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Introduction

The role of product management has become one of the most important processes of the
contemporary organization that connects business strategy, technology, and customer demands.
Historically, product managers (PMs) used the market research, intuition and experience to inform
product development and strategy [1]. Although these techniques have been effective in serving

the businesses over the years, the growing complexity of markets, the dynamism of consumer
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preferences, and sheer amount of available data has created a great urgency to utilize more
advanced tools to inform the decision-making process. This is where the Artificial Intelligence
(Al) has started to transform the role [2].

Al, which is vaguely referred to as the capacity of machines to carry out activities that are usually
associated with the use of human intelligence, has penetrated the business operations considerably,
and product management is not an exception. With the help of machine learning algorithms, natural
language processing, and predictive analytics, Al will be able to analyze large volumes of
structured and unstructured information to discover insights that could not otherwise be revealed
or that would have been difficult to find previously. This feature will allow product managers to
make more accurate decisions by data, predict market trends and act proactively regarding

customer needs [3].

Analytics is not the only way Al is applied in the management of a product. It covers all stages of
product lifecycle- ideation and development to launch, monitoring and iteration. Repetitive tasks
can be automated with the help of Al tools, workflows can be optimized, the performance of
products can be predicted, and even user experiences can be customized. Not only do these
improvements improve the efficiency of operations, but they also result in better strategic decision-

making, which enables businesses to remain competitive in a highly dynamic market [4].

This review aims to understand how Al is transforming product management in different ways, the
existing applications and advantages, and explain the issue of challenges and limitations that
companies might encounter when moving towards such technologies. Tracing both real-life
examples and theoretical models, this article should offer a full picture of the way Al can lead to
innovation, improve processes, and eventually become the reason of market success [5]. With the
business world still undergoing a digital transformation, the intersection of Al and product
management has become a vital issue to both practitioners and researchers aiming to use

technology as a source of strategic advantage [6].
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Overview of Artificial Intelligence

Artificial Intelligence (Al) can be described as the capacity of a certain system or algorithm to read
and understand natural language and also to give users pertinent answers to their queries. Artificial
Intelligence (Al) is a sub-discipline of computer science that develops machines that can execute
tasks that a human person would conduct [7]. These are learning through data, pattern recognition,
natural language, decision making and complex problem solving. In the last 10 years, Al has
ceased being a hypothetical notion and has turned into a reality that has been adopted in a
transformative technology that is applicable in virtually all fields including product and project
management. It has been fueled by the increase in computational capabilities, the accessibility of
large amounts of data, and the creation of some remarkable algorithms capable of approximating
some aspect of the cognitive process [8].

Al has a number of significant sub disciplines which are especially applicable in product
management. Machine learning (ML), which is one of the fundamental branches of Al, enables
the systems to make predictions based on historical data and learn without explicit programming.
As an illustration, ML algorithms can predict customer demand, determine possible market
opportunities, and even recommend the best price strategies [9]. Natural Language Processing
(NLP) allows the computer to comprehend, interpret, and write human language and it is worth its
weight in identifying and interpreting customer feedback, social media searches, and survey
answers. Also, predictive analytics uses historical and real-time data to forecast results, determine

risks, and manage the utilization of resources during the product lifecycle [10].

The capabilities of Al may also be used as a classification criterion. The current business
environment is dominated by Narrow Al, which is able to achieve limited tasks with the maximum
efficiency, e.g., demand forecasting, robotized customer service. General Al, which is mostly
theoretical, is an attempt to simulate the human-level cognitive capabilities in various tasks.
Although product managers are mostly engaged with the application of narrow Al, it is important
to realize the larger curve of Al research, which can lead to the development of smarter and more

autonomous systems in the future [11].
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The use of Al in business is not merely a technological issue, but also a facilitator of strategy. Al
can be used in the area of product management to improve decision-making, streamline processes,
and minimize uncertainty. Al assists managers in predicting future trends, synchronizing products
development with market demands, and enhancing the efficiency in the general functioning of
organizations by converting raw data into actionable intelligence [12]. In addition to analytics, Al
has also the capacity to assist with creative work, e.g., ideation, prototyping, and user experience
optimization, which will further resolve the discrepancy between technical implementation and

strategic vision [13].

To conclude, Al is a complex technology that incorporates learning, reasoning, and predictive
skills to supplement human decision-making. In the case of product management, it can be
described as having an effective toolkit that can be utilized to become more innovative, efficient,
and gain a competitive advantage. Knowing what it consists of, what it can do, and what it can be
used in is necessary to use Al resourcefully and find its way in the ever-changing business

environment [14].
Al Uses in Product management

The conceptualization, development, and management of products via Artificial Intelligence (Al)
is rapidly changing the manner in which product managers conceptualize, develop and manage
products. With the introduction of Al in multiple processes of product management, organizations
will be able to make decisions based on data, optimize operations and develop products that are
more aligned to customer preferences [15]. The uses of Al in product management can be
summarized into three major categories which include market research, customer insight, product

strategy and road mapping, product development and design [16].

Customer Insights and Market Research: The manner in which product managers collect and
analyze data available in the market has been transformed by Al. Machine learning algorithms
have the ability to process large volumes of both structured and unstructured data as ranging as the
social media posts and the customer reviews as it goes to the transaction as well as the processes

involved with transactions so that PMs can find out the trends and patterns and new requirements
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[17]. Predictive analytics allows predicting the behavior of customers to ensure organizations are
able to foresee changes in demand or possible market upheavals. NLP tools can also help improve
the comprehension of the feedback and sentiment analysis of various sources to offer actionable
information to be taken when making a product decision. Such empirical methodology will
decrease intuition-based decision-making and will enable managers to give more emphasis to the

features and offerings the customers are really interested in [18].
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Figure: 1 showing Al in customer insights and market research

Product Strategy and Road mapping: Al can be used to make strategic decisions as it provides
information about the dynamics of the market, the activity of competitors, and available
opportunities. In the case of launching new features or products, predictive models can be used to
simulate the effect to help managers optimize roadmaps and resource allocation [19]. Portfolio

92|Page Aslam. 2024



Global Journal of Multidisciplinary Sciences and Arts

ISSN: 3078-2724 Volume 1: Issue 2

management can also be enhanced with the help of Al-driven analytics that can assess the
possibility of a certain product lines success and, accordingly, make investments that would be in
accordance with the business goals. With Al in the strategy-making process, product managers
will no longer need to conduct reactive planning, but proactive data-driven approach to lifecycle
product management [20].

Design and Development of the product: During the development process, Al will be able to
make an impressive contribution to efficiency and innovation. Machine learning software could
use the past project data to recommend the best timelines, resource allocation, as well as risk
mitigation plans [21]. Prototyping tools driven by Al can help to create a user interface and
experience that is more intuitive and easier to use. Moreover, Al may be utilized to rank product
features according to the expected user adoption and engagement, so that the developmental
activities are directed toward the initiatives that have high impacts [22].

Repetitive processes including testing or reporting can be automated to enable teams to spend
additional time on creative and strategic processes. The implementation of Al in product
management is versatile and disruptive. With the use of Al in market research, strategic planning
and product development, companies are able to make wiser choices, develop new products faster
and introduce them to the market that meets consumer needs [23]. This integration does not only
contribute to better operational efficiency, but also offers a competitive edge in more data-driven

markets.
Al in Product Team Project Management

Project management is a key ingredient of a successful product development and it is up to the
team managers to deliver within budget, on time and as per the quality. The conventional project
management practices do tend to be based on manual planning, periodic reporting and mentions
which may result in inefficiencies, delays and misallocation of resources [24]. To overcome these
obstacles and assist project management, Artificial Intelligence (Al) is actively introduced in
project management to provide predictive and automated solutions and offer insightful, data-

driven answers to these issues, making the work more productive and informed [25].
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Resource allocation and optimization of tasks are one of the most important uses of Al in project
management. Machine learning algorithms will be able to process past project information, project
performance indicators, and project dependencies to suggest the most productive project allocation
of the resources. This makes sure that the appropriate person is tasked and the work is done
according to their abilities, workload as well as availability to minimize the bottlenecks and
enhance team efficiency [26]. There are also opportunities of teams being agile and responsive to
any unexpected changes; Al can dynamically adjust schedules to those changes and respond to

them.
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Figure: 2 showing leveraging Al in product team project management

Another important benefit of Al in project management is risk assessment and predictive planning.
Al-driven solutions are capable of detecting possible threats, like the inability to meet the
deadlines, budget overruns, or technical issues, by comparing past project trends with current
information [27]. Predictive analytics enable project managers to make proactive steps towards
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reducing these risks before they come up, which is likely to ensure successful outcomes in projects.
This predictive power especially comes in handy when dealing with complex product projects that

have many interdependent activities [28].

Teamwork and interaction are also improved with the help of Al-based project management
systems. Such tools may automatically monitor the progress, create reports, and as well as in
summary provide updates to the stakeholders, which saves on manual work and also provides
uniform visibility among the teams. Natural Language Processing (NLP) is able to analyze patterns
of communication to identify any possible misunderstanding or inefficiency so that managers are

able to solve problems before they affect the performance of the project [29].

Moreover, Al also supports the process of the sustainable enhancement of the project, as the
analysis of the projects that have already been completed helps to reveal the insights and successful
practices. The lessons found through the Al-driven analysis can be used in the following project
planning, resource assignment, and risk management plans, forming a feedback loop that will
enhance the performance of the entire team [30]. The presence of Al in project management
enables product teams to operate more effectively, make decisions, and produce quality products.
Automating routine processes, forecasting hazards and improving cooperation, Al will turn project
management into a proactive and strategy, which allows teams to combine operational excellence

and innovative deliverables [31].
Al Advantages in Product Management

Acrtificial Intelligence (Al) has provided many benefits in product management, which allows
organizations to become more efficient, make decisions, and provide more customer satisfaction.
Through the application of Al as part of the product lifecycle, managers can utilize data-driven
data and have the opportunity to automate repetitive data and be proactive, which can have real-

world impacts on strategy, development, and execution [32].

Improved accuracy of decision making: The most valuable advantage of Al in product
management is its capacity to deliver actionable insights out of large and disordered datasets.

Demand, emerging opportunities, and prioritization in features can be based on analysing past
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sales history, customer behavior, and market trends with the help of machine learning algorithms.
The result of this data-driven practice is that the product managers will base their future strategic
decisions on facts and be less reliant on intuition or guesswork, which has a higher likelihood of

being successful in competitive markets [33].

Faster Time-to-Market: Al can be used to speed up the development of products through the
simplification of the product life cycle. Smart project scheduling, proactive allocation of resources,
and prototyping processes are, with the help of Al, assisted by smart automation to minimize
delays and streamline workflow. Predictive analytics will be able to determine where the
bottlenecks may occur and prevent them in advance [34]. Consequently, they are able to roll out
products at a quicker rate thus providing organizations with a competitive advantage in the fast

changing markets.

Greater Customer Contentment and Customization: The use of Al will allow seeing customer
needs in more detail with the help of sentiment analysis, the preference model, and usage data
analysis. Such insights help product managers to customize features, interfaces and services to
particular user groups in order to increase personalization and the overall customer experience. By
making the products more aligned with the user expectations, the companies will be able to

promote more adoption rates, retention, and brand loyalty [35].

Efficiency and Reduction of Cost: Repetitive and time intensive tasks like reporting, testing and
data analysis can be automated to enable the teams to work on high value strategic and creative
tasks. The Al also assists in optimization of resource utilization to lessen wastage and operation
costs. This efficiency, coupled with the better decision-making processes, leads to lower costs of

product management [36].

Strategic Advantage and Innovation: In addition to operational advantages, Al helps companies
to be more innovative. Al has been helpful in strategic planning and long-term visioning by
revealing concealed tendencies, modeling business situations, and anticipating competitor actions.
When organizations embrace Al-based product management, they will be in a good position to

foresee changes in the market, introduce new products, and have a sustainable competitive edge
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[37]. Al can be used to improve the product management process by providing more accurate
decisions, accelerating the development process, creating unique customer experiences, lowering
costs, and innovating. Its usage enables product managers to make smarter, faster, and more

strategic decisions and eventually make a market success and organizational growth [38].
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Figure: 3 showing strategic advantages of Ai in product management

Challenges and Limitations

Although Artificial Intelligence (Al) has transformative promise as a product management tool,
there are also a number of problems and drawbacks to the adoption. It is important to outline these
barriers in order to help organizations utilize Al efficiently and achieve tangible and significant

value without violating operational or ethical principles [39].
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Quality and Availability of Data: The Al systems are very dependent on data to train and make
decisions. Data of low quality, incomplete data or biased data may significantly reduce the
accuracy of the Al predictions and insights. This may create a misplaced priorities of features in
product management, wrong demand prediction or misplaced market orientation. Also, several
organizations are unable to unify the diverse data repositories, which is a barrier to providing Al

with comprehensive insights [40].

Ethical Concerns and Bias: The Al algorithms are not necessarily neutral. They mirror what they
are being trained on and it can include biases in terms of demography, past trends or the lack of
information. The unbiased Al models used in product management may end up favoring specific
customer groups more than others, which may result in unfairness, reputation issues, or regulatory
measures. These ethical issues, which organizations should take into consideration proactively,
include enhanced data duration, clear model design and frequent check-ups [41].

ETHICAL CONCERNS OF Al IN
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Figure: 4 showing ethical concerns of Ai in product management
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Adversity towards Adoption and Change Management: The implementation of Al into the
product management processes can necessitate substantial transformations in the team processes,
culture, and competencies. The fear of automation or lack of trust in Al-generated suggestions and
the lack of understanding of new tools are the reasons why employees might be unwilling to adopt
them [42]. To overcome this resistance, it is essential to communicate the benefits of Al using pure
language, special training, and a gradual implementation strategy that will help balance human

knowledge with Al assistance [43].

System Interaction with Existing Tools and Processes: The difficulty of many organizations
dealing with Al integration is technical in the context of integrating Al into the existing product
management tools, project management platforms, and workflows. The problems with
compatibility, complicated IT infrastructure demands, and the necessity of its constant monitoring
and maintenance may slow the adoption of Al [44]. The potential advantages of Al cannot be fully
leveraged without a smooth integration because of the restriction on its ability to elicit strategic

and operational change.

Resource and Cost Constraints: The creation, adoption, and operation of Al solutions may be
resource intensive. Large expenses of data storage, computational capability, and unique skills and
talent might not encourage small or medium-sized corporations to implement Al. Also, constant
updates and observation of the system are needed to make sure that Al models are correct and
pertinent in shift able market conditions [45]. Though Al can transform product management, an
organization has to overcome the issues associated with data quality, ethical concerns, and
resistance to adoption, integration, and cost. These shortcomings need to be managed with strategic
planning, a keen implementation, and constant monitoring in order to achieve the full potential of

Al and make its use sustainable and responsible in the product management [46].
Case Study and Industry Examples

The real life applications of Artificial Intelligence (Al) in managing a product should be viewed in

terms of real life in the different industries. All these case studies have shown the potential and the
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versatility of Al, as it can help improve decision-making procedures, speed up product

development, and optimize market success [47].

Technology Industry: Competitors such as Amazon and Google use Al to a great extent in
product management in the technology field. Amazon relies on machine learning algorithms to
process customer behavior, their history of purchases and their browsing trends to make product
recommendations, optimize inventory, and develop new features to be a priority [48]. Google uses
Al-based analytics to its product roadmaps, which predictive models to estimate the user
engagement and improve updates in its applications such as Gmail and Google Maps. Such Al
solutions allow product teams to make decisions grounded on data, decrease the time-to-market,

and elevate customer satisfaction by performing personalization [49].

Consumer Goods and Retail: Procter and Gamble (P&G) are the companies that have adopted
Al in the development of products and marketing tactics in consumer goods. Investigating the
trends in the market, the feedback of customers, and social media response, P&G determines the
emerging needs of the consumers and focuses on the features of their products as priorities [50].
Simulations, which are driven by Al, enable teams to experiment on packaging, pricing and
promotional plans prior to the release, minimizing the risks and maximizing market fit. On the
same note, retailers such as Walmart apply Al in demand predictions and inventory management

so that products are at the right place and at the right time [51].

Financial Services: In the financial business, Al also assists product teams to design and
implement digital banking products. Predictive analytics based on Al is being used by banks such
as JP Morgan chase to predict customer needs and recommend new financial services. Such
insights will enable product managers to customize offerings, enhance user experience, and make
them more engaging as well as reduce risk. Al is also useful in project management in terms of
ensuring the optimization of timelines and allocation of resources to the use of product

development initiatives [52].

Lessons Learned and Best Practices: These examples have some important lessons to offer

across industries. First, the effective implementation of Al will need quality and in-depth data.

100 |Page Aslam. 2024



Global Journal of Multidisciplinary Sciences and Arts

ISSN: 3078-2724 Volume 1: Issue 2

Second, Al will work best as a supplement of human sources instead of a clear-cut solution. Third,
initial testing and continuous deployment are used to assist companies in refining Al tools and
realizing quantifiable value [53]. Last but not least, product management, data science, and
engineering teams need to work together cross-functionally, in order to maximize the impact of
Al. These case studies depict that Al is not a hypothetical ideal but a strategic innovation facilitator
which is practical. Through Al, businesses in any industry can automate operations, improve the
quality of products, and offer services that customers want most, which in the end will lead to the

success of businesses and customer satisfaction [54].
Future Directions and Research Opportunities

With the further development of Artificial Intelligence (Al), its application in the product
management process is likely to become more extensive and may provide additional innovation,
efficiency, and strategic decision-making opportunities. The future trends in Al application are the
improvement of prediction abilities, adopting higher automation, and improving the experience of

more personalized and intelligent products [55].

High level Predictive Analytics and Decision Support: The capacities of Al to predict trends in
the market, customer behaviors, and product performance will keep on improving with the
development of machine learning and big data analytics. The next generation of Al tools will be
more advanced in terms of predictive modeling, and it is possible that product managers will have
a greater degree of confidence when making strategic decisions, predicting disruptions in the
market, and allocating resources efficiently [56]. The continuation efforts of the combination of
several Al procedures, including reinforcement learning and deep learning, could lead to systems
that are able to model actual complex market conditions, and give practical suggestions as to how
a product can be managed [57].

Customer-Centric Products and Hyper-Personalization: The future of Al in product
management is that it can produce hyper-personalized products and services. Through the
examination of granular customer data, Al can acquire the likes of each customer, predict

unfulfilled needs, and dynamically change the product parameters. This will enable organizations
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to develop products that are very congruent to the expectations of their users that will generate
more levels of engagement, satisfaction, and loyalty [58]. Ethical personalization, privacy- saving
Al, and real-time adaptive system research would be highly vital in facilitating these applications

in a responsible manner.

Integration and new technologies: The integration of new technologies and the enterprise is
expected to occur over time to ensure that management reflects the organization’s objectives and
maintains control over the business. The integration of new technologies and the enterprise is
anticipated to take time to ensure that the management is reflective of the objectives of the
organization and is in control of the business [59]. Artificial intelligence (Al) will become more
aligned with other rising technologies, including the Internet of Things (IoT), augmented reality
(AR), and block chain to improve the level of product management. As an example, the 10T can
be used to offer real-time information about product usage, whereas AR can be used to facilitate
interactive prototyping and testing. The block chain can be used to guarantee data transparency
and integrity in the decision-making process of Al. The future research will be on the effectiveness
of these built-in systems in streamlining the entire product lifecycle, including ideation and post-

launch monitoring [60].

Independent Product Management Systems: The other way to go is creating semi-autonomous
or complete autonomous product management systems. These systems would be able to automate
decisions on routine decisions, track the progress of projects, re-align schedules, and even suggest
modifications in features to feature-based changes by constant analysis of the market. Although
human supervision will be necessary, autonomous Al tools will have an enormous positive impact
on the manual workload, which will make markets operating in fast-paced environments more

responsive [61].

Research Opportunities: Some of the areas of research that have not been sufficiently explored
are Al ethics in products, mitigation of bias in predictive models and human-Al collaboration
frameworks. The exploration of the ways in which Al can be used to enhance strategic innovation
without undermining the ethical and social norms is going to be essential to the sustainable use

[62]. The prospects of Al in product management have a high level of growth, and the prospects
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are to improve decision-making, personalization, and automation. Companies investing in
research, implementing new technologies, and engaging in responsible Al behaviors will be in a

good place to use them to their advantage in the long run to succeed in the market [63].
Conclusion

Artificial Intelligence (Al) has become a disruptive technology in all the fields, and its influence
on product management is extensive and far reaching. As discussed in this review, Al is a complex
phenomenon that has impacted the product lifecycle, including the ideation and market research
stages, development, project management, and strategic decision-making. There are many benefits
associated with the process of integrating Al into product management processes, namely better
accuracy in decision-making, faster time-to-market, better customer satisfaction, and efficiency of
the work. Nonetheless, like any disruptive technology, introducing Al into the company also has
its problems and constraints that the organization should maneuver around to ensure its potential

is achieved.

Among the strongest findings of this review is the fact that Al is a complete boost to the process
of making decisions within the product management. Historically, product managers used to make
the most important decisions based on experience, intuition, and small datasets. These approaches
are still useful, but nowadays they are not enough to cope with the markets that are fast-paced and
data-driven. Machine learning models and predictive analytics are Al algorithms that enable
managers to analyze a great deal of data, trend data, predict demand, and predict market changes.
Such data-driven strategy makes things much less uncertainty-inducing and makes decision-
making more informed which is much more aligned with customer needs and business goals. In
addition, Al allows managers to keep tracking the performance of products after their launch to
understand the real picture in real-time, which contributes to the improvement of products through

repeated introduction and prioritization of features.

Besides decision making, Al has changed the product development and design. Al-powered tools
enable teams to develop products that will appeal to their target audiences more effectively by

preventing them from relying on their intuitions in prototyping, designing the user experience, and
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selecting features. Repetitive tasks like testing, reporting and resource allocation are automated
and product managers and development teams can concentrate on more valuable strategic and
creative work. Predictive planning could also be done with the help of Al and assist the teams in
anticipating possible risk or bottlenecks and minimizing the delays and providing the successful
project implementation. When combined, these capabilities could accelerate the product lifecycle,

reduce time-to-market, and raise the probability of the product success.

Another area that Al has had an implication is in project management. With the help of Al-powered
platforms, teams can be more efficient and effective, as Al helps to optimize tasks, distribute
resources, and evaluate risks. Predictive analytics are capable of detecting possible risks in a
project e.g. overruns or deadline slippage which can be addressed in advance. Collaboration Al-
based tools promote effective communication in the cross-functional teams, automatic tracking of
the progress, and report creation to the stakeholders. Such aspects make project management more
of a proactive rather than a reactive approach characterized by data and eventually improve the

productivity of a team and the final product.

These benefits notwithstanding, there are challenges that are associated with the implementation
of Al in product management. Data quality concerns are one of the challenges that organizations
need to deal with because misaligned, missing, or biased information may undermine Al insights.
Such ethical issues as algorithmic bias and privacy of customers should be considered carefully to
make Al use responsible and fair. The process of integrating with the existing tools and workflows
may be complicated and requires significant investments in infrastructure, talent, and change
management. Also, employee resistance caused by the fear of automation or the lack of knowledge
about Al will have to be addressed with the help of effective communication, education, and the
introduction of Al in phases. These issues are important to overcome in order to attain sustainable,

long-term successes in product management with the help of Al.

The case studies of the industry reviewed reveal the practical advantages of the adoption of Al.
Technology companies, retail, consumer goods, and financial service companies have used Al to
improve market research, product development optimization and strategic decision-making. This,

along with other examples, highlights the fact that Al can not only be valuable in operational
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efficiency, but also in helping organizations to be innovative, adaptable to changes in the market,
and provide customers with better experiences. The takeaways of these applications include the
need to have quality data, multi-functional cooperation, human supervision, and iterative

deployment to optimize the benefits of Al.

In the future, Al in product management is set to be highly developed. The latest technologies
including the new level of predictive analytics, hyper-personalization, integration of 10T and semi-
autonomous product management systems will continue to transform the sphere. The future of
research in Al is in the field of ethical application, reduction of bias, human-Al cooperation, and
self-governing decision-making frameworks. The companies that venture into researching and
embracing these innovations responsibly will have a strategic edge and produce a product that is

efficient, innovative and relevant in the changing market and societal demands.

To sum up, Al can be seen as a revolution in product management, which can help to make
decisions, innovate, be more efficient and make customers happier. It reinvigorates the old
processes and gives the managers the ability to manoeuvre in complexity, predict future market
trends as well as react dynamically to arising issues and problems. Nevertheless, to achieve the
maximum potential of Al, one should pay special attention to the integrity of the data, ethical
principles, labor organization, and systems integration. Under the constant development of Al
technologies, the overlap between human experience and machine intelligence will be the
determination of the following stage of product management the one with smarter strategies,
quicker development, and more innovative and customer-focused products. Those organizations
that perceive Al in a planned and thoughtful way will not only enhance their performance in terms
of operations, but also achieve sustainable growth and success in the market, becoming leaders of

the Al-based business environment.
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