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Abstract— This work aims to
establish how Go-To-Market (GTM)
frameworks can leverage “Generative
Artificial Intelligence” (GenAl) to achieve
effective product launches. Through using
tools such as GPT and DALL-E, the
marketing content can be enriched, the
range of customers determined, and the
potential of predictive analysis increased
dramatically, which in turn will contribute
to the increase of ROl and customer
satisfaction. However, due to ethical
issues, data privacy issues and high
implementation costs they pose several
challenges. These are presented as
barriers to the adoption of GenAl in the
GTM models, and this research provides
recommendations on how these may be
addressed.
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I. INTRODUCTION

A. Background of the Study

In the current highly competitive and
technologies-driven marketplace, businesses
are always searching for ways by which they
can improve their “go-to-market” (GTM)
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models for product launches. As “Generative
Artificial Intelligence” (GenAl) emerges,
organisations are offered smart instruments
that can help them distinguish customers,
optimise marketing procedures, and improve
business decisions [1]. GenAl, with advanced
deep learning models like GPT, DALL-E,
and other Al tools, provides insights into
likely consumer behaviour, creates effective
marketing concepts, and performs many
monotonous tasks much faster than humans.
Today’s marketing managers assured that Al
tools will transform marketing plans by 2030
and about 65% of respondents incorporate
GenAl in marketing activities, as stated in
Figure 1 [2]. Despite that, the integration of
GenAl into the GTM strategies has its
disadvantages, like ethical issues, expertise,
and data reliability. Awareness of these
technologies is important for any
organisation to become competitive in the
dynamic state.
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Respondents most often report generative Al adoption in their marketing-
and-sales, product- and service-development, and IT functions.

Respondents’ organizations regularly using generative Al (gen Al), by function, % of respondents
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Figure 1: Increased use of GenAl in
different business segments

[2]
B. Overview

This research looks at how GenAl can be
incorporated into GTM strategies to improve
the efficiency of new product launches. GTM
strategies incorporate the concept of an
organised and strategic method of bringing a
product to the right market segment, through
appropriate channels. The use of GenAl in
content creation, customer segmentation and
predictive analysis has put it in a strategic
position of being able to shape traditional
GTM Models to fit present-day marketing
needs [3]. GenAl is adopted within the
present research to reveal how it mitigates
gaps in GTM performance and outlines novel
solutions for increasing ROI and customer
interactions.

C. Problem Statement

Conventional GTM approaches maintain
relevance when consumer preferences
change steadily for instance due to
technology and analytics. This is a known
problem that most organisations do not have
suitable tools for improving campaign
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personalisation and adjusting it according to
a more rapidly changing market. There is
significant value in using GenAl throughout
the GTM process. However, it is still not
being fully leveraged because of changing
group dynamics, business ethics and
regulations, and system and process
combinations. The unique approach of this
study is tailored to fill this research gap by
demonstrating how GenAl can be
strategically  incorporated into GTM
frameworks to advance these shortcomings
and foster successful product launches.

D. Objectives

The primary objectives of this research are 1.
To examine how GenAl might be used to
improve GTM strategies for new product
introduction. 2. To outline measures and
implications for approaching GenAl within
GTM frameworks. 3. To understand critical
success factors and limitations for integrating
such innovative technological solutions in
management. 4. To suggest practical
solutions on how to utilise GenAl to enhance
market share and customer interactions.

E. Scope and Significance

This research is carried out on industries
mainly operating under high rivalry and
technological dynamism like technology, e-
commerce, and consumer goods. This study
offers a conceptualisation of how GenAl can
be smoothly implemented in GTM
approaches by assessing prior uses and
limitations. The implications of the work are
included the results are especially valuable to
marketers, product managers, and business
leaders interested in leveraging Al’s
capabilities for efficient and effective product
marketing [4]. Also, the research enhances
the understanding of the ethical use of GenAl
and guidance on the proper use of GenAl
with maximum commercial advantages.

17



International Journal of Information and Electronics Engineering, Vol. 13, No. 4, Dec 2023

Il. LITERATURE REVIEW

A. GenAl application in improving GTM
strategies

Recently, there has been a realisation of the
potential of GenAl in enhancing GTM
strategies. When applying, GPT and DALL-
E models, companies can develop tailored
marketing content while also improving
customer diversification and using natural
language processing to automate
communication processes. For example,
Coca-Cola has engaged OpenAl’s GenAl
tools in creating hyped individualised
campaigns which enhanced participation by
30% [5]. GenAl helps in the predictive
analysis of the companies and promotes
customers’ trends. Thus, adapt their products.
Technologically  advanced  companies
utilising Al for GTM approaches achieve
market entry within a 20% timeframe and
contribute more, with a 15% ROI [6]. Still,
there are limitations like ethical issues, data
privacy, and dependency on pre-trained
datasets. The “AWS Generative Al
Innovation Centre” is Amazon's generative
Al project. A $100 million funding supports
this program, which assists customers in
creating and deploying generative Al
algorithms [7]. The ability to model certain
instances with the help of GenAl gives
companies more flexibility than ever before
and makes it one of the foundational
technologies for today’s modern GTM
approaches.

Active generative Al projects in Industrial

Smart Mar
Suppl

Figure 2: AWS GenAl Innovation project
[7]

B. Measures and implications for
approaching GenAl within GTM

Deploying GenAl in contexts of GTM
frameworks means paying attention to
innovations in existing designs, and
understanding their ethical and operational
implications. Larger organisations today
cannot afford to be without sound Al
governance blueprints for potentially
damaging scenarios such as ALGOPS’ bias
and data leakage [8]. Microsoft has used
ethical review boards for the oversight of Al
in its marketing functions. Moreover, GenAl
tool integration that is in line with the basic
business goals guarantees performance
outcomes. Some of the ramifications of these
measures are easy scalability and better
customer experience like how Spotify utilise
Al to create user-specific playlists [9].
However, what organisations have to do to
manage the lack of certain skills is to afford
extensive training and multidisciplinary
collaboration to unleash the potential of
GenAl. This means that a firm with a supply
chain strategy but a lack of a service-
dominant logic strategy may reduce
confusion.

C. Success factors and limitations for
integrating GenAl in GTM for new
predicted launch

Success factors of GenAl in the future GTM
strategies include data quality, cross-
functional, and technology flexibility.
Organisations like Tesla use GenAl in the
determination of the appropriate market
prediction for their products to increase
market penetration. Companies with more
formally embedded Al processes get 25%
18
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higher customer acquisition results than those
companies that do not [10]. Another is a
unique approach to the concept of agile
development, which makes it possible to
create real-time refinements of campaign
operation plans based on predictive analyses.
Nevertheless, some of the challenges include
high costs of implementation and total
reliance on data accuracy. Further, issues of
ethics like privacy greatly discourage
consumer trust as experienced through Al
personalised advertisement by Facebook
[11]. Therefore, companies should make a
proper balance between innovation and
compliance.

D. Practical solutions on utilising GenAl
to enhance market share and customer
interactions

Figure 3: Retrieval-Augmented
Generation (RAG)

[14]

With the help of generative Al, businesses
have already received such effective tools as
Retrieval-Augmented Generation (RAG) and
multimodal Al to receive accurate market
data and forecast demand (Refer to Figure
3). Real-time retrieval of data is combined
with contextual analysis so that business
owners are given insight into new trends as
they occur and can change their strategies
accordingly. The Google Vertex Al
platforms work with data from the past and
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real-time data to assist companies in the early
prediction of change in consumer demand.
Multimodal Al is a progression of this feature
as it examines multiple data streams for
social media engagements, extracted
customer reviews, and sales data to deliver a
rich view of market trends [10]. For example,
the forecasting system of Amazon uses the
equivalent tools to rearrange the stock of new
products: they do not stay overstocked or do
not have enough stock [17]. These
technologies do not only enhance accuracy,
but they also minimise the risk of forecasts
thereby enabling organisations to match their
marketing strategies to meet actual market
requirements thus improving product launch
outcomes.

The extended use of generative Al in
procuring business value benefits marketing,
sales management, and product delivery
teams by aligning work processes and
practices while providing data insights. Tools
such as Al Workspace Canvas help maintain
the project’s data focalised, allowing users to
view and share campaign and customer
analytical data, as well as sales projections in
real-time [16]. The integration helps to avoid
exceptionalism that leads to silos. For
instance, product teams can use the feedback
gathered and analysed by conversational Al
to update features, and the marketing teams
use the same feedback to modify campaigns.
Notion Al as an example of automated
priority assigning techniques helps to define
crucial activities and their dependencies, thus
minimising postponing.

I1l. METHODOLOGY
A. Research Design

The research utilised explanatory design
using secondary qualitative and secondary
guantitative research approaches to analyse
GenAl in go-to-market  strategies
scientifically. The qualitative part is based on
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the interpretivist philosophy and employs an
inductive approach to analyse patterns in
applicational forms of GenAl like Al
Workspace Canvas and Recovery and
Agreement (RAG) Tools through the lens of
case studies. The quantitative part involves a
descriptive research design with a deductive
research approach. The reason for using these
methods in such an approach is to provide a
more comprehensive assessment of GenAl in
the organisation of product launches.

B. Data Collection secondary data collection
method with qualitative and quantitative
research

The secondary research method is mainly
used in this study in both the qualitative and
the quantitative approaches. In the qualitative
case, tools like Al Workspace Canvas and
RAG, the case studies along with industry
reports and expert analyses based on the
identified themes are analysed for pattern
identification. Analytically, performance
indicators, market factors, and ROI figures
extracted from industry databases are
presented descriptively to evaluate the
influence of GenAl on go-to-market tactics.

C. Case Studies Examples

Case Study 1: Coca-Cola's Use of GenAl for
Marketing Campaigns

Coca-Cola has achieved their integration of
generative Al, or GenAl, in several
innovative methods for marketing. For
example, in Coca-Cola’s “Create Real
Magic” holiday campaign, the firm employed
Al image generators to encourage the public
to create their holiday cards [20]. This
campaign not only engaged the customers but
also explained how Coca-Cola in advance
used Al in creating experiential marketing.
Coca-Cola collaborated with OpenAl’s
“Masterpiece’” advert focusing solely on the

doi: 10.18178/ijiee.2023.13.4.3

Al-enriched animation of iconic
masterpieces [20].

Case Study 2: Amazon's Al-Driven
Personalisation

Amazon has adopted generative Al tools to
revolutionise seller capabilities; helping
SMBs evolve and compete. For instance, the
generative Al-focused product listing tool is
an application through which sellers can feed
the barest of information for product
descriptions or images and get Al-powered
detailed listings that enhance sales [17].
‘Project Amelia’, an artificially intelligent
virtual selling assistant, provides sellers with
a set of prescriptive suggestions and
consultation where they identify business
issues and likely business growth prospects.
The Al-driven innovation is productivity
promoting as sellers can combine it with
other tasks such as product innovation and
client satisfaction essential in enhancing
business performance.

IV. RESULTS

A. Data presentation

Figure 4: Generative artificial intelligence
(Al) used by marketing professionals

[12]
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Up to July 2023, the primary application of
generative Al in the marketing and
advertising industry was content/creative
writing (52.5%) and ideation/brainstorming
(48.5%). Among all its identified uses,
probably the most significant of Al is in the
use of research (33.2%) and in producing
summaries of long-form content (29.2%)
[12]. Moreover, Al was implemented to
recycle content effectively for other
platforms (24.3%) and for SEO purposes
(24.3%) proving that it profoundly
contributed to the improvement of search
engine rankings. All these statistics
underscore the role of Al in the exponential
growth in the automation and optimisation of
various stages in marketing such as content
creation. (Refer to Figure 4)

Figure 5: Fastest growing category in the
Al market

[13]

Figure 5 represents the generative Al that is
quickly becoming the most promising
division in the market growth consisting of a
valuation of $4.31 ftrillion in 2030. This
growth is due to instances like ChatGPT,
GitHub Copilot, and Stable Diffusion where
it performs well in feature areas like text
generation, digital art and data restructuring.
This fast expansion is cemented on the
growing scale of large language models, even
if there are limitations such as bias and data
reliability.
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Who Is Investing in Al?

Intel Capital

500 Startups

NEA

Y Combinator

Figure 6: Number of Artificial
intelligence investments by investors

[14]

Year on year-on-year growth rate of the Al
market between 2018 and 2019 was 154%
resulting in a total market size of $14.7
billion. Currently, the two most active global
investors in Al are Intel Capital, which has
invested in 51 Al businesses and 500
Startups, which has invested in 45 [14]. Y
Combinator has also funded 32 startups
specialising in Al technology (Refer to
Figure 6). The investments of the company
are primarily oriented on several Al
technologies, including NLP, machine
learning, speech recognition and deep
learning, which are used to improve the
technological processes and develop new
products in various fields.

B. Findings

Generative Al is influencing the marketing
and advertising sectors to improve the
effectiveness of generating, imagining, and
optimising content. The opportunity to
perform the work of writing posts, preparing
SEO-optimisation, and conducting research
automatically is taking the professionals’
work to a new level. Furthermore, the growth
of the generative Al market has been rapid
due to the increasing trends of Al solutions,
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such as large language models that create
significant ~ development  [14].  This
understanding, alongside certain concerns
regarding Al data credibility and pre-existing
bias, proves the subject’s significance and
demand across industries regarding Al as an
innovation actor and investment opportunity.

C. Case study outcomes
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[20].

Table 1: Findings of the case study
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D. Comparative analysis
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Table 2: Comparative analysis

Literature [5], [8], and [10] provide a detailed
discussion of the challenges of integrating
Go-To-Market (GTM) strategies with
generative Al (GenAl). Article [5] has
emphasised the ability of Al to promote
innovation in the field of marketing but also
underlined the need to formulate flexible
frameworks. Article [8] looks at the
complexities of regulation and technology
usage in industries such as the
pharmaceutical industry. Moreover,
according to Article [10], some challenges of
teamwork and Al implementation are
highlighted, and it suggests improvements to
the communication processes. Strategic
GTM must balance the issues of scalability,
teaming and compliance to enable product
launch with the aid of GenAl [18].

V. DISCUSSION

A. Interpretation of results

B2B marketers built a completely new
product launch modelling based on the genAl
integration into the GTM plans. Amazon and
Coca-Cola are useful examples of how a
company can use Al as an advantage when
targeting a customer and creating unique
campaigns. Al enables the business to work
faster, minimise the time-to-market and, at
the same time, maximise the product-market
fit [8]. These are ideas like; Al fosters better
resource optimisation, faster decision making
and better interdepartmental communication.
Besides, it helps in understanding the
audience better leading to better engagement
and making more brands recognisable thus
increasing the market niche [19]. The
transition to using Al as part of GTM
strategies not only expands the velocity by
which products are launched but also
provides organisations with the ability to
disseminate pertinent information that will be
relevant to the right audience.
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B. Practical Implications

The integration of generative Al into go-to-
market (GTM) strategies has some rather
practical benefits for companies. Al allows
the maximisation of companies’ product
launches by producing more material in less
time for customers and using data to
effectively target consumers and analyse
markets [16]. Moreover, digital solutions
using Al diminish the number of mistakes,
increase the pace of decision-making, and
bring departments together [20]. Through Al
technology, businesses and companies can
also promote brand popularity and increase
brand awareness in content creation and
optimisation for SEO [10]. Nevertheless, any
proceeding company should consider such
difficulties as data protection and machine
learning model retraining to minimise bias
[9]. For Al to be effectively deployed in
GTM approaches, one ought to generate an
innovation culture by adapting to the
generative Al model above.

VI. CONCLUSION AND
FUTURE WORK

The use of generative Al (GenAl) within go-
to-market (GTM) is now the next level up
when it comes to the application of machine
learning and serves as a major step forward
when it comes to product launches.
Marketing with the help of GenAl supports
content production, the organisation of
processes, and provides conceptual
approaches that help in the immediate
response to market requirements and
customers’ preferences. There are issues,
which the founder of an Al should address
such as the issue of data integrity, the issue of
the algorithm’s bias; the issue of privacy.
These risks must be well managed while
exploring and tapping the strengths of
GenAl.
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Future research in this line of study may aim
at enhancing the prognosis of Artificial
Intelligence models to lower bias. The
insertion of such concepts as transparency
and just the use of Al will be surely required
when it comes to the future development of
GenAl. In addition, incorporating Al into
other related technologies, including machine
learning, and natural language processing can
be a powerful driver for marketers. Further
qualitative studies of consumers and Al-
related ethics as well as future consequences
of Al on business models for GTM strategies
will be appropriate in the future. Al
technologies in companies, these
technologies should be constantly tested and
improved as the competition is high and
increasing.
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