Al INSIGHT

Artificial Intelligence Policies

They create a blueprint for success

tion and opportunity. In fact, it is projected that Al

will have an estimated 21% net increase on the United
States” GDP by 2030. For technology vendors, this presents
both a massive opportunity and a significant risk.

To thrive in this new Al-driven economy, businesses need
more than just powerful algorithms — they need clear plans.
Al policies are the blueprints that ensure Al is leveraged effec-
tively, securely and profitably. Think of Al policies as playing
both offense and defense for your company: they drive growth
and innovation while protecting the company from legal, rep-
utational and operational risks.

Al policies are about much more than managing risk. They
give companies a competitive edge. For example, imagine
two competing software sales companies: Company A allows
employees to use Al freely without guidelines or restrictions.
Sales teams are using Al to draft client emails, generate cus-
tomer insights and analyze market data. But without clear
Al policies in place, sensitive customer data is sometimes ex-
posed and Al-generated sales reports are often misleading.

Company B has a defined Al policy that outlines how Al can be
used in sales, including guidelines on data privacy, customer in-
teraction and report generation. Sales teams not only have clear
instructions on how to and how not to use Al but they are work-
ing in lockstep — everyone is performing within the rules, creat-
ing efficient, consistent workflows that leaders trust will work.

Which company would you trust to handle your business data
and provide accurate sales insights? Clear Al policies allow busi-
nesses to align Al use with business goals, improve customer
confidence and avoid disruptions. They give companies a tactical
advantage, allowing them to innovate while maintaining control.

AT can also introduce complex risks, such as data privacy
breaches, copyright violations, algorithmic bias and reputa-
tional damage. Without clear guidelines, minor mistakes can
lead to major financial and legal consequences. This means
that Al policies serve as a defensive shield by establishing clear
rules and expectations for how Al is used across the organiza-
tion. They define what is and is not an acceptable use.

For instance, let’s consider an HR manager who is drafting
an Al policy to prevent copyright infringement in Al-generated
content. By defining Al inputs, setting content review standards
and explaining consequences, the company can avoid legal ac-
tion while encouraging the creative use of AL

Another defensive feature of Al policies is that they generate

g. rtificial intelligence (Al) is at the forefront of innova-
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alignment with the law. Certain states currently have their own
comprehensive Al laws; for example, California, Utah, Colorado
and Virginia have led the way. Also, many states have data pri-
vacy laws that relate to how Al can be used. Al policies aligned
with evolving legal requirements ensure compliance, reduce li-
ability and position the company to adapt quickly to new regu-
lations, turning legal alignment into a competitive edge.

Al policies do not slow down business — they empower
companies to innovate within a safe, trust-building frame-
work. When employees understand the rules, they make
smarter decisions because they have confidence in knowing
what is expected of them and they know what not to do.

Many companies try to take shortcuts with AI policies by
buying, copying and scraping together bits and pieces of exist-
ing templates — or even using their competitors’ templates —
to generate rules and guidelines. Throughout the last couple
of years, it has also become commonplace for businesses to
generate Al policies using chatbots like ChatGPT. This often
leads to the production of generic guidelines that overlook
your company’s specific shape and size, including legal and
operational requirements, exposing you to compliance gaps
and liabilities. While these approaches are fast and cheap,
they introduce considerable risk.

Creating an Al policy is not a box-checking exercise. It is a
strategic decision. A one-size-fits-all policy can leave danger-
ous gaps that expose the business to compliance failures, secu-
rity breaches and even customer dissatisfaction. An effective Al
policy requires a human in the loop: a person with experienced
judgment who can tailor an Al policy’s rules, expectations and
guidelines to ensure alignment with the company’s business
model, values and industry-specific risks.




Creating an effective Al policy starts
with an analysis of the company’s business
model, market position and existing poli-
cies. The first step is to analyze the current
situation. What are your existing policies?
What are your business goals? What are
the best scenarios or use cases for Al in
your organization? The answers you come
up with dictate what kind of AI policy you
require — and what needs to go into it. The
idea here is that you are actively taking in-
ventory of the opportunities and risks to
use Al successfully and safely.

The next step is to initiate policy design. If you have a tal-
ented HR leader who is well-versed in the law, privacy and
compliance components of AL, work with him (or her) to begin
translating your opportunities and risks into rules and expec-
tations around, for example, acceptable use, data handling or
employee responsibilities. If you do not have this capability,
outsourcing to experts will save you significant time and cost
due to the risks of inexperienced policy design.

It is important to provide reasonable notice to employees
about the upcoming changes. This can be accomplished by
notifying employees that there is a new policy (or update) and
the date that it takes effect. From there, your staff will need
training on the new Al policy. Depending on jurisdiction, the
law, compliance bodies and insurers require that employees
are trained and subsequently sign off on the new policies.

Last, but not least, are two additional important steps. First,
companies are recommended to continuously monitor and en-
force their new Al policies. Al systems change all of the time and
so dolaws. Al policies can become antiquated rather quickly. Stay
on top of changes to keep your organization’s use of Al healthy.

Second, communicate with your stakeholders. Let them
know you are using Al, or are planning to onboard it. Listen
to your employees. Ask for feedback. Hear their concerns. The
more you share your plans and visions, the easier it is to both
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Al policies are more
than just legal documents
... They empower

companies to innovate
confidently, avoid costly
mistakes and build

trust with customers.

adopt and manage Al thereafter.

Al policies are more than just legal doc-
uments. They are strategic assets. They em-
power companies to innovate confidently,
avoid costly mistakes and build trust with
customers. In a market where AI adop-
tion is accelerating, the companies with
clear Al policies are the ones that lead. Al
is powerful, but only if you have the right
blueprint to harness it. ®
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