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Al Adoption Timeline

Transformation doesn’t happen all at once. Based on the data in this report, we've outlined a phased approach to help marketing leaders
prioritize what to do now, next and over the long term. These are your immediate next steps to ensure your team, tech and strategy are ready for
scalable Al integration.

Establish ethical guardrails—especially if you’re experimenting with generative tools. If you don’t have a formal

\ ﬂ Al policy yet, now’s the time to create one.

Set clear KPlIs for Al initiatives. Know what success looks like early (e.g., improved content output, campaign lift

or time savings).
Create an interdisciplinary Al-focused task force to help drive Al use-cases.

Audit your current marketing processes to identify repetitive tasks, bottlenecks or high-volume content areas
where Al could deliver quick wins.

Invest in Al literacy across the team—including basic training on tools, terminology and ethical implications.
Focus on enabling marketers to work with Al, not be replaced by it.

Start with proven use cases like content creation, email automation and personalization, where 43-67% of
peers already use Al.
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Once foundational use cases are in place, your focus should shift to scaling successful initiatives and embedding
Al into marketing strategy.

Integrate Al into planning cycles and strategic decisions—not just production workflows. Make Al a part of how
you optimize campaigns, plan media and analyze performance.

Modernize your data infrastructure to support predictive modeling and hyper-personalization. Al is only as good
as the data behind it.

Upskill for new roles: prompt engineers, data translators and Al-literate strategists will be increasingly important
to keep Al aligned with brand, goals and compliance needs.

Align with IT and compliance teams to ensure your Al stack supports data privacy regulations and security
standards—especially in industries like Healthcare, Finance and Education.

Pilot Al-driven personalization in one or two key channels to test impact before broader rollout.

’ By 2030, Al will be embedded in how leading organizations operate. The long-term focus should be on building
a sustainable, Al-enabled marketing ecosystem.

Restructure teams around strategic, human-led roles, allowing Al to handle repetitive execution tasks. Expect
fewer entry-level positions and more demand for hybrid marketers with creative, analytical and technical fluency.

Move toward autonomous marketing systems that can plan, execute and optimize campaigns in near real
time—especially in areas like ad targeting and customer journey orchestration.

Commit to ethical innovation, using Al responsibly and transparently. As customer expectations rise, trust
and authenticity will be just as important as speed and personalization.
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Al Success Scorecard

To get the most value from your Al
investments, you need to measure what
matters. That means tracking performance
across marketing outcomes, operational
improvements and team readiness—not
just whether tools are being used.

Use the scorecard to assess your
current state.

Scoring Guide:

1= Not in place

3 =In progress

5 = Fully optimized

Marketing
Performance

Key Metrics Your Score (1-5)

Campaign ROI, Lead Quality,
Conversion Rate

Adoption Progress

% of Marketing Functions
Using Al

Efficiency Gains

Time-to-Market, Content
Velocity, Workflow Savings

Team Readiness

Al Training Completed, Usage
Rates, Confidence Level

Optimization
Process

Frequency of Review &
Iteration Cycles
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Al Success Checklist

Once you've assessed your current state, use this quick-reference checklist to track whether your Al initiatives are driving real impact—

and where there’s room to grow.

Improved conversion rates [% increase

in conversion rate vs. baseline (pre-Al)
or industry benchmark, if no historical
data exists]

Higher campaign ROI [% increase

in ROI or return per $ spent]

Better lead quality and scoring

[% increase in qualified leads /
lower cost per lead]

Increased engagement (opens, clicks,

time on page) [% change in opens,
clicks, time on page]

Using Al for content creation [% of
content pieces that include Al assistance]

Using Al in email marketing [% of email
campaigns that use Al copy, testing
or segmentation]

Using Al for personalization [% of
campaigns using Al-powered
personalization features]

Faster campaign launches [Average
turnaround time (pre-Al vs. now)]

More content produced, faster
[% increase in content output]

Fewer manual or repetitive tasks
[# of tasks automated / % reduction
in manual hours]

Team trained on key Al tools [% of
team trained on core Al tools]

Usage rates of Al features are increasing
[% of users actively using Al tools weekly/
monthly]

Internal Al confidence is improving
[pulse survey results on team confidence
(e.g., 1-5 scale)]

Formal review of Al-generated outputs [%
of Al content reviewed before publishing]

Prompt or workflow adjustments based
on results [# of prompt changes based
on results]

Insights captured and shared for
continuous learning [frequency of team
knowledge shares or retrospectives]
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How Conveyor Can Help

At Conveyor, we help B2B organizations turn Al insights into action.
Whether you’re just getting started or looking to optimize existing
efforts, we bring the strategic clarity, technical know-how and
content expertise to help you build Al-enabled marketing programs

that actually perform.

From content development and demand generation to analytics
and campaign execution, we partner with you to work smarter,

move faster and drive results that matter.

Services You May Be Interested In:
Al-Driven GTM Solutions

Al Enablement Program

qf-conveyor-

READY TO ACCELERATE YOUR Al STRATEGY?

Let’s Talk.

We take a no BS, just ROl approach to our client’s business.
Book a no-pressure meeting to learn more about us.


https://www.conveyormg.com/contact-us
https://www.conveyormg.com/contact-us
https://www.conveyormg.com/
https://www.conveyormg.com/ai-gtm-outbound-engine
https://www.conveyormg.com/ai-enablement-program

	Your Score 15Campaign ROI Lead Quality Conversion Rate: 
	Your Score 15 of Marketing Functions Using AI: 
	Your Score 15TimetoMarket Content Velocity Workflow Savings: 
	Your Score 15AI Training Completed Usage Rates Confidence Level: 
	Your Score 15Frequency of Review  Iteration Cycles: 
	Check Box17: Off
	Check Box18: Off
	Check Box19: Off
	Check Box20: Off
	Check Box21: Off
	Check Box22: Off
	Check Box23: Off
	Check Box24: Off
	Check Box25: Off
	Check Box26: Off
	Check Box27: Off
	Check Box28: Off
	Check Box29: Off
	Check Box30: Off
	Check Box31: Off
	Check Box32: Off


