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Seizing Opportunities for a

Winning Future

hile the age of Al is well and truly here, many

businesses are struggling to keep pace with new

models exhibiting enormous leaps in capability
within short time spans. Al investments are also prohibi-
tively costly and may affect the current talent pool and
business processes. As such many businesses have adopted
a wait-and-watch approach, instead of formulating forward-
looking Al strategies. On the other hand, consumers have
embraced Al with proactive enthusiasm. They are not only
happy to try what is on offer but are also looking forward to
experimenting with more advanced Al functionalities. This
was the key insight offered by a survey of 3,000 Chinese
consumers conducted by BCG’s Center for Customer
Insight (CCI) to unpack the extent to which Chinese
consumers understand Al, as well as what their concerns
are. This research can help Chinese businesses gain a
deeper understanding of consumers’ excitement about Al,
better address their concerns, and help them tap into Al’s
potential.

Five days after its release, ChatGPT’s user registration
exceeded one million. Two months later, the number of
active users surpassed 100 million, making it the applica-
tion with the fastest user growth ever in history. This points
to the relatively higher awareness regarding generative Al
(GenAl) across the world. A BCG CCl survey of 21,000
consumers from 21 countries, released earlier this year,
also showed that consumers in China are most excited and
positive about Al compared to other countries. As such
businesses stand to gain much from understanding how
Chinese consumers are perceiving Al. (See Exhibit 1.)

Exhibit 1 - BCG’s consumer survey across 21 countries found that Chinese
consumers are the most excited about Al

Consumers’ attitude towards Al in surveyed countries (%)

43% 37% 53% 32% 35% 46%

China :IndonesiaThailand Saudi  Mexico India
! Arabia

|
Net! !
excitement }L 47 ! 31 29 26 25 25 24 22 20

Of the 21 countries surveyed,
Chinese consumers are the
most excited about Al

Sources: BCG CCl Global Consumer Sentiment Survey 2023; BCG analysis.

36% 37% 0
42% WA 4% 469 l44%

Brazil Morocco UAE Philippines Tiirkiye Argentina South ~ South  Japan Germany US Sweden UK

0% 9 299 [l26%)
B OB T Rl B SR
q

21% 24%
30% 28% 25%

27%

31%
46% 33% 42% 447

France Australia
Africa  Korea

19 19 18 16 9 -5 10 11 12 21 -23

M Excited Conflicted Il Concerned

Note: “Excited” describes respondents who expressed only positive sentiment. “Concerned” describes those who expressed only negative sentiment.
“Conflicted” describes those who expressed both positive and negative sentiments. Net excitement = % of excited - % of concerned. Not all columns

sum to 100% due to rounding.
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Awareness: High Al Penetration Among
Chinese Consumers

Of the 3,000 Chinese consumers we surveyed, over 80%
are aware of GenAl and 44% have used GenAl or its related
functions. (See Exhibit 2.)

Those who are aware of and use GenAl tend to be younger,
better educated and of higher income. For example, Gen Z
and Gen Y have higher awareness and adoption rates than
Gen X. Awareness among the affluent class is an impressive
99%, far higher than 73% of the mainstream middle-class.
There is hardly any geographical variation in terms of
awareness of GenAl and it is relatively high in general. In
terms of adoption rate, on the other hand, tier 1 cities
stand out. (See Exhibit 3.)

A reason for the generally higher level of awareness across
various city tiers is that Chinese consumers learn about Al
from vastly different sources. Short videos and social media
networks are the two major mainstream channels which
play a key role in the dissemination of Al knowledge and
promoting Al applications. Professional information plat-
forms are also an important contributor. Together, they
have been rapidly popularizing GenAl among the masses.
(See Exhibit 4.)

Although Chinese consumers have some concerns, they
still expect Al to bring about significant changes to their
workplace and everyday life.

Exhibit 2 - In China, both awareness and adoption of GenAl is relatively high

Q: Have you heard of or are you

aware of GenAl? past 12 months?

Yes

Awareness': 80%

(80% of all survey respondents are aware
of GenAl)

Q: Have you used GenAl in the

Adoption®: 44%
(55% of the 80% who are aware of GenAl
have used it)

Q: What products have you mainly

used?

Not yet

777777777777777777777777777 Overseas products:
Copilot, ChatGPT...

Yes
Local products:
ERNIE Bot, Tongyi, Kimi...

Local products: 60%
(60% of GenAl users mainly used local

products)

Sources: BCG CCl China Consumer Sentiment Survey 2024; BCG analysis.

* Awareness and adoption rates as a proportion of the entire survey group.
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Exhibit 3 - Younger, high-income and well-educated population tends to
have relatively higher awareness and adoption rates

Awareness/adoption Awareness/adoption Awareness/adoption Awareness/adoption
by age group by income level by level of education by city tier

83%

80%

Mainstream| Upper Non-university Bachelors  Masters/ Mega Tier 1 Tier 2
middle-class middle-class graduates | PhD
Younger population High-income population = Well-educated population | Tier 2 & above cities
has higher awareness & adoption rate has higher awareness & adoption rate has higher awareness & adoption rate show little difference

M Awareness® Il Adoption*

Sources: BCG CCI China Consumer Sentiment Survey 2024; BCG analysis.
* Awareness and adoption rates as a proportion of the entire survey group.
21n 2024, Gen Z refers to age 18-29, Gen Y refers to age 30-44, and Gen X refers to age 45-59.

Exhibit 4 - Chinese consumers have learned about GenAl via diverse
channels

Q: From which channel did you first hear about GenAl? Q: What led you to start using GenAl?

Short video (Douyin, Kuaishou...) 26% Short video (Douyin, Kuaishou...) 20%

Social media (Zhihu, RED...) Social media (Zhihu, RED...)

Mass media
Long video (Tencent, Bilibili...) Long video (Tencent, Bilibili...)
News media News media
Professional Al-related professional puumeees ==~ 0000 Al-related professional puummss ==~
media _______________platform/website lilmm—_n " platform/websitc iilimm—m—" "
Friends/family Friends/family
w:::’g&gﬁ Colleagues Colleagues
Classmates Classmates
Relevant Relevant software/App — search Relevant software/App - search
software
Relevant software/App — push Relevant software/App — push
Professional Company trainings Company trainings
institution

School courses School courses

Sources: BCG CCI China Consumer Sentiment Survey 2024; BCG analysis.
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Applications: Equal Emphasis in
Everyday Life and Work

Most of the applications we use today are fit-to-purpose,
i.e., their use is limited to specific aspects of our personal
life or the workplace. The advantage of GenAl, or large
model products, is its versatility. Our research found that
more than half (53%) of GenAl users have actively tried
this technology in their personal life and at the workplace.
In the personal sphere, middle-income and higher groups
are the primary users of Al. At the workplace, Gen Y and
those with higher education backgrounds (Masters or PhD)
account for a significantly higher share of Al users. (See
Exhibit 5.)

A further deep dive into user behaviors in both settings
revealed a consistent pattern: approximately 60% of
respondents use Al at least once a week. In addition, most
of them do not use just one GenAl product but tend to
explore and use three or more different types of products
to help them in their daily life and at work. (See Exhibit 6.)

Respondents in both cases said they are excited about
using Al applications in their daily life and look forward to
leveraging it to enhance their creativity and communication
skills. They also hope to gain valuable free time by working
efficiently and enjoying personalized product and service
recommendations and experiences.

Exhibit 5 - GenAl tools have penetrated both personal life and the

workplace

Personal life — user distribution index*

In green: share of group significantly
higher than sample average?

Workplace - user distribution index*

Gen X 0.95 0.93 Gen X
Age GenY 1.00 1.22 GenY Age
GenZ 1.03 0.67 GenZ
ffffffffffffffffffffffffffffffffff Of the people
Mainstream using GenAl, Mainstream
middle-class 26 23% £00 middle-class
pper only use it 530 Upper
Income e class ool in their /o B middle-class InconE
Affluent 0.48 perh.sfznal use it for both 0.47 Affluent
personal and
”””””””””””””””””””” work reasons
Non-university Non-university
graduates 1.05 0.76 graduates
Education Bachelors 1.03 1.03 Bachelors Education
Masters/PhD 0.69 1.56 Masters/PhD

Sources: BCG CCI China Consumer Sentiment Survey 2024; BCG analysis.

Population using Al at the workplace: Higher
among Gen Y and highly educated people

* Distribution of people who only use GenAl in either personal life or at work; Distribution index = the proportion of a certain type of group in a

certain scenario/the proportion of a certain type of group among all Al users.

2|ndex>1.2.
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Exhibit 6 - User behavior similar in both cases: Al is used at least once a
week, and multiple tools used simultaneously

Personal life — user behavior

Frequency
B T T T T T T T T T T T T T T T T T i
I I
| >1x/day ! ~60% users
! i useAl
] | at least
' 1-6x/week ! once a week
i

1-3x/month

1-11x/year

use at least
4% ' 3 tools

I
|
| ~60% users
|
|
I

39%

Sources: BCG CCl China Consumer Sentiment Survey 2024; BCG analysis.

The survey also revealed the complexity of consumer
sentiment. Some respondents felt concerned and conflicted
about the technology. Their primary concern was about
personal data security and breach of privacy. This was
followed by concerns that the true value add of the applica-
tions is below expectation, and also the fear of over-reliance
on Al tools reducing one’s independence.

Most users said that
their Al usage
behaviors are

generally consistent

in both cases

Workplace — user behavior

~60% users
use Al

at least
once a week

I
~60% users i

use at least |
3 tools

Frequency

I
z1x/day |
|
1-6x/week |

1-3x/month

1-11x/year

To understand Chinese Al users better, let’s look at the

typical profile of those who use Al in their personal life and
those who use it at their workplace. These are of course

examples, and not exhaustive categories.

Below are two examples of users who leverage Al in their

daily life. (See Exhibit 7.)
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Exhibit 7 - Typical profile of Al users in their personal life

User A: Motivated mother

Basic information

Gender: Female

Age: 43/Gen’Y

City: Shanghai

Family income .

(monthly, after tax): RMB SOK

Education: Bachelor

Profession: Foreign trade/
Designer

User B: Active socializer

Basic information

Gender: Male

Age: 40/Gen 'Y

City: Shanghai

Family income .

(monthly, after tax): RMB 20K

Education: Bachelor

Profession: E-commerce/
Aftersales service

Main functions used: information retrieval, professional services

“After my child started learning math, | have been using Al to
automatically generate math problems. Once she is done, | take a
photo, and Al reviews and grades her answers instantly. | think it
benefits education significantly.”

“Nowadays, many parents have forgotten what they learned in the past.
Al can help parents quickly fill in knowledge gaps and look for
information. For instance, an Al tool for solving math problems was
introduced by the tutoring center. By taking photos and uploading them,
it can quickly provide theories and solutions.”

Main functions used: content creation, content enhancement

“I often use Al to create personalized content. | upload photos onto
an Al App, and it automatically generates personalized reviews based on
the photos, which I can then post on platforms like Dianping and RED.
Those reviews are similar to those written by real people and won’t be
banned by the platforms.”

“In my daily life, | also use Al to create fun images, memes, or
videos, which [ then share with friends or post online for interaction. For
example, | can upload a photo onto an Al App, and it can automatically
generate a dancing video. My family and friends find it especially
entertaining.”

Sources: BCG CCI China Consumer Sentiment Survey 2024; BCG analysis.

USER A: MOTIVATED MOTHER

Typical users in this category would be women in their 40s
who need to tutor their children. They mainly use Al for
information retrieval or professional services to provide
educational support for their children through online class-
es, applications, etc. For example, they use large model
GenAl tools to generate personalized educational resources
such as practice problems or use multimodal large models
to analyze geometry problems and dynamically present
the problem-solving process by way of image recognition
technology. These practical functions can supplement the
time and effort they invest in their children’s education
and make their lives easier.

BOSTON CONSULTING GROUP

USER B: ACTIVE SOCIALIZER

This category includes Gen Y consumers who are active
users of social media. They use Al mainly for content
creation or to improve their efficiency. For example, they
often use Al to produce personalized writing for their social
media accounts, or to generate images, memes or videos,
thereby enhancing their social interaction efficiency and
content appeal.

Our survey showed that in the personal sphere, informa-
tion retrieval, personalized suggestions, Al assistants and
smart home appliances are the most frequently used
GenAl functions. Some of the most frequently used Al tools
in China are ByteDance Doubao, ERNIE Bot, Tencent
Yuanbao, and Tongyi Qianwen (not in any particular order).
Chinese consumers are aware of and appreciate the wide
range of functions these products have. (See Exhibit 8.)



Exhibit 8 - The most frequently used functions in personal life are
information retrieval, personalized suggestion, and automatic control

Q: What GenAl functions have you used over
the past 12 months?*

Information retrieval (e.g., use Al
. X 55%
instead of search engines)
Personalized suggestion (e.g., 51%
preferred content/music)

Automatic control (e.g., autonomous
driving, smart home)

Professional services (e.g., Al tutoring,
Al cancer screening)

43%

40%

Content creation (e.g., generate 38%
images, videos, music) °

Information compilation (e.g., meeting 379%
summary, news summary)

Content enhancement (e.g., text and 36%
programming assistance) ’
Emotional companionship (e.g.,
virtual friend)

Sources: BCG CCI China Consumer Sentiment Survey 2024; BCG analysis.

The most frequently mentioned Al tools

Tencent Yuanbao
Tencent

ERNIE Bot
Baidu

“This is the latest model. It can
not only quickly search and
retrieve information and
materials, but also produce
simple content/documents.”

“l usually use it for information
retrieval and simple content
creation. It can also answer
some professional questions. It
can be a substitute for Zhihu
and Baidu.”

Doubao
ByteDance

Tongyi Qianwen/Wanxiang
Alibaba

“You can think of Doubao as
your attentive assistant. It
interacts with you in a tone
you're familiar with, answers
your questions, helps you
write, and makes life more
convenient.”

“It can perform basic
information retrieval. More
often, | use it for fun graphics
and video creation, and then
interact with others online.”

*The target audience of this question is all respondents who have used GenAl over the past 12 months.

By placing the willingness to pay and level of anticipation
on the x and y axes respectively, we arrive at an Al demand
matrix for everyday life. Applications with high survey
results in both dimensions indicate high demand potential.
These include content creation, automatic control (such as
smart homes and autonomous driving), and professional
services (tutoring and medical diagnosis, among others).
(See Exhibit 9.)

Let’s look at examples of two typical user profiles at the
workplace. (See Exhibit 10.)
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Exhibit 9 - Professional services, automatic control and content creation
are the most anticipated functions in personal life

The demand matrix in personal life

Level of anticipation®

The most anticipated functions

Professional services (e.g., Al tutoring, medical diagnosis,

wealth management advice)

« Al tutoring: provide tailor-made courses and personalized

20 1 tutoring based on individual levels of knowledge and learning

High demand goals' . . . . -

Strong potential « Medical diagnosis: conduct diagnosis or monitoring based on
[ physiological data and samples, and offer treatment recommen-

P RN dations

;7 Profession;l‘ « Wealth management advice: offer customized wealth
| Automatic  gseryices management portfolio advice based on personal wealth level
15 1 N control e . and wealth management goals

o .
~ . _Contentcreation _ - 7 i i
S~ ____=-- Automatic control (e.g., smart home, automated vehicles)
®Content enhancement » Smart home robot: use data and image recognition to conduct
schedule and medication reminders, pet monitoring, call
emergency services, etc.
» Smart fridge: read expiration dates via a camera, remind users
to order new items and discard old ones, and recommend
recipes based on personal requirements and historical data

Information retrieval

Information compilation
L

10 “Personalized suggestion

Emotional com panionship

Low demand Content creation (e.g., image, video, and music creation)

Weak potential « Image/video creation: create personalized image and video
5 T T 1 content through natural language descriptions based on user
. references
5 Low 10 15 High 20 prete . , . N
s » Music creation: allow personalized creation and editing
content of past famous works
« Controllable movie/TV plot: allow users to adjust the
movie/TV plot direction in real time based on viewer preferences

Willingness to pay?

Sources: BCG CCl China Consumer Sentiment Survey 2024; BCG analysis.
*Level of anticipation: The degree to which the respondent feels excited and wants to try.

2Willingness to pay: The extent to which the respondent is willing to pay a premium for this application.

Exhibit 10 - Typical profile of Al users at the workplace

User C: Smart worker User D: Efficient analyst

Basic information Basic information

Gender: Female Gender: Male

Age: 41/Gen Y Age: 26/Gen Z
City: Shanghai City: Shanghai
(montiy, afr sax; ~RMB SOK (o, sftr ;. ~RMB 20K
Education: Bachelor Education: Master
Profession: Internet/HR Profession: Computer/IT

Main functions used: content enhancement, content creation Main functions used: information compilation, professional services

“As an HR staff; | often need to deal with photos and posters in my “I started using Al while | was at school. When doing group assignments,

work. In the past, | had to ask a Ul or graphic designer in another
department for help. Now, using Al, | can conveniently create graphics
on my own. The effect may not be perfect, but it saves a lot of time
and communication cost.”

“Al software can also be used to generate some simple weekly reports,
daily reports and PPT files. Sometimes they can even do a pretty good
job, not only in layout, but also in integrating text and graphics, saving
us a lot of time.”

| was responsible for the final compilation and checks. | used ChatGPT
to quickly compile, polish, and integrate everyone's work into a
single assignment. Al can even provide some reasonable optimiza-
tion suggestions at times.”

“During work, Al helps me quickly analyze information, greatly
improving work efficiency. For example, in an engineering project with
over 200 programming files, Al can quickly tell me which file is the core,
and what function it implements.”

Sources: BCG CCl China Consumer Sentiment Survey 2024; BCG analysis.
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USER C: SMART WORKER

The daily work of this category of personnel involves signifi-
cant content creation tasks. The powerful content creation
capability of Al applications can markedly improve their
work efficiency, lowering the content creation threshold so
that they can focus on more critical tasks.

USER D: EFFICIENT ANALYST

This type of user has more data-intensive tasks and is
responsible for extracting and analyzing valuable informa-
tion from massive data sets to support decision-making.
GenAl and machine learning models can significantly
enhance their capabilities, not only quickly analyzing large
amounts of data, but also automatically generating analysis
and providing recommendations for optimization.

Advanced information compilation (meeting summary,
data summary), professional services (medical diagnosis)
as well as additional content creation (writing, accurate
placement), and automatic control (supply chain
optimization and store operation and management) are
future functions eagerly anticipated by users. These
high-demand potential GenAl products will boost the
efficiency of employees. (See Exhibit 11.)

Taking the above into account, GenAl, a technological
revolution that spans personal life and work, is driving
innovation and efficiency improvements at an unprece-
dented pace. Although Chinese consumers are generally
optimistic on Al, particularly about its applications at work,
they remain vigilant about possible challenges, particularly
in terms of potential risks associated with data security
and over-reliance.

Exhibit 11 - Professional services, content creation, information
compilation and automatic control are most anticipated at the workplace

The demand matrix at the workplace

Level of anticipation?

20 7
High demand
Strong [ potential
rd - = ~
rd . . ~
y Professional services N

7/ \

1 i \
15 Automatic o Content

\\ control ® creation ,'

N o Information .
SS compilation.. <
« Content enhancement
Work response ¢ o . .
0l Information retrieval
e Personalized suggestion
Low demand
Weak | potential
5 T T 1
5 Low 10 15 High 20

Value estimation?

Sources: BCG CCI China Consumer Sentiment Survey 2024; BCG analysis.

The most anticipated functions

Professional services (e.g., providing courses to customers,
medical diagnosis)

Content creation (e.g., document and poster generation,

precise advertisement delivery)

« Copywriting/poster creation: create contextual copywriting
and posters with natural language expressions

 Smart advertising delivery: suggest target audience and
pricing strategies based on user intent and understanding of
advertisement content

Information compilation (e.g., meeting and news summary,

data compilation decision-making)

- Content summary: organize meeting conversation and news
content via semantic comprehension and compilation

- Data compilation: carry out automatic compilation and
processing of company data and reports as required

Automatic control (e.g., supply chain optimization, store and

management operation)

« Supply chain optimization: optimize and simplify procure-
ment, forecasting, inventory management and logistics based
on data

« Store operation and management: smart customer service,

smart product recommendation and theme template
optimization for online store, etc.

*Level of anticipation: The degree to which the respondent feels excited and wants to try.

2Value estimation: The extent to which the respondent believes it will help the enterprise increase revenue and reduce costs.
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Insight: Personal Efficiency Enhancement Is
just the “Tip of the Iceberg”; Business
Transformation Is the Next Wave

After more than a year of breakneck growth and widespread
consumer application, GenAl has continued to spread, and
has the potential to reshape our personal life and work.
(See Exhibit 12.)

In daily life, GenAl will drive “personalization and creativity”.
For example, hastened by Al, various media platforms are
switching from mass to personalized and customized
approach. Each individual will have their own unique user
interface and method of interaction. This will have a deep
impact on content creation, advertising placement and
marketing.

At the workplace, GenAl will drive “efficiency and effective-
ness”. An increasing number of people have begun to
habitually switch to Al tools at work, and the development
of intelligent agents (an autonomous entity that can perceive
its environment, make decisions, and take actions to
achieve specific goals) will allow every worker to have their
own personal assistant. Not only can this unleash produc-
tivity but also boost the overall operational efficiency of
businesses.

What impact will GenAl, with its ability to boost personal
efficiency, have on an entire business? We forecast an
exponential increase in the value it generates. (See Exhibit
13)

Exhibit 12 - GenAl will significantly drive “personalization” and “efficiency”,

and even disrupt industries

From social media to video websites, increasingly
complex algorithms will always know what users
want to watch, and

?

Al is accelerating the transformation of various
, ultimately

media

Significant impact on content creation, advertising
placement, marketing...

Workplace
Drive “efficiency & effectiveness”

An increasing number of people will habitually N
switch to Al tools at work, letting these tools serve as
“secretaries” to

i

Al will comprehensively
, becoming
\_ an

Significant impact on data insights, product
development, customer operations...



Exhibit 13 - Deploying GenAl will not only enhance a firm’s core
competitiveness, but also help in attracting talent

Ny
@ Enhance core competitiveness

Improve productivity

By deploying Al tools and integrating them into work routines,
productivity is expected to improve by 10%-20%, e.g., meeting
minutes, code development, contract review

Increase revenue o
Leverage GenAl to create unique competitive advantages for

key business segments or processes based on an enterprise’s
characteristics

Construct a “GenAl business model”
Establish innovative products with the potential to disrupt
industries, thus creating new sources of income

First, GenAl is expected to increase the core competitive-
ness of a business. Al already take over large amounts of
standardized and repetitive content creation and allow
employees more time to focus on strategic and creative
work, thereby improving productivity, raising efficiency and
creative capabilities of an entire team. Elsewhere, a busi-
ness can use Al to generate personalized content, optimize
product design or provide GenAl based value-added services,
thereby increasing market competitiveness and making it
more attractive to customers.

A business that deploys GenAl technology is also particu-
larly attractive to the young who like to keep up with
emerging technologies. This group especially values an
environment that can facilitate lifelong learning and career
development. By integrating GenAl into its operations, a
business can not only motivate employees to closely follow
latest technology trends, but also offer them valuable
practical opportunities to upgrade their professional skills.
In addition, Al has not only optimized workflows, reduced
tedious and repetitive work, but also made increased
productivity and improved creativity a priority.

t* * *t
S
A Attract top, young talent

Interest in cutting-edge technology

Young talent often pursues innovation and is interested in
emerging technologies. GenAl, as a cutting-edge technology,
can pique the curiosity of young talent and their desire to
explore

Long-term learning and development platforms

Talent also values learning and development opportunities.
By deploying GenAl, employees will be empowered to master
the latest technology trends, and enhance personal skills,
laying a solid foundation for their long-term development

Excellent work experience

Talent prefers to engage in challenging and creative work.
By deploying GenAl, companies can optimize workflows, and
reduce repetitive and tedious tasks, thereby being able to
meet the expectations of top talent better

How should businesses position GenAl opportunities
within their organizations? We recommend conducting an
internal review and assessment based on the following
three questions:

o Does it have rich data assets? Data is the fuel that
oils the engine of continued training and personalization.
GenAl can utilize large amounts of data within and
outside a business (such as corporate database, social
media and log files) to produce, optimize and innovate
content, improving its quality and making it more useful
for the company.

« Is labor requirement high or low? In jobs that require
more personnel (such as customer service and software
development), GenAl can overcome labor bottlenecks
through automatic processing of data, boosting return
on investment (ROI) and innovation.

o What is the share of structured thinking? GenAl can
rapidly optimize tasks with a high proportion of struc-
tured thinking (such as drafting and review of contracts),
improving efficiency and accuracy.



Exhibit 14 - Companies that create customized Al products based on
their business models will be able to stand out from the pack

The current applications of GenAl
t@% are just the “tip of the iceberg”,
3 ‘ mostly universal tools that solve
simple problems

In the future, businesses that create customized
GenAl products based on their business models
and characteristics will unleash significant Al value,
overcoming organizational capability bottlenecks

Information
retrieval

Marketing

White paper/
copywriting
generation

Content creation Customer operations

Smart Customer Customer
conversation/ account account
response management analysis

Visual
enhancement

Personalized
marketing

Content
enhancement

Information
compilation

Sales management Supply chain management

Personalized Speech

. generation/
suggestion optimization

Professional
services

Production
monitoring/
optimization

Supply/ Logistics
Smart market demand information
analysis coordination

Key unique advantages to become a leading business of
the future: Create customized Al products compatible to

Demo creation/
optimization insights

Automatic
control

Basic requirements for future
businesses: Deploy GenAl tools

systematically in work routines to
achieve improvement in productivity

one’s own business model, resolve complex corporate issues,
improve end-to-end organizational capabilities, and achieve

breakthroughs in efficiency and outcome

The potential of GenAl far exceeds the applications of
current universal tools, and it is crucial that business
leaders acknowledge this. We believe that personal efficiency
enhancement is just the “tip of the iceberg” in this phase
of Al’s revolution. This is because currently, GenAl applica-
tions that personal users have tried are mostly basic. Task
requirements such as improving information retrieval,
content creation, personal suggestion and automatic con-
trol, are straightforward applications as far as mobilizing
the capabilities of large model products is concerned.
Given most business have not effectively coupled large
language models (LLMs) into internal corporate data or
business processes, the true potential of GenAl use cases
at the workplace is yet to be discovered. (See Exhibit 14.)

Therefore, when deploying GenAl universal tools in daily
routines, businesses can enhance and improve productivity
somewhat. However, they must recognize that universal

technologies, when widely adopted, will unlikely offer any
single business a competitive advantage. As large model
products become widely available and used, simply using
existing universal solutions will not make a business stand
out in the competition. Therefore, businesses must go
beyond universal tool applications, and turn towards in-
depth customized strategies, and design and develop
GenAl applications that are focused on their unique busi-
ness requirements and operating models.

A key differentiating advantage of a future leading business
will not be whether it is able to apply universal Al technolo-
gies but whether it is able to build customized Al products
based on its business model to help resolve complex cor-
porate problems and improve end-to-end organizational
capabilities. Only then can it achieve breakthroughs in
efficiency and outcomes and seize the core advantages
brought about by the GenAl wave.
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