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1. Unlock the Black Box: 2. Smooth the Journey: 3. Humanize AlI: 4. Embrace ESG:
381QUAZ00D"Y nirnn Touchpoint [Ssasdo (g Al 02851As1:HTOUA ~ Unauadun Eco-design
dav3As1HUIBdouan (Seamless) lasiawn: icdavsnwAulaoany naudavld WgouAunwldosy
(Characteristics) Ndouatilaua Social Commerce Raldruf uazad1wlusola lasusimulilaatiu 10%
(aa Technology Anxiety)




waanssuwagu...
LLAAIIUADVNISAN] JvAVLAU

inAluladinalnSovijo uda U duuvdna ‘Kad’ yavnisaaia

4 = L™ ra ™ ol T p—
Key Takeaway: [uganiGuludow Al, insudsndlan na:lvigeaiide...
- - sl i ~ - 0wl
unmsaaraninviaa IuldaunidinSovijoiivhaa
idAoAunId o “aausdniinAaa” voviusinalddnga



