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AI has entered its “generative” phase



We see opportunity for AI in three key areas

Fuelling 
Creativity

Better Research 
and Analysis

Enhanced 
Optimisation

Generative AI models 

fueling the process and 

generating creative 

output.

Faster insights and the 

potential of synthetic 

data.

Faster advanced 

analytics techniques and 

quicker decisioning.
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1. IDEATION
The use of AI to augment and assist 

in the innovation and ideation aspects 

of our creative process

2. PRODUCTION
Leveraging AI and automation technology to 

bring scale and efficiencies to creative 

production 

3.  OPTIMISATION
The use of AI tools to benchmark and 

increase the performance effectiveness of 

all creative content

4. VALIDATION & QA
Deploying AI hand in hand with existing QA 

and validation process to guarantee quality 

and compliance



1. Ideation Using AI

To bring the campaign narrative to life for the 

client, we can help imagine this through AI 

generated visuals which is a far less time 

consuming and manual process.

“What about if we put a giant 
tub in Trafalgar Square 

London?”

“How can we show depth, 
texture and colourways?”



AI Enhanced Ideation Sessions





2. Production at 
Scale Using AI
Leveraging AI, we can produce cost 
effective, high performing assets, at 
scale.

Multi-Campaign
Multi-Language
Multi-Platform
Multi-Placement
Multi-SKU

Human Creativity coupled with 
Machine Learning speed
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AI Product Insertion

Through AI object composition 
together with ‘real’ product 
photography, we can generate the 
background image to match 
product placement and brand 
guidelines.

Paired with a custom trained image 
generator we can use this method 
to create new production imagery 
at scale. 



Video Production



3. Optimising Creative 
Using AI

Using a combination of proprietary and 
industry leading AI technology we audit 
creative before going live, identifying and 
optimising performance-influencing factors.

Cutting edge technology like AI driven heat 
mapping allows us to predict how creative is 
perceived in the first 3 seconds, allowing us to 
design assets for optimal performance before 
investing time and effort into producing 
hundreds of creative variants.



AI Performance Optimisation Scoring

The original creative has a lower focus and is 

less attention grabbing, the messaging is busier 

and has more attention on the imagery than 

the messaging.

The aim for this creative is to have the offer stand 

out when scrolling past, keeping the text large with 

a lot of breathing space helps grab attention but 

also helps reduce cognitive load. The secondary aim 

is for the attention to be on the products so that 

the user associates the offer with food.



4. QA & Validation 
Using AI
We use AI to create custom QA checklists

Our AI eye tracking tool simulates a complex 
computational neuroscientific model of 
human attention and behaviour, meaning we 
can predict attention patterns and benchmark 
against visual KPI’s to investigate and optimise 
design effectiveness.



28/33 Checks Passed

All available tests passed, check 

unavailable tests. Potential 

improvements on CTA urgency, 

message impact, and imagery 

relevance for better engagement.

Custom AI QA & Validation

Technology enhancing and 
speeding up manual or 
repetitive tasks. 



AI is a great tool in our expanding 
arsenal for imagining and 
executing creative ideas
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