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Raise your hand if you’ve EVER used ChatGPT



Raise your hand if you’ve EVER used ChatGPT

Keep it raised if you’ve used it last month



Raise your hand if you’ve EVER used ChatGPT

Keep it raised if you’ve used it last month

Keep it raise if you’ve used it last week



Not since the advent of 
the printing press has 
anything stood to 
revolutionize content as 
radically as AI 



AI & generative media can feel 

like a significant threat to how 

we do things

Job 
Loss

Misinformation

Legal

Compliance

Brand
Safety

Fear of radical change is 

deeply human



Interactive

So, what is hindering marketers
from adopting AI?



What are the top 

reasons hindering AI 

adoption

Source: AI interactive report with Ad Age



Source: AI interactive report 
with Ad AgeMarketing and Advertising

Technology

Consulting

Teaching

Accounting

Healthcare

Share of respondents 0% 10% 20% 30% 40%

37%

35%

30%

19%

16%

15%

STATISTA 2023

AI adoption by 

industry



What about Mr Lube?



Marketers understand generative AI can be a game 
changer…

41%
35% 37%

28%
36% 32%

24% 24% 19%

31%

22% 20%

25%
16%

16%
20% 18%

18%

72%

57% 57%
52% 52%

48%
45% 43%

37%

Brand awareness Revenue from digital
properties

Customer acquisition
cost

Total revenue Net Promoter Score
(NPS)

Profit margins Revenue from
physical stores

Retention Customer lifetime
value (CLV)

Somewhat improve Significantly improve

Base: 258 Director+, responsible for their organization's marketing strategy and/or digital experience strategy
Source: A commissioned study conducted by Forrester Consulting on behalf of DAC, September 2023

Please indicate how you expect your organization's performance to change in the following metrics for this fiscal year compared to last. (Select one per 

row.) 



…but they also 
have legitimate 
concern about 
how it will change 
their work and 
world. 

Fear Of 
Becoming 
Obsolete 

Fear Of 
Missing 
Out

Results in tunnel vision 
caused by “topic” obsession 



Align for transformational 
benefits by taking a deliberate 

strategy for generative AI adoption.



Prioritize key areas for skills development

Base: 258 Director+, responsible for their organization's marketing strategy and/or digital experience strategy
Source: A commissioned study conducted by Forrester Consulting on behalf of DAC, September 2023

Facing more questions than answers, marketers must start by ensuring a safe environment for experimentation.

28%

26%

30%

31%

28%

32%

34%

36%

41%

38%

35%

41%

43%

40%

40%

47%

47%

12%

18%

15%

16%

23%

19%

20%

21%

17%

22%

26%

23%

23%

29%

32%

30%

32%

40%

43%

45%

47%

50%

51%

54%

56%

58%

60%

61%

64%

67%

69%

72%

76%

79%

Maps/local listings

Local pages

Radio

Nonbranded search engine marketing…

Local SEO

Programmatic advertising

Reviews

Direct mail

Connected TV (CTV)

SEO

Display advertising

Linear TV

Digital out-of-home advertising

Print

Social media

Branded search engine marketing (SEM)

Video

Significant impact Transformative impact

How much will generative AI at the 

current marketwide level of 

technology impact each of the 

following channels over the next 

two years? (Select one per row.)



Harness genAI for more than just automation

Base: 258 Director+, responsible for their organization's marketing strategy and/or digital experience strategy
Source: A commissioned study conducted by Forrester Consulting on behalf of DAC, September 2023

Generative AI can/should be a powerful tool for insights generation

Which current use cases does your 

organization's marketing team need 

the most help with when it comes to 

using generative AI to be more 

efficient? (Select up to the top three.)

34%

52%

55%

62%

69%

Language translation

Social and measurement data summarization

SEO workflow automation

Creative production automation

Research analysis summarization and classification



Establish your generative AI guardrails

Base: 258 Director+, responsible for their organization's marketing strategy and/or digital experience strategy
Source: A commissioned study conducted by Forrester Consulting on behalf of DAC, September 2023

Marketers told us they need support for brand safety and data security

Which of the following actions is your organization taking in regard to generative 

AI? (Select all that apply per category.)

63%

68%

82%

Empower employee supervision to limit

brand liability (i.e., tap human creativity to

prevent inaccuracy)

Elevate organizational understanding of

generative AI.

Clarify the implications and consequences

of using generative AI tools in the

workplace by providing training and

resources on responsible use, risk, ethics,

and bias

What aspects of using generative AI for marketing does your organization need the 

most help with? (Select up to top three.)

28%

36%

39%

40%

45%

48%

50%

Distributing generative AI capabilities

Keeping on top of emerging generative
AI use cases

Testing different generative AI solutions
for current use cases

Improving the quality/accuracy of AI-
generated creative content and…

Improving data security

Ensuring brand safety/compliance

Developing of skills/expertise to
leverage generative AI



What excites you most about AI in the next 12mo?



DAC’s Brand Safe AI Solution



The brand integrity challenge



Our Challenge: could we create 

something that was:

1. Easy to use

2. Reduces implementation time

3. Reduces accuracy and brand 

safety concerns

4. Keep the costs relatively low

Source: AI interactive report with Ad Age



Guardrail, DAC’s purpose-

built generative AI interface

An advanced AI platform and a 
specialized layer that works in 
conjunction with industry-
leading AI services like OpenAI
to offer you a secure and aligned
operational environment.





=+Knowledge Behaviours Profile

Key Guardrail Components

2 31



Key Guardrail 

Components

1. Knowledge Base



Key Guardrail 

Components

2. Behaviours



An example with 
Mr Lube



Knowledge: Collect all 

relevant Brand 

Documentation

• Brand Guide

• Customer Response Manage

• About Us

• Team Training

• Product Information

• etc



Behaviours: Instruct the 
AI how to Respond
Appropriate for the Brand

Instruct the AI how to 
Respond Appropriate for the 
Brand



Customized Guardrail in action



Creating a Blog Article



Edit/Tweak the Blog Article



Blog Article #2



EV Tires



#1 Create a Facebook Post, #2 – 3 options



Create an Email Newsletter



Interactive

Do you think that a tool like that
could be useful for you?



Scan to access all our written, audio and 

video content on the latest 

developments in AI for marketing

Q&A
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