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T his whitepaper was produced as 
the result of a live presentation 
given by Nicola Hinds, Strategy 

and UX Director at e3, in London, Nov 
2016, to a select group of senior brand 
marketers. It draws on the agency’s recent 
experience of developing a significant 
IBM Watson Artificial Intelligence (AI) 
project with our client Arthritis Research 
UK; as well as on our broader expertise at 
delivering complex digital transformation 
projects for a wide range of clients, often 
with a focus on big data and customer 
experience.
 
The term Artificial Intelligence has been 
around for decades, but the past 12 
months has seen a sea-change. No longer 
residing in the realm of sci-fi, enterprises 
are fast waking to the real impact AI will 
have on their future business modelling. 
In this paper Nicola Hinds lends clarity 
to what that really means and highlights 
some of the positive opportunities that 
intelligent machines can bring to many 
aspects of your business process, product 
design and future culture.  
 

e3 firmly believes that in this age of 
technological revolution we learn fastest 
and best from professional collaboration. 
Our live thought leadership series and 
whitepaper programme enables us to 
share our knowledge, learn from our 
clients and partners and deliver current 
thinking and best practice to market. 
We would like to thank our technology 
partners Sitecore and Rackspace for 
sponsoring this quarter’s Experience 
programme. We hope you find this paper 
valuable for your business and encourage 
you to share your own insights with us 
on this or other leading-edge subjects. 
Please visit our website e3.co.uk to 
engage in our future activity.

Thank you,
 
 

Miranda Glover
Business Director

Foreword
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Artificial Intelligence 
is the science of 
making machines 
do things that would 
require intelligence if 
done by man.”

Marvin Minsky, co-founder of the Massachusetts 
Institute of Technology’s AI group, 1968

“



7

Part 1

2017:  
The Year 
of Artificial 
Intelligence



2017: The Year of Artificial Intelligence2017: The Year of Artificial Intelligence 98

Why Now?

W ell, those operating in the 
arena believe that we’ve 
entered a new cycle – where  

machines not only execute on a human’s 
behalf, but now are beginning to 
challenge some of our higher intellectual 
capabilities. What's more, AI has gone 
‘mainstream’. It’s no longer something 
that is worked on by nerds with big 
brains behind closed doors. Instead 
we’re seeing mainstream applications 
being adopted by the mass market.  
People are interacting everyday with  
AI and realising the benefit.

Artificial Intelligence (AI) is going to be in everyone’s predictions 
for the big digital trends of 2017, but why now? We’ve been getting 
machines to do the work of humans since the industrial revolution, 
indeed machine learning has been around in its current guise since 
the 1940s. Why do many believe that 2017 will be ‘the year of AI’?

Underlying this is a fundamental 
shift in consumer behaviour that has 
been evident throughout 2015/16. As 
consumers we are pushing brands to 
provide us with an experience that goes 
beyond the product, that’s increasingly 
more relevant, more personalised and 
available when we want it. The perception 
of what is valuable has shifted. It’s the 
experience that exists around a product 
or brand that makes it increasingly 
desirable, or at the very least preferable, 
and one of the many ways brands are 
looking to deliver this experience is 
through Artificial Intelligence.

It’s the experience that 
exists around a product 
or brand that makes it 
increasingly desirable.”

“
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What is Artificial 
Intelligence?

T here are literally thousands of 
definitions and views on what 
constitutes AI. One of the most 

widely used and easily understood is 
that of Marvin Minsky, co-founder of the 
Massachusetts Institute of Technology’s 
AI group, who wrote in 1968 that AI is, 
“the science of making machines do 
things that would require intelligence 
if done by man” (or humans if we’re 
updating for 2016).

So, before we get into the nitty gritty of AI and how we believe it 
is changing the world, it’s worthwhile considering what Artificial 
Intelligence actually is.

In order to be considered true AI, it's 
generally agreed it needs to be able to 
display the following characteristics:

1. Learning
2. Reasoning
3. Problem solving
4. Perception
5. Language understanding

None of the modern day examples can 
claim to hit all five attributes – focusing 
instead on a selection to deliver the 
required user experience. Typically, it is 
agreed that there are two categories of 
Artificial Intelligence:

So far we’ve only seen examples of weak-
form AI, although if the experts in the 
field are to be believed, predictions on 
when strong-form AI will start appearing 
are not as far off as we may think. It may 
arrive as soon as 2030. Although not 
nearly as movie-worthy as strong-form 
AI, we are seeing some great examples of 
how weak-form AI is being harnessed by 
brands to deliver that elusive ‘experience’ 
demanded by consumers, a few of which 
are worth exploring in more detail.

Task-based intelligence (weak-
form) – Technology focused on  
a range of tasks to solve specific 
problems i.e. self-driving cars. 
The ability to learn on its own 
is defined by humans and 
requires access to datasets  
and human experts.

Predictions on when 
strong-form AI will start 
appearing are not as far 
off as we may think. It may 
arrive as soon as 2030.

1

2

Human-style intelligence (strong-
form) - Sentient machines with 
human-like consciousness. Think 
Skynet in the film Terminator.

Weak-Form

Strong-Form
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Three commercial 
applications
In the commercial world, we are seeing AI 
being developed in a number of different 
guises. Some of the most exciting current 
examples exist within three overlapping 
areas; the realisation of big data, 
replicating human interactions and 
enhancing humans, as explored further  
in this chapter.

01The 
Realisation  
of Big Data 
Using machine learning to join up the 
dots in data quickly in a way that no 
human would ever have the capacity 
to do.

02Replicating 
Human 
Interactions 
Machines that start to act like humans, 
with regards to visual perception, 
speech recognition and the ability to 
make decisions.

03Enhancing 
Humans
Increasingly we are seeing AI playing 
a part in mapping and understanding 
medical data, to support humans 
in completing tasks previously 
impossible for them.
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01
A great example of how this is being 
developed is by the sports goods 
company, Under Armour. They’ve made 
a decision to refocus their entire future 
business strategy on data – which 
is bold considering their heritage of 
manufacturing sporting apparel. However, 
they believe the only way their brand will 
continue to differentiate the experience it 
offers its users in a crowded market place is 
through the intelligent use of big data.

The company has spent over $700m 
dollars in the last few years acquiring 
a complete set of data relating to 

health, fitness and nutrition through the 
acquisition of such apps as My Fitness 
Pal and Map My Fitness, as well as 
developing their existing UA Record app.

Working with IBM Watson, they hope to 
create the world’s largest set of health/
fitness related data that users can 
employ to compare their daily fitness, 
nutrition and sleep data to thousands of 
other users like them. More than that, it 
can also help you predict how changes 
you make today could impact the ‘you’ 
of the future. For example, what could 
my weight/BMI look like in ten year’s 
time if I increase or change my exercise 
patterns – say adding an extra hour of 
cardio exercise a week – based on the 
data of those ten years older than me  
and their history.

This becomes even more powerful 
combined with the connected sports 
clothing and trainers that UA are set  
to develop to automatically log the data 
of users. 

Under Armour:  
a great exemplar

B ig data is not a new concept by 
any stretch of the imagination – 
but what we’re seeing is AI being 

applied to significant datasets to create 
an experience for end users that is both 
personal and adds significant value to the 
brand experience. 

The Realisation 
of Big Data 

Pushing the boundaries even further, they 
are hoping to integrate elements such 
as weather information from IBM’s tie-in 
with The Weather App. This will enable 
recommendations such as the best time 
for you to go for a run, based on the raft 
of information collated on the best times, 
heart rates etc. from thousands of other 
users exercising in different weather 
conditions.

Putting aside the privacy issues this may 
raise, owning and developing this pool 
of connected data alone ensures UA are 
elevated to a brand that can exploit other 
avenues way beyond those of available to 
a sporting goods manufacturer, but more 
than that delivers the type of experience 
users are beginning to expect from 
forward thinking brands like UA.

UA RECORD STYLEGUIDE

UA RED
PANTONE 1797

C 0%  
M 100%  
Y 100%  
K 0%

 UA RED: PANTONE 1797
Generally used in the 
Heartbeat Logo as well as 
accent color surrounding 
a key product story or 
campaign. 

PROCESS BLACK
Generally used in the 
Heartbeat Logo as well as 
accent color surrounding 
a key product story or 
campaign. 

UA BLACK
PANTONE BLACK C

C 40% 
M 30%  
Y 30%  
K 100%

VERSION 1: UA RED (PANTONE 1797)

VERSION 2: CMYK

VERSION 3: PROCESS BLACK

COLOR USAGE
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02
W e’ve seen products erupt 

into this arena; Skype 
can now translate live 

conversations for you on the fly, Amazon 
Echo and Google Home can connect you 
to seemingly everything through voice 
alone, and Google’s vision API can identify 
and tag almost any image. 

We’ve explored three areas where we’ve 
seen substantial growth in recent months 
that looks set to continue into 2017.

Over the past five years, there has been substantial growth in our 
abilities to create machines that ‘act’ like humans with regards  
to visual perception, speech recognition and the ability for them 
to make decisions, to effectively interact with humans.

One area we’ve seen a dramatic growth 
in is virtual personal assistants. Whether 
your preference is for Apple’s Siri, 
Microsoft’s Cortana, Amazon’s Alexa or 
the recently launched Google Assistant, 
they all work in effectively the same way 
– curating information for you as the user 
based on a growing understanding of 
what they know about you. Clearly some 
are better at collating that back history 
of information and building on it than 
others, and the latest Google Assistant 
has shown considerable development  
in this area.

The dramatic rise  
in virtual assistance

Replicating 
Human 
Interactions

As users, some of us may have very 
fleeting experiences with our Virtual 
Assistants, some more frequent, but on 
a global scale the use is substantial. Siri 
already deals with more than 2 billion 
requests per month, and Gartner predict 
that by the end of 2016 two-thirds of 
consumers in developed markets will  
use a Virtual Assistant daily.

As the Virtual Assistants continue to get 
more sophisticated in how they collate 
information on us, and act upon it, there 
may come a time that, as users, we cease 
to look outside the recommendation 
made for us by our Virtual Assistants, or 
at the very least turn to them first. This 
raises an interesting conundrum for 
brands – how much should they market 
to the end user versus to the Virtual 
Assistant?

Whilst we’re certainly not going to 
witness the demise of ATL advertising in 
the next two years. As Virtual Assistants 
get ever more sophisticated and their 
use more integrated into our everyday 
lives, the percentage of marketing 
budget attributed to ensuring brands are 
appealing to Virtual Assistants is without  
a doubt set to rise. Google Assistant
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The second area in which we have seen 
growth, is with messaging bots. Few 
of us had heard of a messaging bot 18 
months ago but it’s an area that’s seen 
a lot of interest in 2016 and looks set to 
see continued growth into 2017.

As with Virtual Assistants, messaging 
bots can come in a number of forms 
– whether developed as a proprietary 
interface or utilising the ‘opened up’ 
messaging interfaces by Facebook or 
more recently Twitter. They effectively  
do the same thing – allow you to have  
a one to one conversation with a brand’s  
AI engine using natural language  
and filters.

We’ve seen high-volume customer 
service industries like financial services 
embracing them – in the UK RBS 
and Natwest launched their Watson 
powered Luvo chatbot to assist users 
in completing basic admin tasks like 
reordering cards. Swedbank also 
begun using its own text-based virtual 
assistant, Nina, and within just three 
months of being deployed, it was 
averaging over 30,000 conversations per 
month, with a first-contact resolution 
of 78% without the need for human 
interaction.

We’re also seeing brands starting to use 
Facebook Messenger too. To continue 
the financial services theme Amex are 
now using Messenger to notify users 
of activity on their accounts, provide 
information on purchases and also offer 

89% of customers would 
prefer to engage with 
AI-driven assistants 
to speed up finding 
information from 
companies."

Acceleration in  
messaging bots  

wider advice and recommendation based 
on those purchases. For example if 
you purchase airline tickets, Facebook 
may send you a message reflecting 
the purchase of the tickets and then, 
before you leave for your trip, may also 
offer you the option to receive dining 
recommendations at your destination.

More widely, brands such as Hyatt are 
successfully using Messenger for customer 
service, using the option as a way to have 
meaningful conversations with guests in 
a closed, private environment. Hot on 
the heels of Dominos' successful digital 
strategies, food brands too are turning to 
bots in order to secure the ever-elusive 
younger market. For example, you can 
now order a burger with Burger King 
though Facebook messenger, select a 
location for pick up, and even pay.

Fundamentally, users value getting an 
instant response in a closed environment. 
Recent research shows that the 
overwhelming majority of customers (89%) 
would prefer to engage with AI-driven 
assistants to speed up finding information 
from companies (Nuance April 2016). In 
order to do this customers are happy to 
overlook the sometimes clumsy human/bot 
interactions of today’s systems.

With that in mind, we’re currently working 
with Arthritis Research UK and IBM 
Watson here at e3, to deliver their first 
foray into AI in the shape of a messaging 
bot, in order to better serve the needs of 
people with Arthritis seeking information 
on their condition. It’s an exciting challenge 
and one that can make a real difference 
to the experience of users, which is explored 
more in our case study on page 34.

“
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Google have been talking about their 
self-driving car for what feels like the last 
decade and reassure us that it should be a 
reality by 2020.

By using cameras, radar, sensors and a 
vast amount of historic situational data, 
it will effectively navigate all driving 
situations. Programmed to make ‘human 
decisions’ – crash into a car or run over a 
pedestrian, when launched it will be one 
of the most advanced forms of ‘everyday’ 
AI in the world, combining a substantial 
number of the five characteristics 
required to be considered true AI. 

Whilst the fully self-driving car is still 
a few years away, we’re already seeing 
elements of it in everyday car production. 
Assisted driving is already in place 
in many cars in the form of assisted 
breaking or self-parking for example, 
with clearly the most advanced being  
the auto pilot offered by Tesla.

So, for those of you who are a little 
sceptical about whether this will happen  
- we’ve been sitting in self driving planes 
for the last 70 years, so why not cars? 

Combining human attributes  
– the self-driving car

We’ve been sitting in 
self-driving planes 
for the last 70 years, 
so why not cars?" 

“
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03
A great example of this is a 

project that is currently in 
development called i.am.here 

(http://iamhereapp.com) which allows 
patients who have suffered a stroke 
or paralysis and are no longer able to 
speak, to continue to communicate their 
emotions to the outside world, through 
monitoring and cataloguing  
brain functions.

Another great example of how AI is 
being used in the medtech space is that 
of Aipoly (http://aipoly.com). Utilising 
visual recognition helps the blind and 
visually impaired see the world through 
their smartphone, which identifies up to 
three individual elements per second and 
vocalises them for the user.

There are of course considerably more 
ambitious projects being worked on. 
Visionary entrepreneur Elon Musk 

Increasingly we are seeing AI play a part in understanding and 
mapping brain activity – particularly around elements such as 
schizophrenia, or specifically to support patients who may not be  
able to do something that previously they could do as humans.

announced earlier in 2016 that he would 
be working to develop a neural lace 
product, effectively to create a computer 
interface woven into the brain. This 
would allow us as humans symbiotically 
to interact with the digital world. For 
example, when we decide to call someone  
our phone will start dialling.

And this technology may not be that far 
away – Chinese scientists1 announced 
earlier in 2015 that they had developed 
syringe-injectable mesh electronics to 
allow this type of computer interface to 
be seamlessly integrated into the brain. 
Now we just need to work out how to 
programme it.

1 Charles Lieber, Harvard University and the 
National Center for Nanoscience and Technology in 
Beijing, “Syringe-injectable electronics,” June 2015

Enhancing 
Humans
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Are we all going 
to be out of a job?

I f AI is advancing so quickly in regards 
to its intellectual capability, is it likely 
that we’ll all be out of jobs soon? 

Some believe so. In fact economists at 
The Bank of England predicted earlier 
in 2016 that half of UK workers would 
be replaced by robots by 2030. Not just 
manual labourers, but professionals will 
be substantially affected too.

Whilst others argue that this is a bit 
strong, we are already seeing some 
companies experimenting with AI roles  
in prominent positions. 

For example, Deep Knowledge Ventures, a 
venture-capital firm based in Hong Kong, 
recently placed an AI tool on its board. 
The computer program joins the dots in 
data to cast an equal vote on investment 
decisions – removing any of the ‘gut feel’ 
often associated in humans making 
these decisions.

Equally McCann Erickson Japan recently 
announced they were to employ their 
first AI Creative Director, able to review 
all previous campaigns and make 

So, the future looks as if it could be an exciting world, but there 
are also a number of well-vocalised concerns over what a future 
filled with AI means for us as mere humans.  

recommendation for the best creative idea 
to suit the situation. Whilst some would 
argue McCann’s Creative Director was 
simply a PR stunt – it’s an interesting 
approach that we may see more creative 
areas adopting. After all we’re already 
seeing AI generated music, films and 
journalism in full swing.

So are we all going to be out of a job? 
Undoubtedly the mass adoption of 
technology such as messaging bots will 
have some kind of impact on customer 
service roles in the near future, but 
what the examples here show is that the 
limitations of current AI solutions mean 
there will still be a need for us humans. 

For example McCann's AI Creative 
Director is only able to predict based on 
the success what has previously occurred, 
what it currently can’t do is come up with 
a new creative idea. Equally a messaging 
bot may be able to understand anger by 
a user's tone if they’re complaining, what 
they can't effectively do is deal with that 
emotion in the same way as a human. 
That’s currently beyond AI’s capability.

The Bank of England 
predicted earlier in 2016 
that half of UK workers 
would be replaced by 
robots by 2030."

“



30The Future: Towards Singularity

So what are 
the chances of 
Terminator?
Whilst it feels as if we are nowhere near strong-form or human style 
intelligence, if the big brains in the field are to be believed it’s not 
that far away. Elon Musk, Stephen Hawking and Ray Kurzweil (the 
futurist who now works for Google) predict that by the year 2030 
machines will develop consciousness through the application of 
human intelligence. 

T hey have then further predicted 
that AI will exceed human 
intelligence by 2045 and named 

that moment ‘The Singularity’.

What happens at that point is open 
to HUGE debate. Whilst a version of 
Skynet realistically isn’t going to become 
conscious and start sending robots back 
in time to kill us, everybody fundamentally 
agrees there could potentially be a lot of 
good and a lot of bad that comes at this 
point, depending on who holds the power 
of that technology.

Clearly this only provides loose 
guidance to largely western commercial 
applications of AI rather than anything 
being conducted behind closed doors 
or in military bunkers, which is maybe 
where the serious threat lies.

2016

2030

2045

Weak form AI

Machines develop some 
kind of 'consciousness' 
through the application of 
human intelligence

'Singularity' reached - 
machines exceed human 
intelligence

It’s likely to be either the 
best or worst thing ever 
to happen to humanity, 
so there’s huge value in 
getting it right” 

Stephen Hawking

“

In recognition of this, some of the key 
AI ‘superpowers’ have joined forces to 
create a new AI partnership dedicated 
to advancing public understanding of 
the sector, as well as coming up with 
standards for future researchers to 
abide by.

Google, Facebook, Amazon, IBM and 
Microsoft have joined forces as the 
“Partnership on Artificial Intelligence  
to Benefit People and Society”.   
Interestingly both Apple and Elon Musk 
haven’t yet signed up to the partnership, 
although Elon Musk has been vocal about 
wanting an ethical application of AI and 
recognising the need for regulation.
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What should you 
be doing today?

The examples I’ve referenced in this 
document are only the tip of the iceberg. 
Brands are increasingly investing in  
AI to deliver the experiences their  
users demand. 

AI is a massive subject and one that I can’t even begin to do 
justice to in a few short pages, but there are some practical tips 
brands and marketers should take away from this whitepaper, 
even if it feels like AI is a million miles away for your organisation:

In order to drive experience 
brands are increasingly 
investing in AI

Even in the short-term brands need to 
market to appeal to machines rather than 
people, by at least having a robust SEO 
programme in place and thinking about 
functionality which allows for seamless 
integration into ever more sophisticated 
Virtual Assistants.

If you are thinking about AI it’s not 
something that can be achieved with a 
small budget and limited effort. Even the 
corpus of information for subject focused 
messaging bots takes constant updates 
and maintenance to ensure it continues 
to be effective and meet the needs of your 
users. Be prepared to strap in for the 
long-term.

Start thinking about yours now for any 
future development. It’s not something 
you can turn on instantly.

AI is not something that can 
be ignored 

Data is the backbone of any 
AI experience

AI is a long-term investment 

1 2 3 4



34 35Case Study: Arthritis Research UK/IBM Watson Case Study: Arthritis Research UK/IBM Watson

Arthritis Research 
AI and 20:20 
Vision

Z oe Camper, Head of Digital 
talked openly about why they 
believed AI was the right way 

for Arthritis Research UK to progress 
their digital offering and some of the 
challenges she’s faced getting the project 
off the ground, at a recent e3 event.

Arthritis Research’s ‘20:20 Vision’ 
identified the need for a significant 
strategic change – from focusing 
less on the world-class research the 
organisation is renowned for, to 
ensuring people with arthritis and their 
medical needs exist at the heart  
of everything they do.

Having conducted extensive audience 
research through qualitative, quantitative 
and ethnographic means, it was clear 
that the 10 million people in the UK 
currently living with arthritis, more than 

Here at e3 we are very excited to be working in partnership with 
Arthritis Research UK and IBM Watson.

anything else, wanted clear and accurate 
answers to their questions about their 
specific condition - answers that would 
help them to alleviate their pain.

Given the vast corpus of academic 
research Arthritis Research UK has built 
up over 50 years of work, they knew they 
had many of the answers sufferers were 
looking for, but no way of providing that 
information to all 10 million people, 24 
hours a day, 7 days a week. Which is 
where IBM Watson came in.

For the past few months Arthritis Research 
UK has been on an internal journey to 
bring their IBM Watson offer to millions. 
The solution is a chatbot called ‘Arthy’ – an 
AI-powered tool, available through a web 
browser (for now) that will one day answer 
all manner of questions to help people with 
arthritis alleviate their pain.

Questions among the audience showed 
a general interest around the practical 
considerations raised by AI, such as how 
to recruit people with the right skills; how 
to prioritise and understand audience 
needs when building a chatbot; what 
methodologies to use in delivering the 
solution, etc.

Perhaps most pertinent of all however, 
was the articulation from Zoe that 
the practical challenges, while not 
insignificant, are nothing compared to the 
cultural shift it requires to embrace such 
a strategic challenge. In order genuinely 
to deliver against Arthritis Research 
UK’s 20:20 vision of putting people with 
arthritis at the heart of everything they 
do, the team responsible required a huge 
vote of confidence. Those at the very top of 
the organisation needed continually to say 
‘yes, AI is a key part of the solution’.

Those at Arthritis Research know this 
is just the beginning of a longer-term 
investment as well – that Arthy needs 
time to evolve, to increase and refine its 
knowledge for a wide variety of use cases. 
And that could take years. Their vision is 
ambitious: to provide a personal assistant 
to all 10 million people in the UK and 
millions more across the globe currently 
living with arthritis – one that will provide 
relevant, personal advice to ease their pain.

Working on such an ambitious project 
has inspired the whole team - both those 
at Arthritis Research and all of us at e3. 
As Zoe put it, “a project like this brings 
people together. If you do something 
great, people will come.”
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