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FOREWORD

The marketing department
is being rebuilt from the
nside.

Not by layoffs. Not by tools. By a quiet architectural shift that most leadership teams have
not yet fully named — the move from marketers using Al to marketers operating through Al.
The unit of leverage is no longer the prompt, the platform, or the dashboard. It is the agent.
A specialized, persistent, governed Al role that owns a defined slice of the work, draws on a
shared foundation, and compounds in capability over time. Twenty-five of these in a
connected system, run with the operational discipline a modern enterprise applies to every

other function, is what an Al-enabled marketing organization actually looks like in 2026.
This is the cornerstone playbook for building it.

Not a tool review. Not a futurism essay. The architecture, the agents, the prompts, the
workflows, the governance, the org model, the rollout, and the failure modes — written by
someone who builds these systems for B2B marketing organizations, not someone
observing the trend from the outside. If you are a CMO, VP of Marketing, head of demand
gen, marketing operations leader, ABM director, RevOps operator, content leader, social or
SEO lead, or a founder who is trying to make a small marketing function punch four levels
above its weight, this is the document to bookmark, share inside your team, and reference

for the next twelve months.
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The future marketing department is not smaller. It is more
leveraged. Same headcount, three to five times the strategic
output, with quality going up because every agent draws from a
stronger foundation than any single team member would have
time to maintain alone.

This article is the agent-by-agent companion to The Al-Enabled Marketing Operating

System. Read that piece for the architectural why. Read this one for the operational how.

Both pieces compound when read together.
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PART 1

CHAPTER |

Why 2026 is the year of the agent

or three years, Al in marketing was a feature war. Every platform shipped a copilot. Every

tool added a "generate with Al" button. Most marketing teams ended up with a dozen

disconnected Al features, none of which knew anything about the brand, the ICP, or last
quarter's strategic priorities. The output looked plausible and sounded generic. The investment

compounded into nothing.

The reason 2026 is different is the rise of agentic Al — Al that operates as a defined role rather than
a one-off response. Three things shifted at once. Foundation models became reliably good enough
to run as persistent operating units rather than chat windows. Memory and retrieval architectures
matured to the point where an agent can hold meaningful context across sessions without burning
through budget. And the most important shift: the marketing leaders who win the next decade have
stopped asking "what Al tool should we buy?" and started asking "what does our Al operating model

look like?"

That second question is the one this playbook answers. The first question is the trap. Tools are
downstream of architecture. Marketing leaders who optimize for tools end up with a stack.

Marketing leaders who optimize for architecture end up with leverage.

The four forces that made Al agents a real architecture

Force 1: Buyer behavior moved into Al search. A meaningful and growing share of B2B research
now starts inside ChatGPT, Perplexity, Claude, Google Al Overviews, or an enterprise copilot — not a
search box and not a vendor's website. Content that is not optimized for retrieval and citation by Al
engines is invisible to a buyer cohort that grows every month. The Answer Engine Optimization

motion is no longer optional. The Al marketing stack that ignores AEQ is already losing demand.
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Force 2: Content velocity expectations broke human throughput limits. The teams winning in
2026 publish 3-5x what their competitors publish, with higher quality, in ICP-specific formats. That
output volume is not achievable with people alone. It is achievable with people running a designed

agent system. A 60% reduction in content production time is the floor of what an agent system

delivers, not the ceiling.

Force 3: ABM and RevOps demand orchestration that humans cannot sustain manually. Modern

ABM programs that work orchestrate four-to-six channels per Tier 1 account in tight sequence. The

cognitive load of running that across 30, 50, or 200 accounts manually is impossible. ABM

Orchestration Agents are the way RevOps-aligned marketing scales without exploding headcount.

Force 4: Leadership stopped tolerating the Al productivity vapor. CFOs and CEOs who funded the
first wave of Al experiments are now asking what the investment actually returned. The teams that
can show a structured operating system — agents, workflows, governance, quality — keep their
budget and gain mandate. The teams that show a tool list lose both. This is now a budget-defense

conversation, not a strategy conversation.

The forces compound. Al search shifts demand. Content volume requirements break human
throughput. ABM orchestration overwhelms manual processes. Leadership demands accountability.
The only architecture that answers all four is an Al-enabled marketing operating system built on

specialized agents.


file:///blog/how-i-cut-content-production-time/
file:///blog/why-most-abm-programs-fail/

E.R.M. Al AGENTS FOR MARKETING

PART 1

CHAPTER 11

What an Al agent actually is — and what it is
not

he word agent is currently doing too much work. Vendors call any Al feature an agent.
Internal teams use the word to mean anything from a custom GPT to a product feature
with a chat interface. Imprecise language produces imprecise architecture, and imprecise

architecture produces broken rollouts. So before going further, define the term.

What an Al marketing agent is, in operational terms.

An agent is not a chat session. Not a clever prompt someone shared in Slack. Not a vendor feature
that calls itself agentic. Not a chatbot bolted onto a tool the team already owns. The test is
functional, not branded: does it have a defined role, persistent instructions, structured 1/O, memory,
governance, and an owner? If yes, it is an agent. If no, it is a feature, and features without

architecture do not compound.

Tools versus agents — the operator's distinction

Scope A single capability inside a product A defined operating role inside a
team

Context Reset every session Persistent across sessions

Specialization Generic — works for anyone Specialized — built for one job

Voice Default LLM voice Trained on brand voice document

and exemplars
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Memory

Governance

Improvement

Output

Failure mode

None or vendor-controlled

None — output is whatever you got

Improves when the vendor ships an
update

Plausible, generic

Quality varies wildly between users

Designed and owned by the team

Quiality gates, review tier, audit
cadence

Improves with every feedback cycle
the team runs

On-brand, on-strategy, on-format

Quiality varies with governance
discipline, not user skill

The strategic implication: a team running on tools alone is a team where quality is bounded by the

prompt skill of the most junior person using them. A team running on agents is a team where quality

is bounded by the governance discipline of the most senior operator. The first ceiling is low and gets

lower as the team grows. The second ceiling rises with operational maturity.

LY
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The
Architecture

Five layers, one operating system.

cH I The five-layer Al marketing operating system

CH IV The agent-aware org model
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PART 11

CHAPTER 111

The five-layer Al marketing operating
system

n agent is not a system. A system is what allows agents to compound. The Al Marketing
Operating System has five layers, and the leverage shows up only when all five run

together. The architectural deep-dive on the operating system itself lives here; this section

is the operator's summary of how the layers map to agents.

Layer 1 — Foundation. The canonical source-of-truth context every agent draws from: brand voice
document with 30+ exemplars, the full 4D ICP, the strategic narrative, taxonomy, customer language
library, approved proof points. Foundation is the work most teams skip. Skipping Foundation
produces fast output and fast quality decay. A 2-4 week investment in Foundation before activating

any agents is the highest-leverage operational decision in the entire build.

Layer 2 — Agents. The 25 specialized Al roles described in this playbook. Each one defined by an
Agent Spec Sheet and tied back to Foundation. Agents are the operating units of the system, but

agents alone are not the system.

Layer 3 — Workflows. How agents chain into multi-step processes. A Content Strategy Agent
produces a brief that flows to a Content Production workflow, which engages an SEO/AEO Agent, a
Brand Voice Governance Agent, and a human writer at defined handoffs. The workflow is the

leverage. Agents in isolation produce output. Workflows produce outcomes.

Layer 4 — Memory. \What each agent remembers across sessions. Persistent memory is the agent's
baseline — voice, ICP, taxonomy, prior approved exemplars. Working memory holds the in-flight
context for the current task. Feedback memory is what closes the loop on quality, capturing what
got approved, what got rejected, and why. Without memory, every session restarts from zero. With

memory, agents compound.
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Layer 5 — Governance. Quality gates per agent, tiered human review, monthly audit cadence,
prompt drift checks, kill criteria. Governance is what keeps trust in the system. Without it, output
quality decays quietly until leadership stops trusting Al-touched work and the operating system

loses its mandate.

Foundation is the substrate. Agents are the units. Workflows are
the leverage. Memory is the compounding engine. Governance is
the trust layer. Five layers, designed deliberately, audited
rigorously, evolved continuously.

LY

14
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PART 11

CHAPTER IV

The agent-aware org model

n agent system rebuilds the org chart, even if the headcount stays the same. Every named

function on the marketing team now has a parallel question: which agents support this

function, who owns them, who reviews their output, and where does human judgment
stay in the loop? That second question — the human-in-the-loop question — is the one that

distinguishes a team using Al from a team operating through Al.

The org model below is not prescriptive. It is the structure | use as a starting point in the consulting
engagements | run, and the one | tune to each company's existing org. The agent-aware org model

has four operating units.

Strategy & Insight Head of Strategy / VP » ICP Research + Final ICP and account-tier
Marketing + Buyer Persona decisions
« Account Selection » Approval of strategic
« Intent Signal shifts
» Competitor Intelligence . Quartgr\y competitive
narrative
Content & Brand Head of Content / + Brand Voice Governance « \oice rewrites

Angle and POV
Final publish approval

Editorial Director Content Strategy

Editorial Planning

» SEO » Quarterly editorial

« AEO direction

« LinkedIn / Social

+ Ad Copy
Demand & Head of Demand Gen / » Campaign Optimization » Campaign kickoff approval
Campaigns ABM Lead » ABM Orchestration « Budget release

Email Nurture Channel-mix adjustments

Account-level
orchestration sign-off

Event Marketing
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Operations & Head of Marketing Ops / » Analytics & Reporting » Data-quality gates
Intelligence RevOps « Workflow Automation « Process-change approvals
« CRM Hygiene « Executive-briefing
+ Knowledge Base accuracy
« Meeting Notes » Sales-marketing alignment

« Executive Briefing
« Sales Enablement
» Customer Journey
o RFP Support

Three principles shape the org model.

Principle 1: One named human owns each agent. Not a team. One person. They own the spec, the
prompt updates, the memory hygiene, the audit, and the retirement decision. Distributed ownership

produces distributed neglect.

Principle 2: The senior operator is the editor, not the author. Senior marketers in an agent-led
organization spend less time producing first drafts and more time editing, calibrating, and providing
feedback that improves the system. The shift from "l produce" to "l edit and govern" is the operating

muscle senior marketers must develop in 2026.

Principle 3: Junior marketers operate the agents, not the work. A high-functioning junior marketer
in 2026 is not someone who writes faster. It is someone who runs a five-agent workflow cleanly,
knows when to escalate, and produces feedback that improves the agents over time. That is the

modern entry-level marketing job description.
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The Agent
Roster

Twenty-five specialized agents that run
modern marketing.

CHV The Agent Spec Sheet

CH VI Strategy & targeting agents (1-5)

CH VII Content & brand agents (6-12)

CH VIII Demand & campaign agents (13-15)

CH IX Measurement & intelligence agents (16-18)

CH X Revenue, ops, and field agents (19-25)
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PART 111

CHAPTER V

The Agent Spec Sheet

very agent in the system is defined by a one-page spec sheet — the same template, applied
uniformly. Consistency in how agents are documented is what makes the system
maintainable, auditable, and transferable across operators. This is the template | use in

every engagement.

Eight fields. One page. Applied to every agent in the system.

The agent profiles in the next sections compress these eight fields into the headers Purpose .
Inputs . Outputs . Memory . Human oversight . Common mistakes, with a sample prompt where
one is most useful. The full spec sheet template lives in the downloadable companion (link at the

end). What follows is the canonical 25-agent set, organized by operating unit.
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PART 111

CHAPTER VI

Strategy & targeting agents (1-5)

he first cluster defines who the marketing organization sells to, why, and what is happening
in the market that should inform motion. Strategy agents are the substrate every other

agent draws on. If the Strategy cluster is weak, every downstream cluster degrades.

THE ICP RESEARCH AGENT

Purpose. Maintains a live, multi-dimensional Ideal Customer Profile across firmographic, behavioral,
technographic, and situational dimensions, and produces ICP fit scores for any account on demand.
The ICP Research Agent is the canonical source of "who is the right customer" for every other agent

in the system.

Inputs. The current 4D ICP document; closed-won and closed-lost data with reasoning; ten or more
recent customer interview transcripts; sales call notes; web behavior data where accessible; intent

feeds; an explicit warning that firmographic-only ICPs are insufficient.

Outputs. Versioned ICP definitions; per-account ICP fit scores (A/B/C/D grade with per-dimension
scores); quarterly ICP refresh report flagging shifts in fit drivers; a "what changed" memo whenever

the underlying ICP definition is updated.

Memory. The last 50 accounts scored, accuracy of grades against eventual outcomes, ICP definition
version history with reasoning for each shift, the customer-language phrasings that distinguish A-

grade from B-grade fit.

Human oversight. The Head of Strategy approves any change to the ICP definition. Quarterly
accuracy audit comparing predicted ICP grades against closed-won/closed-lost reality; anomalies

trigger root-cause review.

Common mistakes. Over-weighting firmographic data because it is the easiest to source. Letting
situational dimensions go stale (situational signals decay within 30 days). Treating the ICP as static

when buyer reality shifts quarterly. The fix is in the four-dimension ICP framework.
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You are the ICP Research Agent for [Company]. You hold the canonical 4D ICP definition
(Firmographic, Behavioral, Technographic, Situational). When asked to evaluate an account, score
each dimension 0-10, return an overall A/B/C/D grade, and list the top three reasons for the grade.
Rules: - Never grade A on firmographic data alone. A-grade requires evidence in at least three of the
four dimensions. - If situational signals are older than 30 days, mark Situational as "stale" and adjust
grade accordingly. - Use the customer-language library for fit-driver phrasings. Do not invent. - If
data is insufficient to grade, return "insufficient data" with the missing inputs listed. Do not guess. -
Output must be in the standard ICP Fit Brief template, not prose. Escalate to the Head of Strategy
when: - An account scores A in three dimensions but D in the fourth — these are the highest-

judgment-required accounts. - A grade contradicts the prior quarterly trend for the segment.
Agent 02 . Strategy & Insight
The Buyer Persona Agent

Purpose. Maintains buyer persona profiles inside ICP accounts and produces persona-level briefs
that distinguish economic buyer, technical evaluator, end user, and procurement gatekeeper.

Persona work and ICP work are different problems. The three-layer targeting model separates them

deliberately.

Inputs. Sales call recordings, customer interviews, win/loss notes, public LinkedIn signals, review-site

verbatims, support ticket themes by role.

Outputs. Persona briefs (one to two pages each), buying-committee maps per account tier,

message-resonance scoring per persona, "what this persona reads / watches / trusts" intelligence.

Memory. Persona profile versions, the verbatim customer-language for each persona's pains and

desired outcomes, recent feedback from sales on persona accuracy.

Human oversight. The Head of Content reviews persona briefs before they shape editorial

direction. Sales calls pulled into persona memory are anonymized.

Common mistakes. Drifting toward generic personas without ICP context (an "Operations Leader"
persona at a 50-person SaaS is not the same as one at a 5,000-person bank). Inventing motivations
that have no customer-language evidence. Over-engineering buying committees beyond what the

deal size actually warrants.

20
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THE ACCOUNT SELECTION AGENT

Purpose. Builds and refreshes target account lists by tier, drawing on the ICP Research Agent's
grades and the Intent Signal Agent's signal stack. Outputs the weekly Tier 1, Tier 2, and Tier 3 lists
that drive the ABM motion. Most ABM programs fail because account selection is wrong; this is

where that failure starts.

Inputs. ICP grades; first-party intent data; third-party intent feeds; funding, leadership, and hiring

news; public-record signals; CRM activity from the last 90 days; current sales capacity by tier.

Outputs. Tier-segmented account lists; weekly tier-movement report (accounts entering/leaving

each tier with reasoning); a "watchlist" of accounts approaching tier-promotion thresholds.

Memory. Account-level history (when entered each tier, motion run, outcome); tier-promotion

accuracy by signal type; recent disqualification reasoning.

Human oversight. ABM lead and sales leadership review the Tier 1 list weekly. Sales has veto power

on Tier 1 entry to keep the list operationally honest.

Common mistakes. Over-rotating Tier 1 accounts week-to-week, exhausting sales attention. Letting
tier-promotion be triggered by single-source intent (third-party intent alone is the noisiest predictor).

Failing to cap Tier 1 at a number sales can actually run motion against.

THE INTENT SIGNAL ANALYSIS AGENT

Purpose. Synthesizes first-party and third-party intent signals into account-level "what changed and

what to do" briefs. Distinguishes high-signal events from noise. Most intent data is mostly hype; this

agent's job is to enforce that judgment programmatically.

Inputs. First-party intent (web visits, content engagement, demo requests, pricing-page hits); third-
party intent feeds; news and funding feeds; LinkedIn engagement; community signals; product-

usage signals where applicable.

Outputs. Daily account-level signal briefs (top 20 accounts with new signals); signal-to-action
recommendations (what motion fits each signal type); a weekly "signal noise" report flagging which

third-party feeds added value vs. just volume.

Memory. Signal-to-outcome correlation history (which signals predicted pipeline, which did not);
account-level signal history; signal-decay calibration (how quickly each signal type loses predictive

value).

21


file:///blog/why-most-abm-programs-fail/
file:///blog/why-most-abm-programs-fail/
file:///blog/intent-data-is-mostly-hype/

E.R.M. Al AGENTS FOR MARKETING

Human oversight. ABM lead reviews top-account signals daily. Quarterly review of signal-source

ROI — sources that fail to predict pipeline are dropped.

Common mistakes. Treating volume of signals as a signal. Failing to calibrate signal decay. Buying a

third-party intent feed and never auditing whether it added pipeline.

THE COMPETITOR INTELLIGENCE AGENT

Purpose. Tracks competitor positioning, product, pricing, content, and field motion. Produces
battlecards, threat alerts, and quarterly competitive briefs. The agent's most important rule is to

never invent. Hallucinated competitor claims are the fastest way to destroy sales trust in the system.

Inputs. Competitor websites, public earnings, news, hiring signals, review-site verbatims, win/loss

interviews, sales-team field notes, social media positioning shifts.

Outputs. Per-competitor positioning briefs; quarterly battlecard refresh; threat alerts (new product
launches, pricing moves, leadership changes); message-overlap analysis showing where the brand

and a competitor are saying the same thing.

Memory. Competitor positioning over time; verified vs. unverified claims (with sources); historical

accuracy of threat alerts.

Human oversight. Sales enablement reviews battlecards before distribution. Any competitor claim

must include a verifiable source citation. Unsourced claims are flagged, never published.

Common mistakes. Hallucinating competitor features, pricing, or customer wins. Treating press

coverage as truth. Over-indexing on one loud competitor and missing the quiet one taking share.

LY
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PART 111

CHAPTER VII

Content & brand agents (6-12)

he Content & Brand cluster is where most marketing teams already feel pressure from Al

— and where the most damage gets done by tool-only approaches. The reason is simple:

voice cannot be delegated to a generic LLM. It can only be delegated to a system that has
voice in its foundation, voice in its memory, and voice governance in its workflow. That is what the

seven agents in this cluster are designed to do, together.

THE BRAND VOICE GOVERNANCE AGENT

Purpose. Reviews any Al-generated or human-written content for brand voice consistency before it
ships. Flags violations, scores fit, and recommends ship/revise/rebuild. Does not rewrite. The single

most important agent for protecting voice quality across a scaled content motion.

Inputs. The Brand Voice Document (with 30+ exemplars), the draft submitted for review, channel

and audience context, the persona the piece is written for.

Outputs. Voice fit score (1-10), line-by-line flags with rule references, summary recommendation
(ship / revise / rebuild), specific examples from the Brand Voice Document for the writer to compare

against.

Memory. All previously approved exemplars (positive examples), all previously rejected drafts

(negative examples), recent voice updates and version notes.

Human oversight. Score 7 or below requires human writer review and resubmit. Score 8+ ships with

spot-check review. Monthly recalibration: editor reviews 10 random flags to validate strictness.

Common mistakes. Becoming too lenient and letting voice drift through. Becoming too strict and
blocking legitimate creative variance. Both fail modes are addressed by monthly recalibration against

fresh editor judgment.

23
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THE CONTENT STRATEGY AGENT

Purpose. Translates business priorities, ICP segments, and search/AEO opportunities into a quarterly
content plan. Owns topic selection, narrative tie-in, format choice, and publishing cadence. The

agent that makes editorial scale.

Inputs. ICP document, last 90 days of pipeline data, top-performing recent content, search and AEO

query data, sales call themes, current quarterly priorities, content gap analysis.

Outputs. Quarterly content calendar (M/W/F cadence), per-piece briefs with strategic-narrative tie-

in, target keyword and AEO query for each, internal linking recommendations.

Memory. Prior 12 weeks of published content with performance data, voice notes from feedback

cycles, current strategic priorities, the topics that are working and the topics that are not.

Human oversight. Quarterly plans reviewed by Head of Content before activation. Briefs spot-

checked weekly for narrative tie-in and ICP alignment.

Common mistakes. Recommending generic SEO topics with no narrative tie. Drifting toward
content that ranks easily rather than content that converts. Treating content as a topic problem

instead of an audience and angle problem.

THE EDITORIAL PLANNING AGENT

Purpose. Sequences content across the calendar to build narrative arcs (cluster strategy), respect
channel cadence, and align with launch and event milestones. The Editorial Planning Agent runs
alongside Content Strategy: Strategy decides what; Editorial decides when, in what order, and how it

ladders.

Inputs. Content Strategy Agent's quarterly plan; product launch calendar; event calendar; field

marketing motion calendar; SDR campaign cadence; SEO/AEQO cluster maps.

Outputs. 12-week sequenced editorial calendar; cluster maps (cornerstone + cluster posts that
internally link); flight-plan dependencies (which pieces must publish before which others to land the

narrative arc).

Memory. Past clusters with traffic and pipeline data, channel cadence patterns that worked,

sequencing decisions that backfired.

Human oversight. Editorial director approves cluster strategy and cornerstone selections. Weekly

stand-up reviews shifts to the calendar.

24
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Common mistakes. Over-stuffing the calendar past sustainable cadence. Treating each post as

standalone instead of part of a cluster. Failing to coordinate editorial sequence with field motion.

THE SEO AGENT

Purpose. Optimizes content for traditional search engines: keyword research, on-page structure,
internal linking, schema, technical hygiene. Operates in tight pairing with the AEO Optimization

Agent — the two are complementary, not interchangeable.

Inputs. Search query data, competitor SERP analysis, keyword difficulty data, internal site analytics,

the editorial calendar, the brand's authority signals.

Outputs. Per-piece SEO brief (target keyword, semantic cluster, recommended H-structure, FAQ
candidates, schema requirements, internal linking targets), monthly site-health audit, quarterly

content gap analysis.

Memory. Keyword performance over time, ranking-to-pipeline correlation, internal linking topology
of the site.

Human oversight. SEO lead approves cornerstone-level keyword targets. Spot-checks per-piece

briefs weekly. Quarterly pipeline-correlation audit against keyword choices.

Common mistakes. Optimizing for ranking ease over pipeline contribution. Keyword stuffing that

degrades quality. Internal linking that follows topology rather than reader journey.

THE AEO OPTIMIZATION AGENT

Purpose. Optimizes content for retrieval and citation by Al search engines and large language
models — Answer Engine Optimization. The newest and fastest-growing agent in the cluster,

because the buyer increasingly starts research inside an Al interface rather than a search box.

Inputs. Al search citation data (Perplexity, ChatGPT, Claude, Google Al Overviews where
measurable), structured-data audit, FAQ schema coverage, entity clarity audit, "answer-first" copy

patterns, canonical question taxonomy for the category.

Outputs. Per-piece AEO brief (canonical question phrasing, answer-first lede, semantic depth
requirements, FAQ schema block, entity tagging, citation-worthy stat list), monthly AEO citation
report, quarterly entity-graph audit.

25
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Memory. Pieces that have earned citations in Al surfaces, citation-decay patterns, the answer

phrasings that Al engines reliably retrieve.

Human oversight. Editorial director approves canonical question taxonomy. SEO/AEQO lead reviews

citation reports monthly.

Common mistakes. Treating AEO as a flavor of SEO instead of a distinct retrieval target. Stuffing
FAQ blocks with low-quality questions. Failing to tag entities so the Al can resolve who the brand is

and what it is authoritative on.

THE LINKEDIN [ SOCIAL MEDIA AGENT

Purpose. Drafts native-format LinkedIn posts (and other social media), distinct executive-voice
posts, and re-share hooks that land in B2B feeds. Optimizes for hook quality, native pacing, and

executive POV — not for recycled blog summaries, which is the most common failure mode.

Inputs. Recent blog posts with extractable POVs; the executive's voice samples; news in the

category; engagement patterns by post format; the editorial calendar.

Outputs. Hook-first LinkedIn drafts (executive and company-page variants); thread-format drafts
where appropriate; reshare hooks for the team to engage; monthly "what's working in the feed"

briefing.

Memory. Past posts with engagement data, hook patterns that landed, executive voice exemplars,

topic-engagement correlation.

Human oversight. Executive reviews any post under their byline before posting. Editor reviews

company-page drafts. Monthly engagement audit.

Common mistakes. Generic "thought leader" tone that sounds like every other post. Recycling blog
content into LinkedIn instead of writing native-format from the same insight. Over-posting and

exhausting the audience.

THE AD COPY AGENT

Purpose. Drafts paid media ad copy across LinkedIn, Google, Meta, programmatic, and connected
TV — adapted to channel-specific format, length, and audience. Generates A/B test variants with

documented hypotheses, not just text changes.

26
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Inputs. Persona briefs, ICP fit reasoning, recent landing-page performance, prior winning ad copy,
current campaign objective, channel-specific format constraints.

Outputs. Channel-specific ad copy variants (typically 5-7 per ad set), A/B test hypothesis matrix,

copy-to-landing-page consistency check, per-variant audience match note.

Memory. Winning copy patterns by channel and persona, copy-to-pipeline correlation, channel-

format updates as platforms change them.

Human oversight. Paid media lead approves all paid copy before launch. Brand Voice Governance

Agent scores copy before launch.

Common mistakes. Optimizing for click-through over qualified pipeline. Failing to align ad copy with

the landing page experience. Generating variants that test letters and not hypotheses.

LY
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PART 111

CHAPTER VIII

Demand & campaign agents (13-15)

emand agents activate the targeting and content layers into in-market motion. They are
the agents most likely to interact with budget and external pipes, which is why their

governance discipline matters most.

THE CAMPAIGN OPTIMIZATION AGENT

Purpose. Runs continuous optimization across paid, organic, and lifecycle campaigns. Identifies
budget reallocation opportunities, creative fatigue, audience overlap, and channel-mix shifts.

Operates inside guardrails set by the demand-gen lead.

Inputs. Channel-level performance data; CRM pipeline contribution by source; creative library;

audience definitions; budget caps; brand-safety rules; the campaign objective.

Outputs. Weekly optimization brief (budget-reallocation recommendations with reasoning); creative-

fatigue alerts; audience-overlap warnings; monthly channel-mix recommendation.

Memory. Optimization actions taken vs. outcomes; channel-mix history; what worked in similar

campaigns; current quarterly objectives.

Human oversight. Demand-gen lead approves any reallocation greater than the agent's budget cap.

Brand-safety constraints are non-negotiable; agent flags conflicts but never overrides.

Common mistakes. Optimizing toward conversions that are not pipeline-qualified. Killing creative

before signal stabilizes. Confusing channel attribution with channel impact.

THE ABM ORCHESTRATION AGENT

Purpose. Coordinates multi-channel ABM motions for Tier 1 and Tier 2 accounts: content touch
points, paid programs, sales outreach, executive engagement. Sequences touches so each account
experiences a coherent message, not scattered noise. The single most operationally complex agent

in the system, and the most leveraged for ABM-led organizations.
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Inputs. Tier 1 and Tier 2 account lists; account-specific situational signals; persona maps; channel-

cost models; current campaign assets; sales cadence and capacity; the ABM tier model.

Outputs. 30/60/90-day motion plan per account; channel-touch-sequence map; asset list (custom

and standard); sales talk track tied to account-specific context; weekly motion-fidelity report.

Memory. Per-account motion history; response patterns; channel performance per account-tier;

prior orchestration mistakes.

Human oversight. ABM lead approves Tier 1 motion plans before activation. Weekly review of

execution fidelity (planned vs. actual touches). Monthly ABM-pipeline review.

Common mistakes. Generating touch sequences that look comprehensive but cost more than the
deal is worth. Misaligning with sales cadence. Treating Tier 2 like Tier 1 (different motions, different

economics).

THE EMAIL NURTURE SEQUENCE AGENT

Purpose. Designs and drafts multi-step email nurture sequences (post-content download, post-
event, post-demo, win-back, vertical) with branching logic and exit conditions. Owns the email layer
of the buyer's journey from first touch through MQL — and replaces it with pipeline-qualified
handoff because the MQL is dead.

Inputs. Persona, ICP segment, entry trigger, exit goal, prior sequence performance, brand voice

samples, email engagement benchmarks.

Outputs. Full sequence (subject lines, preview text, body copy, CTAs, branching logic, exit
conditions, A/B test recommendations), per-email purpose statement, sequence-level performance
KPlIs.

Memory. Past sequences with engagement and conversion data, subject-line patterns that landed,

exit reasons that correlated with disengagement.

Human oversight. Lifecycle lead approves new sequences. Brand Voice Governance Agent scores

every email before activation. Quarterly nurture audit.

Common mistakes. Sequence length disconnected from sales cycle. Subject lines optimized for

opens at the cost of trust. CTA escalation pace too aggressive for the persona's buying stage.
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PART 111

CHAPTER IX

Measurement & intelligence agents (16-18)

easurement agents close the loop. Without them, the system runs without learning
and accumulates strategic blind spots quickly. The unifying rule across this cluster: lead

with pipeline metrics, then engagement, never with vanity metrics.

THE ANALYTICS & REPORTING AGENT
Purpose. Produces weekly, monthly, and quarterly performance reports tied to revenue metrics.
Identifies anomalies, explains them, and recommends specific next actions. Replaces the dashboard-

walking ritual with structured intelligence.

Inputs. CRM pipeline data, web analytics, paid platforms, content performance, ABM dashboard,

sales activity data, the strategic narrative for context.

Outputs. Standardized W/M/Q reports (under 600 words weekly; under 1,500 monthly; under
3,000 quarterly), anomaly explanations, recommended next actions, executive-friendly summary

block at top.

Memory. Last 12 reports for trend analysis, recurring themes, prior recommendations and whether

they were acted on.

Human oversight. CMO reviews weekly reports. Anomalies (10%+ deviation from baseline) trigger
root-cause analysis before publishing. Monthly accuracy audit on whether recommended actions

correlated with subsequent improvement.

Common mistakes. Defaulting to vanity metrics when revenue data is incomplete. Misattributing

outcomes. Failing to recommend specific next actions, leaving leaders to interpret on their own.
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THE CUSTOMER JOURNEY MAPPING AGENT

Purpose. Continuously maps the customer journey from first signal through closed-won and into
expansion. ldentifies friction points, drop-off cohorts, and the high-leverage moments where Al
agents can amplify human handoff. Operates as the connective intelligence across Marketing, SDR,
Sales, and CS.

Inputs. CRM stage data; web behavior; product-usage signals; sales activity; support tickets; renewal

data; customer interview themes.

Outputs. Quarterly customer-journey map with quantified friction points, monthly cohort drop-off

briefs, named high-leverage moments where intervention has the highest expected pipeline impact.

Memory. Historical journey maps with intervention-to-outcome correlation; named friction points

and how they were resolved.

Human oversight. RevOps and CS leadership review the quarterly map. Specific intervention

proposals require functional sign-off.

Common mistakes. Confusing the funnel with the journey. Mapping the buyer's path instead of the

buyer's experience. Failing to integrate post-sale data, which leaves expansion blind spots.

THE INTERNAL MARKETING KNOWLEDGE BASE AGENT

Purpose. Maintains the marketing organization's institutional memory in queryable form: prior
campaigns and outcomes, decisions and reasoning, voice exemplars, persona briefs, the running
record of "what we tried and what we learned." The agent that turns marketing operations into a

learning organization.

Inputs. Campaign retros, decision memos, customer interviews, sales notes, post-mortems, the

editorial archive, the asset library, the case-study library.

Outputs. On-demand answers to internal questions ("did we run a campaign like this in 20247?"),

quarterly "what we learned" digest, decision-precedent briefs for new campaigns.

Memory. Tagged and indexed campaign archive; decisions with reasoning; outcomes with lessons;

people-to-context attribution for institutional knowledge that lives in heads.

Human oversight. Marketing ops owns the indexing and tagging discipline. Quarterly memory audit.
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Common mistakes. Letting the index decay because no one owns it. Surfacing answers without
precedent reasoning, leaving teams without the why. Treating the knowledge base as storage rather

than retrieval.
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CHAPTER X

Revenue, ops, and field agents (19-25)

he final cluster operates at the boundary where marketing meets sales, customer success,

executive leadership, and the field. These agents are where alignment shows up — or

breaks down. Underinvested governance here is the most common reason marketing Al
investments are perceived as not delivering: the marketing-side outputs are excellent, but the field-

side experience is fragmented.

THE SALES ENABLEMENT AGENT

Purpose. Translates marketing campaigns, ICP shifts, and competitive intelligence into sales-ready

talk tracks, battlecards, sequence templates, and objection-handling scripts. Builds the assets sales

actually uses, not the assets that sit unread in a content portal.

Inputs. Campaign briefs, ICP and persona docs, competitive intelligence, recent objections from

sales calls, product positioning, current quarterly priorities, win/loss reasons.

Outputs. SDR talk tracks, AE call openers, battlecards, sequence templates, objection-handling

pages, monthly "what changed" digest for the sales team.

Memory. Sales-feedback log on which assets got used, which got ignored; objection patterns over

time; win/loss themes.

Human oversight. Sales leadership co-owns this agent with marketing. Weekly sync on what is and

is not landing.

Common mistakes. Building enablement assets sales never uses (volume without adoption).
Disconnect from sales-call reality (the agent reads marketing's positioning rather than the field's

reality). Failing to update when ICP shifts.
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THE MEETING NOTES & SUMMARIZATION AGENT

Purpose. Summarizes meetings (internal staff, sales calls, customer interviews, executive briefings)
into structured action-item briefs. Decisions made, owners, deadlines, follow-up tasks. The most

boring high-leverage agent in the system.

Inputs. Meeting transcript or recording, attendees, meeting type and purpose, prior context for the

meeting topic.

Outputs. Structured summary (Decisions / Owners / Deadlines / Open questions / Follow-up tasks),
meeting-type-specific format (sales call vs. customer interview vs. internal staff differ), CRM-

pushable action items.

Memory. Meeting-type templates; recurring meeting series with prior actions; speaker-attribution

patterns.

Human oversight. Owner of each meeting type validates summary format quarterly. High-stakes

meetings (board, executive, customer escalations) require human review before distribution.

Common mistakes. Missing subtle disagreements that did not become explicit in the meeting. Over-

aggregating, losing nuance. Pushing items to CRM without owner agreement.

THE EXECUTIVE BRIEFING AGENT

Purpose. Drafts executive-ready briefs, board updates, customer-meeting prep documents, and pre-

read packets. Voice-matched to the named executive. Designed for exec review, never auto-sent.

Inputs. Topic, recipient profile, prior correspondence with the recipient, the executive's voice

samples, the strategic narrative, recent performance data.

Outputs. Draft briefs in three lengths (one-page, three-page, board-pack), executive voice-matched,

with embedded data and recommended decisions.
Memory. Executive voice exemplars, prior board/customer meeting briefs, recipient-specific context.

Human oversight. Always-on. The executive personally reviews every briefing under their byline.

Voice drift undermines trust faster here than anywhere else.

Common mistakes. \Voice drift. Generic executive tone that does not sound like the named person.

Burying the recommended decision instead of leading with it.
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THE WORKFLOW AUTOMATION AGENT

Purpose. Designs, maintains, and audits marketing automation flows — lead routing, scoring,
lifecycle staging, list management, attribution logic. Works at the intersection of MAP, CRM, and the

rest of the agent system. Less glamorous than content agents; far more leveraged.

Inputs. Current workflow specs, conversion data, lead-routing rules, CRM stage definitions, ICP

grades, exit conditions.

Outputs. Workflow specs (visualized), trigger and exit definitions, change-request documents with

risk analysis, monthly automation audit report.
Memory. Historical workflow performance, change history with outcomes, current automation map.

Human oversight. Marketing operations approves any workflow change. Automation changes follow

a documented change-control discipline.

Common mistakes. Over-engineering workflows so that the failure surface grows faster than the
value. Letting workflow changes accumulate without documentation. Confusing complexity with

sophistication.

THE EVENT MARKETING COORDINATION AGENT

Purpose. Plans and executes virtual and in-person events end-to-end — from objective and
audience definition through run-of-show, content, comms, and follow-up sequences. Connects

events to pipeline rather than treating them as standalone marketing motions.

Inputs. Event objective, target ICP, target persona, budget, prior event data, current quarterly

priorities, brand voice samples for comms.

Outputs. Event run-of-show, content plan (sessions, abstracts, speakers, panel topics), comms
calendar (pre, during, post), targeted invitation list, follow-up nurture sequences keyed to attendee

behavior.

Memory. Past events with attendance, engagement, and pipeline outcomes; what content drew

which audience; what follow-up sequences converted.

Human oversight. Field-marketing lead owns this agent. Weekly check-ins during the run-up to a

major event. Post-event pipeline audit within 60 days.
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Common mistakes. Disconnecting event ROI from pipeline. Optimizing for attendance instead of

pipeline-qualified audience. Treating follow-up as one sequence instead of segmented by behavior.

THE RFP [ PROPOSAL SUPPORT AGENT

Purpose. Drafts proposal sections from the approved content library — security, integration, pricing,
customer-success, vertical-specific case studies. Accelerates RFP turnaround without sending

boilerplate that fails to answer the actual RFP. The agent that earns its keep on a single won deal.

Inputs. The RFP document, prior winning proposals, customer-specific context, the content library,

current product positioning, pricing rules.

Outputs. First-draft proposal sections, response matrix mapping each RFP question to a draft

answer, gaps requiring SME input, customer-specific tailoring.

Memory. Past RFPs with win/loss, the answers that won and the answers that lost, vertical-specific

positioning that worked.

Human oversight. Sales lead and SMEs review every section before submission. The agent never

submits an RFP — it accelerates the SME's first draft, no more.

Common mistakes. Boilerplate that does not address the specific RFP. Failing to tailor for the

customer's actual context. Producing volume that hides gaps.

THE CRM HYGIENE & DATA ENRICHMENT AGENT

Purpose. Maintains CRM data quality at scale: deduplication, enrichment, role-tagging, ICP-grade
tagging, account-hierarchy correctness, lifecycle-stage hygiene. The unsexy agent that quietly

powers every other agent in the system. Garbage data poisons the entire operating system.

Inputs. CRM exports, enrichment-vendor data, ICP grades, role taxonomies, the buying-committee

map, the workflow automation specs.

Outputs. Daily duplicate report, weekly enrichment report, monthly data-quality scorecard, change-

request packets for ops review.

Memory. Data-quality trend lines, enrichment-source quality history, recurring data hygiene failure

modes.

Human oversight. Marketing operations owns every change to the CRM. Bulk changes are reviewed

in batch before commit.
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Common mistakes. Letting enrichment vendors degrade silently. Bulk-applying changes without

review. Treating CRM hygiene as a one-time cleanup rather than an ongoing discipline.

LY
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PART IV

CHAPTER XI

The four hero workflows

n agent is a unit. A workflow is the leverage. Most of the operational compounding in an Al
marketing operating system happens at the workflow layer, where multiple agents chain
into outcomes the team could not produce manually. Below are the four hero workflows

that produce the highest leverage in the first six months of deployment.

Hero workflow 1: Cornerstone content production

Six agents, four human-in-the-loop checkpoints, one cornerstone piece. Time-to-publish drops from

8-12 hours of human time to 3-4 hours, with quality going up because every step is governed.

Hero workflow 2: Tier 1 ABM motion design

Eight agents, two human checkpoints, one orchestrated Tier 1 motion. The ABM lead's job becomes
editing motion plans, not building them. The agent system runs the orchestration so the human can

run the strategy.

Hero workflow 3: Weekly performance intelligence

Five agents, one human checkpoint, the weekly cadence the CMO would otherwise spend a half-
day producing manually. The compounding is in what the CMO does with the freed half-day, not in

the time savings themselves.
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Hero workflow 4: SDR-marketing alignment cycle

Five agents, one human checkpoint, a closed-loop cycle that keeps marketing's view of the ICP and
field reality from drifting apart. The most important alignment workflow in the system, and the one

most teams skip.
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PART IV

CHAPTER XII

Al governance for marketing organizations

overnance is the layer that distinguishes an Al operating system from an Al experiment.

Without it, output quality decays quietly, the team loses trust, and within twelve months

the operating system becomes another shelfware program with a board-deck slide
attached. Governance is not paperwork. It is the operating discipline that lets the system compound

rather than degrade.

What enterprise Al marketing governance actually requires.

Risk-tiered review — what to review, what to spot-check

High » Executive briefings Always reviewed by named human
+ Board materials before external use. Never auto-
+ Customer-facing emails published. Brand Voice Governance

o RIF esponses Agent score must be 9+ for external

+ ABM 1:1 motion

content.
» Paid-media spend over budget
thresholds
» Public PR responses
Medium » Cornerstone blog posts Reviewed by functional lead. Brand
+ Linkedin executive posts Voice score 8+. Spot-check audit
+ Sales-enablement assets weekly. Sample 10% for editor
« ABM Tier 2 motion calibration

» Persona briefs

+ |CP refreshes
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Low » Internal meeting summaries Spot-checked monthly. Audited
+ Knowledge-base queries quarterly for accuracy. No
+ Draft outlines mandatory pre-distribution review

» Internal data-quality reports unless flagged.

« Internal workflow documentation

Audit cadence — what to look for

The monthly per-agent audit is the discipline that holds the system together. Every agent gets a 30-

minute review with the named owner. Five questions structure each audit.
1. QuALITYy. Has the agent's output quality stayed at or above baseline for the past month? Use a
calibration set of 10 random outputs.

2. pROMPT DRIFT. Has the prompt been edited since the last audit? Are the edits documented? Is the

current prompt still aligned to the agent's purpose statement?
3. MEMORY HYGIENE. IS anything in memory stale, superseded, or contradicting current strategy?

4. ysaAGE. Is the agent being used at expected volume? Under-use is a leading indicator of strategic

obsolescence.

5. KILL CRITERIA. Has the agent triggered any kill criteria this month? If yes, decision: retire, rebuild, or

repair.

The Rill criteria framework

Agents that should be retired do not retire themselves. Without explicit kill criteria, marketing
organizations accumulate zombie agents — used by no one, owned by no one, running with stale

memory, but still hanging around in the documentation. Kill criteria force the discipline.

Quality drop Brand Voice or QA score below Rebuild prompt + memory; if score
threshold for 4 consecutive weeks does not recover within 4 weeks,
retire
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Strategic obsolescence The agent's purpose no longer maps Retire or repurpose
to current marketing priorities

Low usage Below 25% of expected utilization Investigate adoption barriers; retire
for 8 consecutive weeks if no clear remediation

Governance violation Repeated quality failures bypassing Suspend until governance discipline
review tier is restored

Owner gap No named owner for 4+ weeks Assign owner or retire — unowned

agents are not allowed in the
system
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PART V

CHAPTER XIII

Ten mistakes that kill agent rollouts

ost failed Al marketing rollouts fail in predictable ways. The list below is the failure-
pattern taxonomy | see in advisory engagements. If your team is in any of these states,

fix the state before adding more agents.

1. SKIPPING THE FOUNDATION LAYER. Activating agents before the brand voice document, ICP, narrative,

and customer language library exist. The agents inherit the gaps.

2. BUILDING TOO MANY AGENTS AT ONCE. Trying to deploy 15 agents in 90 days instead of 3-5 hero

agents. The team cannot govern that many simultaneously, and quality decays before momentum builds.

3. NO NAMED OWNER PER AGENT. "The team" owns it, which means no one does. Unowned agents

become unowned problems.

4. NO HUMAN-IN-THE-LOOP AT STRATEGIC CHECKPOINTS. Letting the system auto-publish content, send
emails, or trigger ABM motion without human approval at strategic decision points. The cost of one auto-

published mistake exceeds the savings of 1,000 auto-published outputs.

5. TREATING AGENTS AS PRODUCTIVITY HACKS INSTEAD OF OPERATIONAL INFRASTRUCTURE. The team
that says "Al helps us write faster" has not built a system. The team that says "Al is part of how we

operate" has.

6. UNDERINVESTING IN VOICE. A brand voice document with three adjectives and a paragraph cannot

govern voice. Thirty-plus sentence-level exemplars and three voice contrasts can.

7. LETTING GOVERNANCE LAPSE. The team builds governance once, runs it for a month, and stops. Within

90 days, drift compounds and trust dissolves.

8. BUYING TOOLS BEFORE DESIGNING ARCHITECTURE. The vendor stack proliferates while the operating

system remains undefined. Every tool adds a chat window and none of them know the brand.

9. EXCLUDING SALES FROM THE AGENT DESIGN. Marketing builds the system in isolation, sales never co-

owns it, and the field-side experience fragments. Sales co-ownership is not optional.

10. TREATING THE ROLLOUT AS A ONE-TIME PROJECT. Agents are not implemented: they are operated.

Treating the rollout as a project that ends produces a system that decays.
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Every one of these mistakes is recoverable. The teams that
recover fastest are the teams that name the mistake explicitly, fix
the underlying discipline, and restart governance — not the
teams that buy a different tool.
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CHAPTER XIV

The Al Marketing Maturity Model

ot every team needs all five layers and all 25 agents immediately. Most teams move

through five stages of maturity. Knowing where you are clarifies what to build next.

Tool Use

Templated

Workflow

Agent System

Operating System

Individuals use Al
ad hoc. No shared
library. Output
quality varies wildly.

Shared prompts and
templates emerge.
Best practices in
Slack or shared
docs.

Al is wired into
multi-step
processes. Defined
handoffs and
validation gates.

Specialized agents
with memory and
governance run

defined functions.

Agents, workflows,
memory,

governance form a
connected system
that scales the org.

0 agents. Tool
features only.

0-2 agents. Mostly
templated prompts.

3-5 hero agents in
production.

10-15 agents with
full spec sheets and
governance.

20-25 agents in
coordinated
operation.

No leverage. Al as
personal
productivity, not
operating system.

Templates without
context produce
generic output.

Workflows without
governance
degrade quality
silently.

System sprawl: too
many agents,
unclear ownership.

Complacency. The
system replaces
judgment instead of
amplifying it.
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Most marketing teams | audit are at Stage 1 or 2. The leverage shows up at Stage 4. Stage 5 is

achievable in 18-24 months with operational discipline and continued executive sponsorship.

LY
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PART V

CHAPTER XV

The 90-Day Rollout

he rollout is structured in three 30-day phases. The discipline of doing each phase fully
before moving to the next is the difference between a system that compounds and a

system that stalls.

Days 1-30 . Foundation

Build the Brand Voice Document with 30+ sentence-level exemplars. Refresh the 4D ICP. Write the

strategic narrative (under 2 pages). Compile the customer language library from the last 50 sales
calls and customer interviews. Identify approved proof points (stats, case studies, customer logos).
Audit existing content for voice exemplars. Get leadership alignment on Al as operational
infrastructure rather than a feature pilot. Name the owner for each agent that will be deployed in
Phase 2.

Days 31-60 . Hero Agents

Deploy three to five hero agents in highest-leverage functions. The recommended Phase 2 set:
Brand Voice Governance Agent, ICP Research Agent, Content Strategy Agent, Analytics &
Reporting Agent, and one channel agent (LinkedIn / Social or Paid Media depending on emphasis).
Document each with a complete Agent Spec Sheet. Pilot with one team member per agent. Daily
review for the first two weeks. Weekly calibration after. By day 60, the hero agents should be

running cleanly with documented governance.
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Days 61-90 . Workflows, Memory, Governance

Chain the hero agents into the team's three highest-leverage workflows (typically Content
Production, Tier 1 ABM Design, and Weekly Performance Intelligence). Document each workflow.
Add memory structures per agent. Stand up the governance layer: quality gates, review cadence,
monthly audit, kill criteria. Run the first monthly audit. Adjust agents based on audit findings.

Onboard the broader team.

Day 91+ . Expansion

Add the next 3-5 agents based on highest leverage gaps revealed during Phase 3. Continue monthly
audits. Begin tracking maturity progression. Start measuring leverage: output per FTE, time-to-

publish, quality scores, pipeline contribution per content piece, ABM Tier 1 motion fidelity.

THE AGENTS TO DEPLOY IN MONTHS 4-6, IN ORDER OF TYPICAL LEVERAGE

1. Account Selection Agent — wires the ICP Research Agent into operational tier lists

2. Intent Signal Analysis Agent — the noise-to-signal layer for ABM

3. SEO + AEO Agents — the retrieval layer for the buyer's first Al-search query

4. ABM Orchestration Agent — the highest-leverage agent for ABM-led organizations

5. Sales Enablement Agent — the alignment layer between marketing and field

6. Email Nurture Sequence Agent — the lifecycle layer beyond MQL

7. Editorial Planning Agent — sequences content into clusters and arcs

8. Buyer Persona Agent — depth on persona-level message resonance

9. Competitor Intelligence Agent — quarterly threat awareness without manual collection

10. CRM Hygiene Agent — the substrate for everything downstream
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CHAPTER XVI

The build-vs-wait readiness checklist

RUN YOUR TEAM THROUGH THESE TWELVE QUESTIONS BEFORE ACTIVATING AGENTS.

1. Do we have a documented brand voice with 30+ sentence-level examples and three voice contrasts?
2. |s our ICP defined across all four dimensions (4D ICP) and current within the last quarter?

3. Do we have a strategic narrative document under 2 pages that the team can quote from memory?

4. Do we have a customer language library of verbatim quotes from sales, customer, and review sources?
5. Have we listed the 5-10 highest-leverage marketing functions where Al agents would compound output?
6. Have we identified one named owner per planned agent — a real person, not a team?

7. Have we defined what "good output" looks like for each planned agent at the spec-sheet level?

8. Do we have a quality gate and tiered review layer designed for each agent before turning it on?

9. Do we have a 90-day implementation plan with measurable milestones for each phase?

10. Has leadership signed off on Al as operational infrastructure rather than a feature pilot?

1. Have we agreed with sales leadership on which agents are co-owned with the field?

12. Are we prepared to commit to monthly audits indefinitely, not just for the first quarter?

core yourself. Twelve out of twelve means you are operating at the discipline level the
system requires. Nine to eleven means a focused two-week sprint will close the gap. Eight
or fewer means activating agents now will create more chaos than leverage; spend four

weeks on the gaps before building.

BUILD YOUR Al MARKETING OPERATING SYSTEM WITH A SENIOR OPERATOR WHO HAS DONE
IT BEFORE.

E.R.M. Advisory works with mid-market and enterprise B2B marketing teams to design, deploy, and
govern Al agent systems that compound output without compromising voice or pipeline quality.

Engagements range from 90-day rollout sprints to fractional CMO operating-model transformations.
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PART V

CHAPTER XVII

The bottom line

| in marketing is not a tool problem. It is an operating-model problem. The teams that win
the next decade are not the teams with the most Al features. They are the teams that built
an operating system out of agents, workflows, memory, and governance — and then ran it

with the operational discipline a modern enterprise applies to every other function.

Twenty-five agents is not the goal. Leverage is the goal. Some teams reach Stage 5 with twelve
agents, run cleanly. Others run twenty-five. The number is downstream of the architecture. The

architecture is what matters.

The future marketing department is not smaller. It is more leveraged. Same headcount, three to five
times the strategic output, with quality going up because every agent draws from a stronger

foundation than any single team member would have time to maintain alone. The investment is real.
The discipline is real. The compounding is real. The teams that pick it up now will pull away from the

teams that wait. Pick the path now.

— Erik R. Miller
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