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Introduction

Purpose: This document provides a practical, executive-ready
governance template for using Al responsibly in B2B marketing.
It is designed to reduce legal, reputational, operational, and
ethical risk while enabling innovation across content creation,
automation, analytics, and customer engagement.

Scope: Applies to all Al-assisted activities within Marketing,
including but not limited to:

- Content creation (text, images, video, audio)

+ Marketing automation & personalization

+ Analytics, insights, and forecasting

+ Paid media, targeting, and optimization

+ Customer communications and engagement

1. Guiding Principles

These principles anchor all Al use in marketing and should be

approved at leadership level.

1. Human Accountability: Al supports decisions; humans own
outcomes.

2. Transparency: Al-generated or Al-assisted content and
decisions are disclosed where required or appropriate.

3. Accuracy Over Speed: No Al efficiency justifies publishing
false or misleading information.

4. Fairness & Inclusion: Al must not discriminate or exclude
protected or vulnerable groups.

5. Privacy by Design: Customer data protection applies fully to
Al systems.

6. Continuous Oversight: Al systems are monitored, audited,
and improved over time.
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2. Governance Structure & Responsibilities
2.1 Leadership-Level Ownership (CMO / Executive Team)

Accountable for:

» Approving Al marketing strategy and risk appetite

» Ensuring alignment with company values, brand, and
regulatory obligations

» Resourcing governance, training, and tooling

« Escalation and crisis ownership when Al-related incidents
occur

Key Decisions:

» Which Al use cases are approved vs. prohibited

» Acceptable risk thresholds

+ Disclosure and transparency standards

2.3 Al Governance Owner (Named Role)

Recommended role: Al Marketing Lead / Marketing Operations
Lead

Responsible for:

» Maintaining this governance document

» Keeping an inventory of Al tools and use cases

» Monitoring model performance, drift, and incidents
» Reporting Al risks and KPIs to leadership

2.4 Marketing Team Responsibilities

All marketers must:
* Follow approved Al use cases only
« Verify factual accuracy of Al-generated outputs
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+ Flag hallucinations, bias, or unexpected outputs
+ Avoid uploading sensitive or personal data without approval
+ Document Al usage where required

3. Approved Al Use Cases (Example Template)

Area Allowed Conditional Prohibited
Blog Drafting X
Social post ideation X
. X (human
Factual claims & stats verifired)
Customer
. . X
testimonials
Synthetic X (disclosed &
spokespersons approved)
AD 1_:ar_get!ng X X (bias tested)
optimization
n
n
Customize per organisation.
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4. Content Creation Governance

41 Verification Protocol

Mandatory human verification for:

« Statistics, benchmarks, and research claims
» Product performance statements

« Competitor comparisons

» Regulatory or compliance-related language
Verification checklist:

+ Source exists and is credible

 Datais current and correctly represented
 Claims match legal and product reality

4.2 Disclosure Rules

Disclosure is required when:

+ Synthetic media (image, video, voice) is used

+ Al-generated content could mislead audiences about
authenticity

« Automated decision-making materially affects customers

Default principle: When in doubt, disclose.
4.3 Copyright & IP Safeguards

 Treat Al outputs as externally sourced material

+ Avoid prompts that request imitation of specific brands,
people, or copyrighted works

« Perform originality checks for high-value or high-visibility
assets

» Ensure Al vendor contracts include indemnification clauses
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5. Automation, Personalization & Targeting Governance

5.1Bias & Fairness Controls

+ Regularly test outputs across demographic variables
+ Review targeting, exclusion, and pricing logic
« Document findings and mitigation actions

5.2 Human Override

+ Allautomated systems must allow human intervention
» Define escalation thresholds when Al recommendations are
overridden

6. Data Privacy & Security

» Do not upload personal or sensitive customer data into Al
tools without approval

« Maintain a list of approved Al vendors and tools

+ Review vendor data handling, retention, and security
practices

» Ensure Al use aligns with GDPR, CCPA, and applicable
regulations

7. Model Monitoring & Performance Management

7.1 Drift & Accuracy Monitoring

Track:

» Output accuracy

» Relevance over time

+ Unexpected behavior or degradation
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Trigger review when:
+ Accuracy drops below agreed thresholds
+ Business or customer behavior changes significantly

8. Incident & Crisis Management

8.1 Al Incident Examples

+ Hallucinated claims published

+ Deepfake impersonating the brand or leadership
« Discriminatory outcomes identified

» Copyright or data privacy breach

8.2 Response Plan

Immediate containment (pause Al system/content)
Internal escalation to Marketing Leadership & Legal
External communication plan if required

Root cause analysis

Governance updates

OFEN -

9. Training & Enablement

+ Mandatory Al literacy training for marketing teams
+ Regular updates on new risks, regulations, and tools
+ Clear internal documentation and playbooks
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10. Measurement & Success Tracking
10.1 Governance KPls

Track quarterly:

+ % of Al-generated content verified
* Number of Al-related incidents

+ Bias audit passrate

» Model accuracy over time

« Compliance issues identified

10.2 Business Impact Indicators

+ Reduced retractions or corrections
* Improved brand trust metrics

« Stable or improved campaign ROI

+ Faster response to Al-related issues

11. Review & Continuous Improvement

Review governance quarterly or bi-annually
Update for new regulations, tools, or use cases
Incorporate lessons learned from incidents

12. Executive Sign-Off

Approved by:

« CMO

* Legal / Compliance

« Data Protection Officer (if applicable)

Last review date: Next scheduled review:
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13. Operational Al Governance Checklists
13.1 Pre-Deployment Checklist (Before Using Al)

Strategy & Scope
Risk assesment
Data & Tools

13.2 Content Creation Checklist (Per Asset)

13.3 Automation & Personalization Checklist

13.4 Incident Response Checklist

When an Al-related issue occurs:
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14. Executive & Board Oversight Summary

Page 1: What Leadership Needs to Know

Why This Matters

+ Aldirectly influences revenue, brand trust, and regulatory
exposure

+ Al failures scale faster and wider than human errors

» Marketing Al risk is now a governance issue, not a tooling
issue

Key Risk Areas

« False or misleading claims (hallucinations)
Brand impersonation and deepfakes
Algorithmic bias and discrimination

Copyright and IP exposure

Data privacy and security

Model drift and silent performance degradation

Page 2: Leadership Responsibilities & Controls

Leadership Owns:

* Risk appetite and acceptable Al use

» Transparency and disclosure standards

» Resourcing governance, monitoring, and training

Leadership Owns:

« Named Al governance ownership exists

« Verification and bias testing are mandatory
* Incident response plans are in place

Al vendors are reviewed and approved
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Key Controls to Ask About:

+ How are Al-generated claims verified?

+ How is bias tested and documented?

» How is Al performance monitored over time?
+ What happens when Al fails publicly?

Page 3: Executive Metrics & Review Cadence

Quarterly Dashboard Should Include:

+ % of marketing content using Al

% of Al-generated content verified

Number and severity of Al-related incidents
Bias audit pass/fail rates

Model accuracy or relevance trends

Review Cadence:

» Governance review: quarterly or bi-annual

+ Vendor review: annually

+ Training refresh: annually or when regulations change
Executive Bottom Line: Al delivers competitive advantage only
when governed.
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15. Al Marketing Risk Radar (Executive Overview)

Purpose: Provide leadership with a high-level view of Al-related

risks in marketing, assessed by Impact and Likelihood, to
support prioritization and oversight.

Risk Category Description Likelihood

Impact Ownership

. False or misleading .
Hallucinated Al-generated High High Marketing
claims Leadership
statements
Synthetic media
_Deepfakes& | ootingbrandor | Medium High comms /
impersonation . Security
executives
. . Discriminatory
Algct))rilatgmlc targeting or Medium High Marketing Ops
personalization
Al outputs Leqal /
Copyright & IP resembling Medium Medium gal
Marketing
protected works
Data privacy &| Misuse or breach Low - Medium High Legal /1T
security of customer data
Degrading Al
Model drift | performance over High Medium | Marketing Ops
time
Vendor Over-reliance on
external Al Medium Medium Leadership
dependency .
providers

Leadership should focus first on High Impact + High Likelihood
risks.
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16. CMO & Board One-Page Control Checklist

Use this as a recurring agenda item or board appendix.

Strategy & Oversight

Controls & Safeguards

Vendors & Data

Monitoring & Reporting

17. Al Marketing Governance Maturity Model
Assess current state and target maturity.

Level 1- AdHoc

» No formal Al rules

+ Individual experimentation
+ High unmanaged risk

Level 2 - Defined

+ Basic guidelines exist

« Verification and disclosure inconsistently applied
+ Limited leadership visibility
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Level 3 - Governed

+ Clear governance framework

« Named ownership and controls
 Regular audits and reporting

Level 4 - Strategic

+ Al governance integrated into marketing strategy
+ Continuous monitoring and improvement

+ Al seen as a managed competitive advantage

Leadership should aim for Level 3+ for material Al use.

17. Al Marketing Governance Maturity Model

Area Score 1-5 Notes

Governance ownership

Verification discipline

Bias testing

Disclosure practices

Data privacy controls

Vendor risk management

Model monitoring

Incident readiness
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Interpretation:

+ 30-40: Strong governance

» 20-29: Moderate risk exposure
+ <20:Immediate action required

19. Board-Level Al Marketing Oversight Slides

Slide Title: Al Marketing Risk & Governance - Board Overview

Why This Matters

« Alnow influences marketing decisions that impact revenue,
brand trust, and regulatory exposure

« Al failures scale faster and wider than human errors

« Marketing Al risk is now a board-level governance issue

Top Al Marketing Risks

+ Hallucinated or misleading claims

» Deepfakes and brand impersonation
+ Algorithmic bias and discrimination
» Copyright and IP exposure

» Data privacy and security breaches
Model drift and declining accuracy

ControlsinPlace

« Human verification of all factual claims

* Bias testing for targeting and personalization

* Disclosure rules for Al-generated and synthetic content
» Approved Al vendor list and data controls

» Continuous monitoring and incident response plans
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Board-Level Metrics (Quarterly)

» % of marketing content using Al

% of Al content verified

« Number and severity of Al-related incidents
+ Bias audit results

* Model performance trends

Board Ask
« Confirmrisk appetite and oversight expectations
» Support ongoing governance, training, and monitoring

20. EU Al Act Alignment for B2B Marketing Al

Purpose: Ensure marketing Al practices align with the EU Al Act
and emerging global regulation.

20.1 Al Risk Categorization (EU Al Act)

Minimal Risk
+ Al-assisted brainstorming and ideation
- Drafting non-factual content (human reviewed

Limited Risk

+ Al-generated content used in marketing communications

+ Chatbots or automated responses in customer engagement
» Synthetic media used with disclosure

High Risk (Potential in Marketing Contexts)

+ Al systems influencing access to offers, pricing, or eligibility
« Al-driven profiling or segmentation affecting individuals

+ Biometric or facial recognition used for marketing analytics
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20.2 Mandatory Obligations Mapping

Transparency Obligations

+ Disclose Al-generated content where it could mislead
audiences

+ Clearly label synthetic audio, video, or images

Human Oversight
« Ensure humans can intervene, override, or correct Al outputs
« Assign clear accountability for Al-driven decisions

Data Governance

» Use lawful, relevant, and representative data

+ Avoid training or operating models on biased or unlawful
datasets

Accuracy & Robustness
» Monitor performance and accuracy over time
« Address model drift and unexpected behavior
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20.3 How This Framework Supports EU Al Act
Compliance

EU Al Act Requirement Covered in This Framework

Risk classification Approved / Conditional / Prohibited use

cases

Transparency Disclosure rules & content governance

: Verification protocols & override

Human oversight controls

Bias mitigation Bias testing & audits

Data protection Privacy & vendor controls

Monitoring Model performance & drift tracking

Incident handling Aliincident response plan

20.4 Leadership Guidance

» Treat marketing Al as at least Limited Risk by default

+ Apply High Risk controls when Al affects pricing, access, or
profiling

« Document decisions and controls to demonstrate compliance

This framework is intended to enable responsible, scalable Al use
in B2B marketing for protecting the brand, customers, and
business value while supporting innovation.
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Notes
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In case you’'re still unsure what
to do and need some help, no
worries.

Just contact C-Mimmi-O!

AT
C-Mimmi-O website () ) C-Mimmi-OYouTube
\NY

C-Mimmi-O LinkedIn @ C-Mimmi-O Facebook
C-Mimmi-O Instagram @ C-Mimmi-O tumbir



https://cmimmio.com/contact/
https://cmimmio.com/
https://www.tumblr.com/blog/c-mimmi-o
https://www.facebook.com/profile.php?id=61577715512639
https://www.youtube.com/@CMimmiO
https://www.instagram.com/cmimmio
https://www.linkedin.com/company/cmimmio/

