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How Al can
lead to greater
productivity




‘ Our Al journey started 18 months ago

-

Efficiency Capability Creativity Experience
Speed up repeatable Extend existing capabilities Expand your thinking — Enhancing the customer
tasks. Offload manual or raises skills. Fast frack ideas generation and experience through new
research & processing knowledge fransfer with feedbackin all creative generative Al tools

work to the tools. consistent methods processes

Fuelling a high-performance culture

Happier customers, better products, limitless people and increased profitability




There are 3 key barriers

Mindset Skillset Toolset

Understanding Al, | Need to learn new Managing access for
fear of Al, dismissal of prompting skills, new everyone, ease of
Al and general tools, processes and use, client privacy &

resistance to change ways of working security




Change needed top-down
and bottom-up approaches
to adapt mindsets &
behaviours.



Top down: Strategies to embed Al in our culture

New Focus New Teams New Capabilities New Platforms




Bottom up, empowered and engaged people

Business wide Share combined Identify pilot Democratise the
engagement knowledge projects technology

Champions Eg Regular meetups Swarm on live “ Trained Al tool builders

; o opportunities 1 o ,
Hackathons Shared repositories A Specialist driven

Test & learn




It’ '
s easy fo drown in the amount of opportunity
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We ran hackathons to
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‘ How to get people started
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Teams struggle to know
where to start.

It's easy to get lost in all
the potential uses.

Spending fime with the
teams to map their
workflows and identify
use cases




We prioritised use cases

+ 4
BIG O vo
BETS BRAINER
Defining value
« R ted
evenue generate E 0 e
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 # People impacted e e
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DON'T QUICK
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We then created EM Sidekick, our proprietary Al Tool

To provide frictionless Al
to every discipline &
function.




Introducing EM Sidekick

=

Al Tool
Templates

Image
Generation

Code
Generation

Embedded
Knowledge

Memories and
Personalisation
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Scaling up

Keeping Up Train, Train, Train Delegating

Al technology is Training is therefore Empowering more
evolving at a almost continual as new people around the

phenomenal rate —it's Al capabilities are business to become Al
hard to keep ahead infroduced tool builders




Managing the challenges of adoption

« Al opinions are polarised
and people revert to
what they know

« Only 20% people use
the tool

« Butsome 12 times a day

« Constant engagement
is needed - Hackathons,
training sessions and
coaching

@




Becoming a global phenomenon

4,931 .«

Registered Users

\
880 O
new users/month -

J

. J

é )
5 3 Countries @

. J

EM Sidekick usage statistics Q1 2024

45,015

Images Created

\

\
18% ©
Daily Active Users ‘o
J
)
17,786,066
Al Generated Words
J




What's nexte



Maintaining a

roadmap/backlog for track

[gle
rollout and fechnology progress

Backlog (EPICS)

Multi-Client Implementation and

Backlog (S/M)
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We'll continue to add features
that serve our people...

Advanced Data Analysis
End-to-end Workflows

Knowledge Management

The future of our business

Training & development
provided for all disciplines and
functions

Hackathons
Communities
Training resources

We'll use Al to capture all our
processes, methods & best
practices

Al training bots
Work companion bots
Specialist knowledge bots




Al is already leading to greater productivity

MIT Sloan BCG Nielson Norman Group

40% performance 40% performance 59% more docs per
Increase INncrease hour

National Bureau of Economic Research Videogame Al Art Cirisis in China

14-34% increase in 40% increase in productivity -
productivity /0% decline in jobs
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Al as a driver for growth

From concepting to creating - how big brands can use Gen Al

Ilva Johan
Chief Strategy Officer, Bernadette at VCCP

Liberty Covill
Junior Planner, faith at VCCP

#IPABusinessGrowth



THE Al CREATIVE AGENCY










Our methodology

REVISE / REVISIT HYPOTHESIS, CREATE NEW HYPOTHESIS

Hypothesis Experiment Conclusion Implementation

Test hypothesis on REAL briefs and run in Prove / disprove hypothesis and share Implement learnings into

Pose a radical hypothesis that explores
learnings and conclusions with wider wider business

the creative and business opportunities parallel to existing process (with client
and limits of Al consent) business




CONCEPTING

12 months on




Today

3 learnings
to move from concepting
into creating usable brand
assets

3 considerations
for going from creating to
scaling

CREATING

SCALING



Problem: Al doesn’t know
your brand




Branded

Branded Branded Image T Branded
Copy Model Model Voice Model
Py Model
CHATBOTS WITH PERSONALISED STORIES

02 BRANDED COPY CHECKER Style/Character

PERSONALITY AND SONGS










So we had to create Custom Branded Image Models

S IS

Training data Model Training Output




We need to control the chaos in
the outputs




Consistency of output needs better input
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Human Asset A

ssessment




The tools are not user-
friendly
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02 Generative Al tools

Bubl Generator

Ever wished you could create your own images of Bubl? Want to see
Bubl in a cinema munching popcorn or taking a stroll down a beach?
Well, now you can thanks to Generative Al.

Generate images

Copy Checker

Supercharge your writing process with Copy Checker. Simply add your
copy to get instant feedback and helpful suggestions in line with our
latest tone of voice guidelines.

Check copy




Today

3 learnings 3 considerations
to move from concepting for going from creating to
into creating usable brand scaling
assets

CONCEPTING




The importance of strategy




Start with the why

SOLUTION

PROBLEM




Start with the why

PROBLEM

SOLUTION




Legal & regulatory concerns



Data Protection and Privacy




Costs + measurement/ROI



What is the ROI?

Net benefits

100%
2

Total cost of investment




What is the ROI?

Platform Revenue Increased quality
Model Cost reduction Ability to scale
Operational costs Attributable to Innovation and time
(annual license, subscription, platform (faster time to creative, higher output to market
maintenance updates, training, IT volume, faster production time, lower

support etc.) waste due to rework etc.)




Virgin Media 02 T
1 53,995 followers
3d
Heading to ®™® for Euro 2024?

Don't forget that 02 (Telefénica UK) is the only major UK network provider not to
burn customers with EU roaming charges =

#RoamOn

OO 111 -5 Comments



Al as a driver for growth

Al commerce - how consumers shop and how brands can
perform in this space

Marcos Angelides
Managing Director, Spark Foundry

#IPABusinessGrowth



The growth of Al personas

FFFFFFF



The rise and rise of virtual influencers

Lil Miquela



Now It's time for human Al-ification

CarynAl

Earns $76k/week

FoOUMNDRY



(_;

Billie

Hey! I'm Billie, your older sist
and confidame. Got a proble
I've got your back

What can | help you with today?

My best friend has been a bit weird
and distant lately and won't tell me
why. Thoughts?

FOUNDRY




Leading to virtual content that never sleeps
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Everybody has access to a personal stylist

@ ChatGPT

| like this top but don’t know what to wear it with, create a wardrobe for me




“Write a weekly food
plan and recipe guide
for a family of 4. One is
veggie, and one hates

broccoli. Max £145.”

FoOUMNDRY



Great marketing is the way to win AI-SEO

@ “what lipstick should | buy?”

A

SEO rankings

~

Decisions will be based on...

/ Social media buzz \

-

PR coverage

FoOUMNDRY



4 )

ldentify

Influencers who are
experimenting with Al

Opportunities

4 A

Audit

Assess where you
currently sit in Al results

-

o

J

-

J

\_

Test

Get interactive with
customer segments

SP4ARK

FOUNDRY



Al as a driver for growth

Making the most out of your workforce with Al

Daniel Hulme
CEO, Satalia and Chief Al Officer, WPP

#IPABusinessGrowth






Automation

)

ACTION

INSIGHT

DATA

Py

11 1 1 Il ]

Prescriptive analytics
e Optimisation
e Decision-science

Predictive analytics
e Data-science
e Machine learning

Descriptive analytics
e Contextualisation
e Data visualisation

Data Engineering
e Infrastructure
e Data assimilation




Artificial Intelligence

ntell /\ Prescriptive analytics
Nntelligence imisati
g ACTION e Optimisation

e Decision-science

Goal-directed A e sy
Adapt|ve \/ INSIGHT e Machine learning

: ADAPT escriptive analytics
Behaviour \ / A o emoation
e Data visualisation

DATA

Sternberg & Salter

Data Engineering
e Infrastructure
e Data assimilation

AN
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The 6 Applications of Al

1. Task automation.
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The 6 Applications of Al

1. Task automation.
o Macros, RPA, chatbots, object recognition

2. Content generation.
o Images, video, text, music

0 T T S (T Y




The 6 Applications of Al

1. Task automation.
o Macros, RPA, chatbots, object recognition

2. Content generation.
o Images, video, text, music

3. Human representation.
o Deepfakes, voice, personas
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The 6 Applications of Al

Number of people who drowned by falling into a pool

1. Task automation. correlates with
o Macros, RPA, chatbots, object recognition Films Nicolas Cage appeared in
. hEEE L] 2l o LI o fa L] 2ok st U Au SR
2. Content generation. 0 ol 6%y
o Images, video, text, music 2
T:I il it A e F:
3. Human representation. 2 :
. o hlmeicg e
o Deepfakes, voice, personas J
4. InSight eXtraCtiOn. i 1932 220 LS 2 ELLIES s 220G I iy ;I ] .
o  Machine learning, data-science, analytics * Nicholas Cag= =+ Swimming poal drownings
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The 6 Applications of Al

1. Task automation.
o Macros, RPA, chatbots, object recognition

2. Content generation.
o Images, video, text, music

3. Human representation.
o Deepfakes, voice, personas

4. Insight extraction.
o Machine learning, data-science, analytics

5. Decision making.
o  Optimisation, decision trees, expert systems
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The 6 Applications of Al

1. Task automation.
o Macros, RPA, chatbots, object recognition

2. Content generation.
o Images, video, text, music

3. Human representation.
o Deepfakes, voice, personas

4. Insight extraction.
o Machine learning, data-science, analytics

5. Decision making.
o  Optimisation, decision trees, expert systems

6. Human augmentation.
o Exoskeletons, avatars, cybernetics

T T (T O




Surface the key challenges and interventions

1. Task automation.
o Macros, RPA, chatbots, object recognition

2. Content generation.
o Images, video, text, music

3. Human representation.
o Deepfakes, voice, personas

4. Insight extraction.
o Machine learning, data-science, analytics

5. Decision making.
o  Optimisation, decision trees, expert systems

o

Human augmentation.
o Exoskeletons, avatars, cybernetics

RER R Aol A0 o o it fR e AR AR AR IR IR IZIR R RARIBI BTN

Security
Authentication
Accessibility
Anonymity/Privacy

Safety
Transparency
Explainability
Auditability

Governance
Accountability/Responsibility
Change management
Decision-making

Ethics

Intent

Objectives
Consequences/Risks




Digitization

PHYSICAL DIGITAL

Three maturity levels:

e Digital Transformation
e Digital Twins
e Digital Cognition

Three types of Twin

e Operations
e Workforce
e Processes
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PESTLE of Singularities

Political.
Environmental.
Social.
Technological.
Legal.

Economic.
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PESTLE of Singularities

Political. we no longer know what is true
Environmental.

Social.

Technological.

Legal.

Economic.
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PESTLE of Singularities

Political. we no longer know what is true

Environmental. we have uncontrollable ecological collapse
Social.

Technological.

Legal.

Economic.
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PESTLE of Singularities

Political. we no longer know what is true

Environmental. we have uncontrollable ecological collapse
Social. we cure death

Technological.

Legal.

Economic.
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PESTLE of Singularities

Political. we no longer know what is true

Environmental. we have uncontrollable ecological collapse
Social. we cure death

Technological. we create a Superintelligence

Legal.

Economic.
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PESTLE of Singularities

Political. we no longer know what is true

Environmental. we have uncontrollable ecological collapse
Social. we cure death

Technological. we create a Superintelligence

Legal. surveillance becomes ubiquitous

Economic.
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PESTLE of Singularities

Political. we no longer know what is true

Environmental. we have uncontrollable ecological collapse
Social. we cure death

Technological. we create a Superintelligence

Legal. surveillance becomes ubiquitous

Economic. we automate the majority of human labour
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Purpose and Vision

THE ACQUISITION OF
WEALTH IS NO
LONGER THE DRIVING
FORCE IN OUR LIVES.

WE WORK TO
BETTER OURSELVES
AND THE REST OF

HUMANITY.

- CAPTAIN |EAN-LUC PICARD

Satalia’s Vision

Everyone free to live
beyond themselves

WPP’s Purpose

We use the power of
creativity to build a
better future
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