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WHY DID WE DO AN Al
PROJECT?

o Perception of becoming ‘deskilled’
o Colleagues will begin to use it anyway
o Our audiences will use Al

o We will lose touch with the way our audience
consume content

« We become less efficient, and less competitive

“WE MUST
EMBRACE THE
RISKS”

James Quincey, CEO

Certoly

BAIN & COMPANY

@OpenAI




WHAT DID WE DO?

First steps...

1. Understand the developing technologies — basic training for the
core project group

2. Consider the opportunities, limitations, benefits and risks in the
context of our teams

3. Learn how we might use some of the advantages of GAI and
upskill colleagues

What next? We focused on
ChatGPT

1. Have a clear hypothesis to test (Microsoft), to

2. Setout a clear scope for the project make_lt S U o

_ - . us to integrate (&) chatcpT b Bing Al
3. Project timeframes - set a timeframe (10 months for us) with Microsoft 0
. . . 1 d [powered by LaMDA

4. ldentify a project team who are keen and curious Office. It was also 9 B A e
the lead LLM at the 0> o

5. Develop governance (see governance prompt handout) conception of the g SRR

6. Set parameters — keep the activity related to the project. project. @ oeent

Entirely separate from BAU to keep reporting and analysis
clean
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HOW: SCOPING AND GOVERNANCE

Be clear about what'’s included and what isn't:
= \We chose to focus on Large Language Models only - Text GAl
= \We chose to focus on the content generation process not administrative efficiencies

= Clarity on which activity types/ audiences/ formats/ purpose of content/ processes were included in
project

Ensure comprehensive governance documentation and processes
= Train project team on governance and ask them to sign it
= Embed quality control mechanism to scrutinise for bias and incorrect or misleading information

= Ensure that content does not infringe on any intellectual property rights, such as copyright or
trademark

= Regular reporting and touch points
= Track the time spent on originating and signing off Al and traditionally generated content

= A/B test Al content against traditionally generated content in each placement 6




THE AT PROJECT AND ME

= Al IS content

= | was curious
o How could it help me?
o Would it kill my creativity or enhance it?
o How does it work in our physical outputs?

o Where is it useful and where does it hinder
me?

= |t is a project that can make an impact
= Test it and push it

= Pass on the benefits to our busy team
= Embrace the challenge

a“
Content Creation tools

armed with Al can now

generate content.
These tools evaluate
trending topics, analyze
top-performing content

and then produce articles
or posts that have a high
likelihood of gaining
traction. This doesn't
replace human creators
but instead gives them a
competitive edge.

]

Forbes, Dec 23




WHAT KIND OF CONTENT DID WE
PRODUCE?
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= Al script for you tube video = Competitor desk research = Copywriting

= |dea generation = Data analysis

= Story boarding




PERSONAL LEARNINGS

= TOV and copywriting
= Project scope
= Media schedule

= Crashing

= Prompt engineering

= Staying on brand

= Working out it's strengths
= Agile use

= Experimentation

= Team discussion

= Approval processes

We need to keep up

AB testing is great to analyse impact
We need a continuous feedback loop
Some real quick wins

Keeping it authentic

DON'T RELY ON IT

Keep testing it on different activities

Keeping the conversation going and sharing
wins

Working group to keep pace



Al & BRAND
Consistency

WHAT ARE THE PROS AND CONS? Creativity

Possibilities - not replacing,
enhancing

Allowing us the time to do less
repetitive work and more time
= Speed of technology and being 'outpaced' for the fun stuff

» Reputational considerations
o Authentic content
o Control of content and outputs CONs
o Fact checking and approval processes TOV capabilities
o True understanding of where and when to use Loss of authentic content

o Educationally Lack O.f control. :
= Changes in the way students will learn Potential de-skilling of

= Changes in research WOr.karCe
= Changes in essay writing/course work Reliance on accurate web

» Changes in careers and impact on curriculum content
We all lose our jobs and get

taken over by robots

» Industry wide lack of laws, ethics and governance
controls

= Intellectual property
= Misuse
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BUT WHAT IS THE BIGGEST
RISK TO OUR BRAND?

PRETENDING IT DOESN'T EXIST
AND BEING TOO SLOW!
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METHODOLOGY

Generate

content

Pull data
Into GA4

12
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MEASURING AND TESTING
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WHAT WE'VE LEARNED

B CTR
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WHAT WE'VE LEARNED

43.2 0.98 0.86 UK
Human 44 .9 0.64 0.67

CTR
Al 28.2 0.56 0.425 INDIA

Human 34.6 1.06 1.02
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WHAT WE'VE LEARNED
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Dear %%FIRST NAME%%,

200 The University of Southampton is part of the prestigious Russell Group and is

based on the South Coast of England, just 90 minutes from London. It is
ranked in the top 100 globally and in the top 15 in the UK (QS World University
Rankings, 2024). Join its community of expert academics and students from
over 130 countries to start your future.

Unique Opens

100

« Exceptional Employment Prospects: Ranked top 15 in the UK for
employability (QS Graduate, Employability Rankings)

* High-Quality Education: As a proud member of the renowned Russell
Group, its teaching is informed by the latest research in your subject area.

* Community and Support: Immerse yourself in a thriving international
network, complete with over 250 student-led societies and clubs, rich in
diversity and opportunities

Al version of international email

Human
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WHAT WE'VE LEARNED

Dwell Time CTA Rate

Dwell Time CTA Rate

1.407
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WHAT WE VE LEARNED

Time to complete
With Al Without Al
37:44 6:26

4:52 7:01
1:42 5:58
1:25:00 5:25:00

UCAS

19



WHAT WE'VE LEARNED

Al content
effectiveness vs

Length of content

UCAS
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WHAT WE'VE LEARNED

Al content
effectiveness vs

Length of content
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PANEL DISCUSSION

STRENGTHS - WEAKNESSES - OPPORTUNITIES
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