last checked against the live customer
journey?

EVIDENCE CHAIN

Ask what the business can verify, not what the tool can generate. A strong process remains
understandable when the product changes.
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Attribution When the Machine
Writes.
Keep the commercial standard. Separate output from outcome. Maintain the
attribution. Keep production speed, human judgement and commercial value
connected.

PRIMARY NEXT STEP

The Content Engine
Measurement stops a high-output marketing system from mistaking production volume for customer
value.

Continue →

Marketing With AI
See every guide in this collection.

Explore collection →

All guides
Browse every topic and problem.

View library →

Want help applying this to your business?
Bring me the AI marketing report that has plenty of activity but no clear answer on whether it works. I
can separate production efficiency from campaign performance.

Discuss the task →
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