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Brief introduction 
on genAI



GenAI in business

• Shadow GPT widespread 

• 71% know about generative AIs

• 44% use in personal and pro settings.

• 68% of users have no approval from their 

supervisor.

• 50% of U.S. companies say they are updating 

their internal policies
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GenAI in Belgium

• Field research ongoing by IntoTheMinds

• Ca. 25 types of use cases detected

• Mostly experiments 

• Poor knowledge of tools and possibilities 

(beyond ChatGPT)

• Firms have a lot of difficulties identifying the 

added-value use cases

• 99% of firms have no plans to use genAI in 

their business activities

• Most companies think they are safe → VERY 

WRONG
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GAI, LLM and GAN

• Generative AI (GAI) : early 2000’s

• Generative Adversarial Network (GAN) : 

2014

• Large Language Models (LLM) > 2015
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GAI, LLM and GAN

• GAN are designed to hallucinate (but not 

only → ViTon-GAN’s)

• Useful for retailers to get new product ideas 

→ see experiment Louis Vuitton on my blog
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GAI, LLM and GAN

• ChatGPT = most famous interface to a LLM

• Plugins released in May ’23 → very new and 

still in discovery phase (don’t jump to 

conclusions !)

• Plugins can interface GPT4.0 (newest model) 

with specific fresh data

• I think some plugins show disruptive pattern 

(most plugins have low added value)
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Use Case 1
Content creation



Content creation

• Probably the most widespread use case

• 50% of use cases observed in Belgium are 

about blog article creation

• The internet is about to become a giant 

junkyard 

• Beware of impact on SEO 

• 100% AI generated content is very 
uninteresting

• Ranking penalties do apply

• Content is also highly repetitive → beware

of duplicate content
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GAI, LLM and GAN

• LLM’s designed to predict the next word

• Problem: content can be very similar (see 

my empirical results : up to 72% similarity)

• LLM’s can hallucinate but not designed to

• Caution : autoregressive LLM’s may be 

doomed (Y. LeCun talk, 25 May ‘23, 

Northwestern University) → errors increase 

exponentially

• How particular LLM’s work largely unknown 

→ explainability issue common to all DL

models
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Use Case 2
Product 

Information 
Management



Product Information Management

• GenAI = huge opportunity to improve 

product description

• Most product description on e-shops are 

poor at best

• ChatGPT can be used to generate compelling 

product descriptions

• ChatGPT plugins can be leveraged to create 

product description from :

• Technical information (composition)

• Picture of the product

• Huge opportunity for second-hand websites
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LLM’s can produce descriptions
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BEFORE AFTER



LLM’s can produce descriptions

• https://chat.openai.com/share/e70e9eae-57d6-4ac4-8c6f-521b3d3cdf78 17

Use Case 2

https://chat.openai.com/share/e70e9eae-57d6-4ac4-8c6f-521b3d3cdf78


Product Information Management

• UGC content on second-hand websites 

usually very poor

• GenAI can be built in to improve product 

descriptions

• More attractive for prospective buyers

• Better for SEO
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Product description based on a picture

• ChatGPT coupled with plugins 

SceneXplain + WebPilot

• Image analysis + prompt to produce 

description
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Link to ChatGPT prompt : https://chat.openai.com/share/fe50d0ad-7803-40a8-a4f0-0945c632fa16 

https://chat.openai.com/share/fe50d0ad-7803-40a8-a4f0-0945c632fa16


Use Case 3
Recommendations



Online recommendations

• Very efficient tool to increase online sales

• ML models (e.g. collaborative filtering) 

• May contain business rules

• Expensive IT infrastructure + skills

• Famous reco engines : Amazon, Netflix, 

Spotify, …
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LLM’s can produce recommendations
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Demo
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LLM’s can produce recommendations
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Use Case 4
Chatbot



Chatbot for recipes

• Recipes are a good solution to 

• lack of ideas

• Increase sales (cross-selling)

But

• Overconsumption (personal inventory not 

taken into account, no portioning → Hello 

Fresh )

• Not personalized (retailer decides for me)

Convenient but lack of control
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Recipes : a complex market

Different stages:

• No recipes

• In-retailer-app (Colruyt, Delhaize, …)

• out-of-retailer-app (Jow)

Alternative models : Hello Fresh
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Jow

28

Use Case 4



Jow
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Jow Use Case 4

So clever !
Jow owns the 
relationship and 
the data (retailer 
bypassed)



Recipes x Generative AI

• Consumer back in control

• Variations possible (less of this, more of 

that, “I already have …”)

• Carrefour’s bot Hopla is the first attempt on 

the market
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Demo time
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Use Case 5
Augmented e-

commerce 
experience



Augmented E-commerce Experiences

• GAN’s are used to hallucinate

• VIRTON-GAN’s have interesting specificities 

for fashion e-commerce

• Product is not modified by the GAN, yet can 

be adapted to different types of contexts.

• E-shopping experience is more personalized  
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https://www.laredoute.fr/styling-experience.aspx 

https://www.laredoute.fr/styling-experience.aspx


Use Case 6
Deepfakes and 

avatars
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Avartars x deepfakes

• Avatars created to sell online goods

• 24/7 in China

• Low production costs : ca. 1000€

• A few minutes of sample video from a 

human influencer is collected.

• Scripts generated by LLM’s

• Companies like Silicon Intelligence and 

Xiaoice use this video to train AI models
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Final thoughts and 
conclusions



Conclusions and final thoughts

• Barriers to entry low (chatGPT) but still too 

high for most users

• You will be impacted: you should worry 

NOW!

• Focus on finding the right use cases and 

start experimenting NOW

• Brainstorm about the impact of GenAI on 

customer satisfaction and loyalty. How can 

you measure it?
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Contact us

Address

IntoTheMinds

Rue des Pères Blancs 4

1040 Brussels

Phone & Fax

Phone: +32 2 347 45 86

info@intotheminds.com

Social Media

Facebook.com/IntoTheMinds

Twitter.com/IntoTheMinds

Youtube.com/IntoTheMinds
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