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Abstract

This study explores the transformative impact of Generative
Artificial Intelligence (GAI) on the marketing highlighting both its
significant opportunities and inherent challenges. GAI enhances
marketing  strategies through automated content creation,
personalized customer experiences, and advanced data analytics,
thereby increasing efficiency and engagement. However, the
phenomenon of Al hallucinations —where Al models produce realistic
yet incorrect or misleading information—poses substantial risks,
including damage to brand reputation, erosion of consumer trust, and
potential legal ramifications. To mitigate the risks associated with Al
hallucinations, the study proposes comprehensive risk management
strategies that include technical solutions to detect and correct
erroneous outputs, human oversight to ensure accuracy, and
adherence to ethical and regulatory frameworks. By balancing the
advantages of GAI with robust measures to address Al-generated
inaccuracies, organizations can harness its full potential while
safeguarding their brand integrity and maintaining trust with

customers.

Keywords: Generative Artificial Intelligence, GAI, Marketing,
Marketing Strategies, Al Hallucinations, ChatGPT
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Pazarlamada Uretken Yapay Zeka: Yapay Zeka
Haliisinasyonlarinin Gizli Tehlikesi

Oz

Bu galisma, pazarlama alaninda Uretken Yapay Zekanmn (UYZ)
dontistiiriicii etkisini hem 6nemli firsatlarini hem de barmndirdig:
zorluklar vurgulayarak incelemektedir. UYZ, otomatik igerik iiretimi,
kisisellestirilmis miisteri deneyimleri ve ileri diizey veri analitigi
yoluyla pazarlama stratejilerini gelistirerek verimliligi ve etkilesimi
artirmaktadir. Ancak, Yapay Zeka modellerinin gercekci ancak yanlis
veya yaniltict bilgi {iretmesi olarak tanimlanan Yapay Zeka
haliisinasyonlari, marka itibarina zarar verme, tiiketici giiveninin
sarsilmasi ve olasi yasal sonuglar gibi onemli riskler tasimaktadir.
Calisma, literatiir incelemesi ve vaka analizleri kullanarak Uretken
Yapay Zekanin pazarlamadaki ¢ift yonlii etkilerini, yani potansiyel
avantajlar1 ve iliskili riskleri ele almaktadir. Calisma, Yapay Zeka
haliisinasyonlari ile iligkili riskleri azaltmak igin, yanhs ¢iktilar: tespit
etmek ve diizeltmek igin teknik ¢oziimler, dogrulugu saglamak icin
insan denetimi ve etik ile yasal diizenlemelere uyum gibi kapsamli risk
yonetimi stratejileri 6nermektedir. Bu sayede, UYZ'nin avantajlarini
dengeli bir gsekilde kullanarak marka bitiinligiinii korumak ve

miisteri giivenini siirdiirmek hedeflenmektedir.

Anahtar Kelimeler: Uretken Yapay Zeka, UYZ, Pazarlama,

Pazarlama Stratejileri, Yapay Zeka Haliisinasyonlari, ChatGPT
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Introduction

In recent years, the rapid development of artificial intelligence
(AI) has significantly transformed various industries, particularly
reshaping marketing strategies by enabling more personalized and
effective engagement with target audiences (Chaffey & Ellis-
Chadwick, 2019). Generative Artificial Intelligence (GAI), a subset of
Al, has emerged as a transformative technology, offering innovative
solutions such as automated content creation, personalized customer
experiences, and advanced data analytics. By leveraging tools such as
OpenAl's ChatGPT, Google’s Bard, Anthropic’s Claude, and Meta’s
Llama 2, businesses can generate human-like text, visuals, and videos,
thereby enhancing the efficiency and creativity of marketing strategies.
Each of these models presents unique strengths: ChatGPT is renowned
for its general linguistic capabilities and widespread application
support, Bard excels in real-time data integration and knowledge
retrieval, Claude focuses on ethical and safety-driven responses, and
Llama 2 stands out for its open-source accessibility, making it ideal for
research and customization.

GAI applications enable businesses to craft tailored marketing
campaigns, ranging from personalized email content to dynamic social
media strategies, that resonate with specific audience preferences. For
instance, Sherly Steffi et al. (2024) highlight how Al technologies can
analyze consumer behaviors and provide personalized content,
positively influencing customer satisfaction and brand loyalty.
Additionally, Bhattacharya (2024) emphasizes strategies to address
hallucinations in large language models, an issue central to the

reliability of Al-generated content. Furthermore, GAI's predictive data
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analytics capabilities allow businesses to better forecast market trends
and make data-driven decisions (Bernard, 2023). These advancements
underscore the transformative role of GAI in fostering more impactful
and engaging marketing strategies.

However, alongside these advantages, there exists an
inescapable risk: AI hallucinations. These occur when AI models
generate plausible but incorrect or misleading outputs, posing
significant challenges in marketing where accuracy and reliability are
critical. For example, Wen and Laporte (2024) note that while AI can
evoke positive emotional responses in audiences, its lack of diversity
and emotional depth can undermine the authenticity of marketing
communications. Misleading or inaccurate content, such as false
product information or inappropriate campaign messaging, can
damage brand reputation, erode consumer trust, and result in legal
challenges (Bender et al., 2021). Moreover, as Christensen et al. (2024)
explain, consumers” awareness of Al hallucinations can influence their
decision-making processes, particularly in trust-sensitive industries
like tourism.

The purpose of this study is to provide a comprehensive
examination of the phenomenon of Al hallucinations encountered in
GAI applications. By investigating the causes and implications of these
inaccuracies, the study seeks to balance the opportunities offered by
GAI with the associated risks, offering practical strategies for
marketers to utilize this technology responsibly. The structure of the
study begins with an exploration of GAI's specific applications in
marketing, including content generation, personalization, and data

analytics, followed by an in-depth analysis of Al hallucinations, their
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causes, and their manifestations in marketing. It then discusses
strategies for risk mitigation, including technical, ethical, and human-
centered approaches. By addressing these critical issues, this research
aims to guide marketing professionals in leveraging GAI effectively

while safeguarding brand integrity and customer trust.

1. Generative Artificial Intelligence and Marketing

GAl is a subfield of artificial intelligence aimed at creating new
data samples resembling existing data. Unlike discriminative models,
GAI models focus on learning the underlying distribution of inputs to
generate similar new outputs rather than classifying or predicting
data. One of the fundamental architectures of GAI is Generative
Adversarial Networks (GANSs), which consist of two neural networks:
a generator that produces data and a discriminator that evaluates
whether the data is real or fake. These two networks compete against
each other, enabling the generator to enhance its ability to produce
increasingly realistic data with each iteration (Goodfellow et al., 2014).
Another significant advancement in GAI is the development of the
Transformer architecture, which has accelerated progress in the field
of Natural Language Processing (NLP). Models such as GPT-3,
leveraging deep learning and large datasets, can generate human-like
texts and demonstrate advanced proficiency in understanding the
context and nuances of language (Brown et al, 2020). These
developments have enabled the establishment of more natural and
personalized interactions with target audiences in the marketing field.

GAI models are trained on large datasets to learn the

probability distributions of inputs. This training process involves
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adjusting the model's parameters to minimize the difference between
the generated data and real data. For instance, in GANs, while the
generator creates data, the discriminator determines whether the data
is real or artificial. Through iterative training phases, the generator
enhances its capacity to produce outputs that can deceive the
discriminator, leading to the generation of increasingly realistic data
(Goodfellow et al., 2014). This process facilitates the creation of more
realistic and impactful content in the marketing domain. GAI has
various applications that transform how businesses engage with
consumers and design strategies.

1.1. Content Generation

GAI models can produce high-quality content such as articles,
social media posts, visuals, and videos. For example, Al-powered tools
can prepare personalized e-mail campaigns tailored to specific target
audiences or generate product descriptions that resonate with user
groups (Kietzmann et al., 2018). In the visual content domain, GAI can
be used to design logos, advertising materials, or pre-production
product simulations (Radford et al., 2019). These capabilities enhance
marketing practitioners' ability to produce content quickly and
diversely (Elgammal et al., 2017).

GAI has enabled innovative marketing campaigns across
various industries. For instance, Heinz used AI to create unique,
visually appealing images of ketchup bottles for their advertisements,
which highlighted the brand's innovative approach (Speedy Brand,
2024). Similarly, Mango adopted Al-generated imagery to streamline
its content production for marketing campaigns, reducing costs while

maintaining creativity (FT, 2024). Coca-Cola also showcased the
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creative potential of GAI by integrating Al-generated music and art
into its advertising campaigns. In 2023, Coca-Cola launched the
"Create Real Magic" platform in collaboration with OpenAl and Bain
& Company, allowing digital artists to generate original artwork using
the brand’s iconic assets (Coca-Cola Company, 2023). Additionally, in
2024, the company released an Al-generated Christmas commercial
that reimagined its classic "Holidays Are Coming" ad, further blending
tradition with modern Al technologies (NYP, 2024). These examples
demonstrate how GAI can transform content creation processes while
reinforcing brand identity and engaging consumers.

1.2. Personalized Customer Experiences

Personalization has become a critical element in modern
marketing, and GAI enables scaling these experiences to be highly
individualized. By analyzing consumer data, AI can provide
personalized recommendations, adapt website content to individual
users, and create marketing messages tailored to each consumer. This
level of personalization has been shown to enhance customer
engagement and loyalty (Lambrecht & Tucker, 2019). Personalization
through GAI fosters deeper connections between consumers and the
brand, significantly boosting the success of marketing activities
(Butler, 2023). For example, Nike’s "By You" campaign utilized Al-
driven tools to allow customers to design their own shoes, creating a
highly engaging and personalized customer experience (Digital
Agency Network, 2024). This demonstrates how GAI can directly

influence consumer satisfaction and long-term loyalty.
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1.3. Data Analytics and Predictive Models

GALI has also found its place in marketing by enhancing data
analytics and modeling complex patterns within large datasets. It can
generate synthetic data to augment existing datasets, thereby
improving the performance of predictive models (Frid-Adar et al.,
2018). In the marketing context, this capability enables more accurate
predictions of consumer behavior, market trends, and campaign
outcomes, ultimately enhancing data-driven decision-making
processes (Chaffey & Ellis-Chadwick, 2019). Particularly when
integrated into systems like Customer Relationship Management
(CRM), GAI solutions facilitate the rapid and accurate acquisition of
insights into consumer behaviors (Sullivan, 2023).

GALI has been successfully integrated into various marketing
strategies, as evidenced by numerous case studies. Nike has effectively
integrated Al into its marketing strategy by using data analytics and
Al-powered tools to create personalized advertisements, leading to
higher customer engagement rates (Chaffey, 2020). Furthermore, Ben
& Jerry's applied Al-driven data analysis to develop new ice cream
flavors tailored to customer preferences, illustrating the power of data-
backed personalization in product innovation (DataDance, 2024).
These applications underscore how GAI technologies allow marketers
to make informed decisions, strengthening customer relationships and
increasing brand competitiveness.

However, despite its significant advantages, GAI presents
several challenges. Ethical concerns regarding the use of Al-generated
content, the authenticity of the content, and the prevention of

misinformation dissemination are critical issues in marketing (Floridi
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& Cowls, 2019). Marketers should address these challenges while
effectively utilizing GAI, particularly with the risk of Al
hallucinations —where Al models produce outputs that may appear
accurate but are, in fact, erroneous or irrelevant—posing a threat to
brand reliability. Addressing these risks by recognizing the limitations
of Al models and implementing mitigation strategies allows
businesses to benefit from GAI while safeguarding their brand

reputation and customer relationships.

2. Al Hallucinations

Al hallucinations refer to instances where language models
generate outputs that appear meaningful and accurate on the surface
but are, in fact, nonsensical or incorrect (Marcus & Davis, 2019).
Additionally, Sun et al. (2024) provide a comprehensive classification
of distorted information within Al-generated content, a framework
that can help contextualize the various hallucinations discussed here.
This phenomenon typically manifests in the context of language
models, where the models produce statements that are not aligned
with reality but seem convincing. Hallucinations are a byproduct of
the probabilistic nature of AI models, which focus on predicting
linguistic sequences based on input patterns without fully grasping the
essence of reality (Bender et al., 2021). Such misconceptions pose
significant risks in fields like marketing, where reliability and accuracy
are paramount. Large-scale deep learning models, such as language
models, are predominantly trained on extensive internet datasets,
enabling them to generate fluent and coherent texts. However, this

training approach can lead to the production of incomplete or incorrect
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information due to errors or misinformation present in the training
data (Brown et al., 2020). Since these models lack a genuine
understanding mechanism, they can produce content referred to as
"hallucinations"—reliable-looking ~ but factually = ungrounded
information (Dwivedi et al., 2023).

2.1. Causes of Al Hallucinations

2.1.1. Deficiencies or Biases in Training Data

One of the primary causes of Al hallucinations is the quality of
the training data. Errors, biases, or unverified information in the
dataset can lead models to reproduce or even amplify inaccuracies.
These issues are particularly prevalent when the data is insufficient,
outdated, or lacks diversity, compromising the model's ability to
produce reliable outputs (Bender et al., 2021). Outdated training data
or inaccuracies within datasets can lead AI models to produce
unrealistic or misleading outputs. The absence of self-verification or
logical reasoning capabilities in these models further exacerbates the
spread of such misleading results. Large language models (LLMs), for
instance, are prone to generating "hallucinations" —outputs that seem
plausible but are factually incorrect—due to limitations in their
training data and design. These issues highlight the need for high-
quality, diverse training data and mechanisms that allow Al systems
to verify the accuracy of their outputs (Ji et al., 2023).

2.1.2. Architectural Limitations of Models

The architecture of AI models also contributes to
hallucinations. Models like Transformers, which rely on identifying
statistical patterns in data, often lack a deep understanding of

semantics or real-world context, resulting in outputs that may appear
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plausible but are factually incorrect (Vaswani et al., 2017). When
predicting word sequences, these models do not inherently verify the
accuracy of their content, which can lead to the confident generation
of incorrect information (Ji et al., 2023). This characteristic can result in
the dissemination of misleading content in marketing campaigns,

thereby damaging brand reputation (Dwivedi et al., 2023).

3. Al Hallucinations in Marketing: An Invisible Danger

As digital marketing evolves rapidly, the integration of Al has
become inevitable. However, Al hallucinations pose significant and
often invisible threats to marketing practices. These hallucinations
manifest in various forms, from misleading content generation to
behavioral issues in chatbots and incorrect outputs in critical fields
such as healthcare. Such occurrences undermine trust, damage
reputations, and create ethical and legal challenges, making their
management a critical issue for marketers.

Al hallucinations appear in various scenarios, presenting
significant risks across different sectors. In content generation, Al
models like GPT-3 occasionally create fictitious events or
misinformation about real individuals, which can damage brand
credibility and spread false information, as identified by Brown et al.
(2020). Additionally, chatbots like Microsoft's Tay demonstrate
behavioral issues by producing inappropriate responses when
interacting with biased inputs, which could undermine brand integrity
(Neff, 2016). In the healthcare industry, the impact of Al hallucinations
can be especially critical; Al-powered diagnostic tools sometimes

provide incorrect diagnoses, posing serious health risks (Nori et al.,
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2021). AI hallucinations in marketing lead to key consequences, as
shown in Figure 1.

Figure 1: Key Consequences of Al Hallucinations in Marketing

VR

Potential Impacts of Al
Hallucinations

-
=

S L

Damage to Brand Undermining Financial and
Reputation Customer Trust Legal Risks

Source: Conceptualized by the author.

e Damage to Brand Reputation: False information can result in
public relations crises, loss of consumer trust, and long-term
reputational harm (Mills & Robson, 2020). For example, in 2023, an Al-
driven social media scheduler erroneously paired a luxury watch
campaign with images of counterfeit products, causing public
backlash and forcing the company to issue a formal apology to restore
its brand image (De Bruyn et. al., 2020).

e Undermining Customer Trust: Erroneous Al outputs can
diminish consumers' confidence in a brand, leading to reduced loyalty
and sales. For instance, a study by Guerra-Tamez et al. (2024) found
that Al accuracy perception significantly enhances brand trust among
Generation Z consumers, which in turn positively impacts purchasing
decisions. Similarly, research by Malhan and Agnihotri (2023)
indicated that perceived ease of use and trust in Al positively affect
brand loyalty in online shopping contexts. These findings underscore
the importance of reliable Al systems in maintaining consumer trust
and loyalty. A real-world illustration of this occurred when an Al-

powered recommendation engine on a popular e-commerce platform
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repeatedly suggested unrelated or non-existent product lines—such as
a purported “EcoSmart” smartphone —leading customers to question
the platform’s reliability (Zhou et al., 2023).

e Financial and Legal Risks: Misleading information can result
in financial losses, legal liabilities, and increased marketing costs to
rebuild trust (Aaron Hall, 2024). For example, Air Canada's chatbot
failure revealed that the company did not respect consumer rights and

had to face legal consequences (Deloitte, 2024a).

4. Risk Mitigation Strategies

4.1. Technical Solutions

Improving Training Data Quality: High-quality, diverse datasets
reduce biases and inaccuracies (Bender et al., 2021). Rigorous data
curation and the inclusion of domain-specific data are essential for
minimizing hallucinations. For instance, integrating real-time
inventory data into Al chatbots can enhance customer experience and
operational efficiency. By providing up-to-date product availability,
these chatbots prevent the dissemination of incorrect information
during customer interactions (Ochatbot, n.d.).

Strengthening Model Validation: Stress testing and continuous
monitoring are crucial for ensuring the reliability of Al systems.
Continuous monitoring allows for real-time validation of systems in
new scenarios, while stress testing evaluates their resilience under
extreme conditions. These techniques help in managing the evolving
nature of AI post-deployment and ensuring robust system
performance (Breck et al., 2021). For instance, Fujitsu has implemented
advanced hallucination detection technologies in its conversational Al

systems to enhance accuracy and reliability. These systems are
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designed to identify and mitigate instances where Al produces
fabricated or incorrect information, thereby improving user trust and
engagement (Fujitsu, 2023).

4.2. Human Oversight

Integrating Human Review: Human intervention ensures content
accuracy and contextual relevance before publication (Miiller, 2020). A
practical application of this is observed in a publishing house where
editors now manually verify Al-generated book synopses to prevent
the AI from inventing plot elements that do not exist in the actual
manuscripts.

Enhancing Al Literacy: Training marketing teams on Al
capabilities and limitations empowers them to identify potential issues
early on (West, 2019). By organizing regular workshops and interactive
sessions, one technology firm significantly reduced hallucination-
related incidents, as marketers became more adept at catching errors
in Al-generated promotional materials (Kaur & Nagina, 2024).

4.3. Ethical and Regulatory Approaches

Establishing Ethical Guidelines: Transparency, accountability,
and fairness are key principles to prevent consumer harm and
maintain trust (Jobin et al.,, 2019). For example, Orange, a global
telecommunications leader, has established a "Data and AI Ethics
Council" to promote responsible AI practices. This independent
advisory body ensures transparency, fairness, and good governance in
Al and data processing, reflecting the company’s commitment to
ethical digital practices (Orange, n.d.).

Compliance with Regulations: Compliance with regulations such

as GDPR is essential for ensuring responsible Al use and contributing
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to the development of industry standards (Mantelero, 2018). For
instance, Clearview Al faced significant fines for violating GDPR by
unlawfully collecting and processing personal data without
individuals' consent, highlighting the importance of adhering to data

protection laws in Al applications (Lomas, 2023).

4.4. Integrated Risk Management Framework

Continuous Monitoring and Evaluation: Real-time monitoring
tools detect anomalies promptly, enabling swift corrective actions to
ensure system reliability and performance (Luo et al, 2020).
Continuous monitoring and evaluation are crucial for maintaining Al
system reliability and performance. Real-time monitoring tools can
promptly detect anomalies, enabling swift corrective actions. For
instance, Air Canada's Al-powered chatbot provided inaccurate
guidance on bereavement fares, leading to misinformation and
customer dissatisfaction. This incident underscores the importance of
real-time monitoring and prompt corrective measures to maintain
system reliability and customer trust (Aporia, 2023).

Incident Response Planning: Predefined protocols for handling
misinformation are crucial in minimizing fallout and facilitating
recovery during security incidents (Cichonski et al., 2012). For
example, Samsung experienced a data leak when employees
inadvertently shared confidential information via ChatGPT. In
response, Samsung implemented measures to prevent future breaches,
including banning the use of generative Al tools across the company
(prompt.security, 2023).

Cross-Functional Collaboration: Effective risk management in

marketing can be achieved through collaborative efforts between
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marketing teams, data scientists, and legal experts (Chaffey & Ellis-
Chadwick, 2019). For instance, Advanced Micro Devices (AMD) has
established a Responsible AI Council to oversee the ethical use of Alin
their marketing strategies. This council ensures that Al applications,
such as automated copywriting and partner marketing claims
processing, adhere to ethical standards and maintain accuracy, thereby
enhancing efficiency while safeguarding against potential risks

(Deloitte, 2024b).

Conclusion

This study has thoroughly examined the impacts and risks
associated with GAI in marketing. The integration of GAI into
marketing strategies offers numerous advantages, including increased
efficiency in content creation, personalized customer experiences, and
the development of creative campaigns. However, it also presents
serious disadvantages, such as Al hallucinations, damage to brand
reputation, and erosion of customer trust. The analysis demonstrates
the critical importance of using high-quality training data and robust
model validation processes to mitigate the negative effects of Al
Furthermore, the study highlights the essential role of human
oversight and the enhancement of Al literacy among team members in

ensuring the responsible and effective use of this technology.

GALI offers innovative solutions in marketing but necessitates
awareness of its accompanying risks. Among its advantages are
automated content generation, increased customer engagement, and
accelerated data analysis. Conversely, its disadvantages include the

generation of incorrect information, ethical concerns, and legal
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liabilities (Bender et al.,, 2021). Balancing these advantages and
disadvantages is crucial for organizations to utilize GAI strategically
and responsibly. The integration of technological solutions, human
factors, and ethical regulations emerges as an effective method to

achieve this balance.

Recommendations for Marketing Professionals

Several key recommendations are provided for companies and
marketing professionals seeking to maximize the benefits of GAI while

minimizing its risks:

= Prioritizing Data Quality: Utilizing high-quality,
diverse, and representative datasets is essential for enhancing the
accuracy and reliability of Al models. Investing in rigorous data
cleaning and preparation processes significantly reduces the risk of
model errors, including hallucinations (Gebru et al., 2018).

= Model Validation and Continuous
Monitoring: Regularly validating and monitoring Al models ensures
the early detection of potential errors. These processes should include
continuous updates and improvements to the models (Chander et al.,
2024).

= Integrating Human Oversight: Having humans review
Al-generated content prevents the spread of false information and
ensures quality control. Human-enhanced Al collaboration aids in
developing more reliable and effective marketing strategies (Miiller,
2020).

= Enhancing Al Literacy Among Team

Members: Ensuring that marketing teams are knowledgeable about Al
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technologies enables more effective and responsible use of these tools.
Training programs and continuous learning opportunities allow teams
to fully exploit Al's potential.

= Ensuring Ethical and Legal Compliance: Establishing
ethical guidelines and adhering to legal regulations support the
responsible use of Al. This is critical for protecting brand reputation

and avoiding legal issues (Jobin et al., 2019).

Recommendations for Researchers

Current studies on the role and impacts of GAI in marketing
indicate a need for further research in this area. Some

recommendations for future research include:

- Causes and Prevention of Al
Hallucinations: Developing a better understanding of the root causes
of hallucinations in Al models and devising new techniques to prevent
them can enhance the reliability of the technology.

- Ethical and Social Impacts: Comprehensive studies on
the ethical and social implications of GAI can help assess the long-term
effects of this technology on society.

- Industry-specific Applications: Research on the
deployment of General Al across different industries reveals distinct
challenges that each sector faces, suggesting the need for tailored Al

solutions to address these specific issues.
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Future Directions of the Technology

The future of GAI technology would be shaped by both
technical advancements and the evolution of ethical and regulatory
frameworks. It is anticipated that AI models will become more
transparent, explainable, and user-friendly. Moreover, regulatory
bodies are expected to develop clearer and more comprehensive
regulations for Al technologies, promoting responsible usage. The
progress of Al in marketing will continue to offer new opportunities
for personalizing customer experiences and enhancing marketing
strategies, while also requiring ongoing attention to ethical and
security concerns.

GALI offers significant opportunities in the marketing sector,
providing enhancements in creativity, personalization, and data
analytics. However, these advantages are accompanied by inherent
risks, notably Al hallucinations, which can adversely affect brand
reputation and customer trust. Technical solutions such as improving
data quality and strengthening model validation processes are
effective in mitigating these risks. Additionally, increasing Al literacy
among team members and establishing robust ethical guidelines are
crucial for the responsible and effective deployment of GAI
technologies. Future research and the development of regulatory
frameworks will further support the safe and effective use of Al in
marketing. In conclusion, adopting a comprehensive and integrated
approach to managing and mitigating the risks of GAI is essential for
organizations to fully capitalize on its potential while safeguarding

their brand and customer relationships.
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