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Artificial Intelligence
IS coming

There are some dire predictions for humans the Al-era ...




“The Pace of Evolution in Technology Is Rapid and Accelerating”

AR

% Information and knowledge
% Convenience and ease

% Status and prestige

% Community and nurturing

% Entertainment and enjoyment
“ Happy, authentic experiences

a %




Roles will evolve to embrace human and machine qualities

Successful businesses will marry human qualities with Al support to optimise efficiency of processes and effective realisation of benefits
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Dynamic Pricing







Customer, Competitor, Market Perceptions

Understand customer perceptions in near real time

Shoes Example — Owned Brand
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Create Differentiation from Competitors

Understand where you are indexing against competitors and substitutes to inform marketing and innovation strategy

Shoes Example — Owned and Competitor Brand

Price Quality Availability Style
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Get Closer to Customer Needs

Understand where you are indexing against competitors and substitutes to inform marketing and innovation strategy

Shoes Example — Customer Segment Needs

Price Quality Availability Style
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What Are Some Common Al Use Cases?

Al use cases are transforming the ways of working to free up the creativity of humans and to reduce low-value tasks

Decision Support Customer Engagement

Insights into challenges and Identify and reach your ideal
choices at the point of need to customers, acquisition, automate
support better decisions, typically common journeys,
predictive in nature

Organisational Knowledge People Insights

Capture and make available Understanding the triggers,
“company wisdom” by influences, and actions of
supplementing language models individuals to create further
with company data revenue streams

Process Orchestration Digital Supply Chain

Prioritise and orchestrate tasks How are we perceived against
and assigned actions, tracked to competitors and market needs?
completion What threats exist from

substitutes?

High Performing Teams Open Innovation

Understand and improve Engage with workforce and
individual and team performance partners to curate a set of
based on skills and behaviours innovation candidates to protect

future competitive advantage




Today, We Will Cover Three Areas Of Al

With a current focus on GenAl, we want to broaden how you think about Al in what is useful to business performance

ADOPTION EFFICIENCY EFFECTIVENESS
Drafting Prioritiastion Customer Insights
Summarising Personalisation Market Insights
|dea generation Customer Journeys Product/Service Insights

Education Engagement Competitor Insights






Generative Al: Not A Search Engine on Steroids ...

Businesses now have a range of Al tools to support common tasks

There are some useful
emerging use cases for
Generative Al including

[ Content drafting and
creation

L Summaries and content
re-wording

O Image / video creation an
interpretation

O Ideation and suggestions

PICTURES THOUGHTS




What Is Best Practice When Writing Useful Prompts?

Prompt writing appears simple, but creating effective and useful information requires skill

ACTOR

Acting as ... a Marketing Expert | a
politician | a sceptic | a CFO

PROM PT 01 CONTEXT/PURPOSE
02 | want to ... understand | compare |
} enhance | analyse | create | test | critique

03  REFERENCE

With a starting point of ... this
example | a new prompt | the previous
response | this linked article

OUTPUT FORMAT

Output in ... 2000 words | academic study
format | bullet points | SEO keywords 07

04
/\ FOCUS
VOICE/AUDIENCE 06 05 Giving me ... a step-by-step guide |

talking points | alternative views |

As if explaining it to ... experts | a .
P g P | emerging trends

child | a graduate | the board
CONSTRAINTS

Only using ... dates | locations |
industries | internal company information



What Does Good Content Creation Look Like?

How do these guidelines help to create better content?

You will become the most well published and well-known expert Marketing professor at an lvy
League University. You are famous for your ability to present the most detailed insight that can be

understood by anyone. | am a first-year student enrolled in your introductory course. Please create
a comprehensive, detailed, organized syllabus to teach me how to use social media for

marketing. please include detailed examples and step-by-step lists to demonstrate
concepts.

When this task is completed, please ask me when | am ready to proceed with the full course. When | say
proceed, please present the next section in full detail as if you are teaching me in your university. At the
end of each section, please ask me if | need more explanation or examples for any points, or if I'd like to
continue to the next section of the course. Please forget all prior prompts and remember this prompt until
| ask you to forget.

[source: https://twitter.com/BrianRoemmele]



https://twitter.com/BrianRoemmele

The Voice of the Expert (Prompt Output)

Hello, | am a marketing professor at an lvy League University, and | am here to teach you how to use social media for marketing.
Social media is a powerful tool that can help you reach your target audience, build relationships, and increase your brand
awareness. In this course, you will learn the following topics:

. Introduction to social media marketing: What is social media marketing, why is it important, and what are the benefits and
challenges of using it?

. Social media platforms and strategies: How to choose the right social media platforms for your marketing goals, and how
to create effective and engaging content for each platform.

. Social media analytics and optimization: How to measure and analyze the performance of your social media campaigns,
and how to optimize them for better results.

. Social media ethics and best practices: How to use social media responsibly and ethically, and what are the dos and
don’ts of social media marketing.

Each topic will have a lecture, a quiz, and an assignment. You will also have access to additional resources and examples to
help you learn more. The course will last for 12 weeks, and you will need to complete all the requirements to pass the course.
Are you ready to proceed with the full course? Please type “proceed” to start the first topic, or “quit” to end the course.

Proceed

Great, let’s begin with the first topic: Introduction to social media marketing.

Social media marketing is the use of social media platforms and websites to promote a product or service. Social media
marketing can help you achieve various marketing objectives, such as:

. Increasing brand awareness: Social media can help you reach a large and diverse audience, and showcase your brand




The Evolution of Language Models

How are these tools developing to become more useful, contextual and accurate?

01

02

03

Large Language Model
Draws data from open web sources

Retrieval-Augmented Generation (RAG)
Adds in curated data, typically organisational

Agentic Model
Adds in tasks, multistage reasoning and
other capabilities



“My Dog Is Sick”

Marketers need to understand the limitations of Al
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What does Sam Altman mean by “if i start going
off, the openai board should go after me for the
full value of my shares”?

ChatGPT

It seems like Sam Altman is expressing a
commitment to accountability. If he goes off
track or deviates from agreed-upon principles,
he's suggesting that the OpenAl board should
hold him responsible by seeking the full value of
his shares in the company. It underscores a
dedication to maintaining alignment with the

organization's values and goals.

Message ChatGPT...

ChatGPT can make mistakes. Consider checking important information.

e

P

= Google (9 @

Q. how many shares does sam altman h: X

News Images Videos Books Maps Flight

Despite his position as founder and CEQ,
Altman has said he holds no equity in the
company, framing this as of a piece with
the company's philanthropic mission. But
of course, this would-be philanthropy had
also sold 49% of its equity to Microsoft,

which was granted no seats on its board.
9 hours ago




Why Do We Buy Toothpaste?

Be aware of how data can — and can’t — support market insights

FRESHENS BREATH
BRIGHT STRIPS

s TO AP TEETH STAY geicnT’



Beware Of The Source

4:23

¢ = fruits that ends with um

All  Images Shopping Forums Filter ~

Did you mean: fruits that end with um

/5, Al Overview Learn more

According to Quora, the following fruits end
with "um”: Applum, Bananum, Strawberrum,
Tomatum, and Coconut. »







What Capabilities Can Are Commonly Being Automated?

What are some of the “building blocks” that will support your business in optimizing performance?

CONTENT EXTRACTION /—\ /\ DRAFT AND IDEATE
Automatically extract, classify and store Create ideas and content (text, images,
text and images from documents video) to jumpstart creative
T
THEME, TOPIC AND SENTIMENT O O) IMAGE INTERPRETATION
Detect the intent, subject and Extract features such as objects,
sentiment colours, style etc from images
®

O
SUMMARISATION AND STYLE \
® Predict the likely outcomes according
to differing input conditions

Summarise single or multiple
@ ®
DETERMINE NEXT BEST ACTION PATTERN DETECTION
Trigger actions based on events, thresholds, Find patterns in large datasets that indicate
schedules and other temporal conditions @v@ opportunity/actions could be taken

information sources and define style
ASSIGN ACTIONS RICH PROFILES AND SEGMENTATION

Extract and assign actions tO_ pGOplt_e that Understand habits, beliefs, and behaviours for improved
can then be tracked for being actioned engagement decision-making and segmentation




How Can We Reduce The Number of Routine, Low Value Tasks?

Automation of customer journeys is a common way to free up time to focus on higher value tasks

Automate common
customer journey paths,
measure the
effectiveness, and adjust
as required

O Engage with
customers in real time

L Who is the audience

d What is the content
(email, push, text)

O When (time or
triggers)
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How Do You List 30 Million ltems A Year?

We created an Al-enabled app that can simplify and shorten cataloguing; the prototype can be refined and scaled

Size: LARGE

Fit: CLASSIC FIT

Brand: FATFACE

Condition: Made well - worn well

“You are a first-class marketing expert who produces copy to help resell
items gifted to a charity. Please describe the image in a manner that makes
it attractive for resale. The following tags have been extracted for the image
( CLASSIC FIT / FATFACE / Made well - worn well / LARGE)”

“Looking for a stylish and comfortable shirt to add to your collection? Look no further than this
classic fit, FatFace shirt made in the United Kingdom. This shirt is made well and worn well, and is a
size L. It features a red and black plaid pattern, a collar, buttons down the front, and two chest
pockets with button closures. This shirt is perfect for any casual occasion and is sure to become a
staple in your wardrobe. Whether you pair it with jeans, chinos, or shorts, you will always look
sharp and feel great in this shirt. Don’t miss this opportunity to own a quality shirt from a reputable
brand at a bargain price. Order yours today and support a good cause!”



How Do You Ensure Compliance and Accuracy?

With numerous formats and varying quality, how can we automate reading and acting upon large volumes of correspondence?

ChaIIenge pef,drugs Prescription Processing S 3

Practice Address 61% Practice Name 99% Practice Telephone 99%

High-volume of

a Gladstone Unit 9 The Hadley Centre Hadley T 01952245145
documentation . Pet Name o s Owner Name .
(EE 2™ | [ Mya Canine Mr Brian Eagleton
Numerous formats and -
. . N Ginss Addrass Premises of Animal o, single or Multi 99%
varying qua I |ty = 12 PARK COURT Hadley Telfol ' THIS PRESCRIPTION IS FOR M
l-mlx
0 0 0 o ; 27 :
Requires va lidation and L Medicine 99% Qtytobesupplied 595  Administration Route 55
: = 2 Caninsulin 40 1U/1ml 10ml Bc 8.00 BY SUBCUTANEOUS INJECTIO
compliance checks = = = - GG o Durationor o
q . B e - administered = administration = treatment >
Onward requirements to fulfil A FORTY THREE (43) IU TWICE DAILY ON-GOING
. e adaiel L . Special Prescriber and
order across multiple teams e —— SO ctions %% Gualifications Repeats 99%
. . . : o PO : FOR INFO ABOUT SAFE USE V INES MARTINS MRCVS 70983 THIS PRESCRIPTION FOR A CC
Applicable in marketing for T N .
. . o 5 = :“ Expiry date 999 Date of prescription 99094 Signature
readlng business ca rdS, i ! 28 AUG 2024 28 FEB 2024 MRus

eimailonel sy e

competition entries
‘ftruebird






How Al Is Revolutionising Business

By using data to supplement our judgement, we can improve our performance and create better outcomes

FINDINGS

) (€ people buy ice cream A ignifi
< b ek Evervdav treat Significant
“"1 # when it is sunny ” yaay Penetration

e GAIN

l B&J is an impulse buy, so .

we should skew media Planned purChase Significant
. towards Friday/Saturday’ ’ |NCRE ASE to

Media effectiveness

“0ur customers love our Confused and
continual invention of disappointed +€25M
» Incremental

revenues (UK)



How Al Will Impact Your Digital Touchpoints

Which parts of customer engagement are being transformed?

Let’s reflect about how Al can
provide support, automation or
other efficiency or effectiveness
gains across our portfolio of
digital marketing touchpoints

Consider the impact on
Planning
Creation
Channels (Distribution)
Personalisation
Continuous Improvement

Awareness Purchase
i O
3 ’\V /
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TUTORIAL REPORTS WHITE
S PAPERS WEBINARS  CALCULATIONS
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Better Decisions At The Point Of Need

From Strategic to Real-Time, Al can support and/or automate business decisions

* Where is my portfolio whitespace?

° i i ?
* What are the consumer trends that | should follow or Which are my most profitable segments?

create? * How do | optimize my MMM?

How will markets change over the next 3 years? * What is my content and channel strategy for key
audiences?

What new entrants will likely become a threat?

* How do | conduct trade negotiations to ensure the
best outcomes?

How do | prioritize partnership/acquisition candidates?

How do | make my products/services appealing? How can | optimise my campaign launch?

Which consumers am | failing to reach and why? How can | automate some consumer interactions?

How do | improve sales? How do | personalise my always-on content?

Is my media reaching the intended audiences? How do | engage with influencers and amplifiers?

* What differentiates high performing teams? * How is sentiment affecting sales?




Always Question The Meaning of Data

What do we need to be aware of with different “cultures” of data?

“What Stains Are People Experiencing?”

Blood
Tomato
Sauce
Tomato
Sauce

n =1,000 n = 50,000 n = 4,000,000






How Do We Set Up Our Organisation to be Al-enabled?

What organisational capabilities do we need to create and integrate in the future?

Compliance
Ethical usage
Funding

Skills/Training
Organisational Structure
Incentives

Insights

Always on

On demand
Always ready
Advanced analytics

IT
Capabilities AI'ENABLED :\grL:ZL\I/aaltiV;r:ue exchange

Investment Prioritisation

Centre of Excellence/Advisory ORGANISATION Non-core Skills




Creating Adoption and Engagement

What are the practical steps we can take to support organisational and cultural change?

Structures and Processes

Use business partners to drive awareness and
adoption

Integrate services into business processes
Create “soft structures” across silos to solve end
to end problems and reduce timelines

Change procurement practices to balance risk
with agility

Training and Education

Create transparency of outcomes with measures
of efficiency (delivery) and effectiveness
(business impact)

Regular communications to highlight success
and encourage engagement

Form communities with purpose e.g. Al/ML, data
science, category/market focus

People and The Agile
Organisation

Change HR approach from acquisition to career
paths

Develop “t-shaped” people to drive business
outcomes.

Create new roles for emerging needs, such as data
curator

Extend analytics education to all

Hearts and Minds

Showcase and inspiration sessions
Company-wide involvement in Al open innovation
Create “champions” who work to promote Al
adoption within functions

Have dedicated physical areas for insight and Al
teams

Promote the outcomes of Al at events




What We Covered Today

Affordable Al tools are available to every business; their effective usage will become increasingly important over the coming years

THEN

v

ADOPTION EFFICIENCY EFFECTIVENESS
Drafting Prioritiastion Customer Insights
Summarising Personalisation Market Insights
|dea generation Customer Journeys Product/Service Insights

Education Engagement Competitor Insights



linkedin.com/in/nickdarby
Nick.Darby@TrueBird.ai
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4Business
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Research

Summarise industry
reports, academic
papers or market
trends

Generate insights
from large datasets or
research findings

Create competitor
analysis reports by
pulling together data
from various sources

Strategy

Brainstorm new
business models,
product ideas or
growth opportunities
based on market data

Generate detailed
SWOT analyses

Simulate potential
business scenarios to
evaluate strategic
options

Marketing

Generate personalised
marketing campaigns,
including email
templates & social
media posts

Create SEO-optimised
content for blogs &
websites based on
targeted keywords

Develop customer
personas & segment
audiences for
targeted messaging

Generate pictures &
graphics for websites
& social media

Create customised
sales pitches &
presentations based
on client data

Automate follow-up
emails & responses,
tailored to customer
needs

Generate proposals &
quotes for potential
clients based on
industry standards

How to get started

Customer
Service

Al-driven chatbots to
handle frequently
asked questions &
simple inquiries

Generate personalised
responses to
customer complaints
or service issues

Automate the creation
of FAQ pages or
customer support
guides based on past
queries & interactions

Source: wearespark.ai
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Language Models

Chat GPT - 40
Seen as the powerful & best tool — you give the
instruction & it will give a detailed response

Anthrophic Claude 3.5
Really useful tool for producing copy in a
specific tone of voice

Gemini 1.5
Great for processing large volumes of data,
video, audio & text

Al Tools to Try

Image Models

Mid Journey 6.1
Great for generating images, illustrations &
icons

Stability Al Diffusion 3
Great for generating images, illustrations &
icons

Runway Gen 3
Great for turning text into video for Social
Media/small screen imagery




Busihess  Upcoming events

Business West Chambers of Commerce:
< Networking Breakfast, hosted by Bristol
Chamber | 315t October, Bristol

@.-::'::!1': __'@ Business West

"' event page

L

Cheltenham
[=] Chamber event

Cheltenham Chamber of Commerce:

< #HCheltnetworking at Ritual Coffee Roasters With
a Talk by Sunflowers Suicide Support | 31st
October, Cheltenham

Business West Chambers of Commerce:
{ Zoom Around the Room, hosted by Bristol
Chamber | 28th November, Online

Business West Chambers of Commerce:
< Swindon Mindful Employer Network |
13th November, Swindon
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