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● Site copy comes out SEO optimized  
● CRM copy is optimized to avoid spam filters
● General copy is written in frameworks (AIDA/PAS) that have 

been proven to work for generations

Early Experiments with AI-Based 
Copywriting 
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4Supernatural

Heinz

Got a lot of press for 
asking AI to draw a 
ketchup bottle
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We are about here…

Technology Trigger

Peak of Inflated Expectations

Slope of Enlightenment

Plateau of Productivity

The sad trough 
of disappointed 

sadness

Our Old Friend: The Gartner Hype Cycle



How Do You Make Effective Advertising?

We asked the chatbot. ChatGPT replied:

Effective advertising typically involves a combination of the following elements:

● Clearly define your target audience and tailor your message to speak directly to them.
● Creating a strong and compelling headline or tagline that grabs attention and 

communicates the key benefits of your product or service.
● Using visually striking and high-quality images or videos to help convey your message 

and make it more memorable.
● Incorporate a strong call-to-action (CTA) that encourages the viewer to take a specific 

action, such as visiting your website or making a purchase.
● Test different variations of your ad and use data and analytics to optimize and improve 

performance over time.
● Place the ad in the right context, such as the right website or magazine that your target 

audience frequents and engage them in the right time and place.
● Making sure that the ad is consistent with the overall branding and message of your 

company.



• Creative AI (e.g. deepfakes & GANS) has 
potential to reshape many, if not all, aspects 
of the advertising production and distribution 
process

• How creative AI is likely to affect brand 
managers, planners & strategists, creative 
teams, producers & creators, talent & models, 
distributors and regulators & policy makers.

• Industry actors who leverage creative AI 
before others likely will gain competitive 
advantage.

How Deepfakes and Artificial Intelligence 
Could Reshape the Advertising Industry: 

The Coming Reality of AI Fakes and Their Potential Impact on Consumer Behavior 
Campbell, Plangger, Sands et al., JAR Sept. 2022 (62, 3)

©metamorworks/Shutterstock



AUDIENCExSCIENCE 2023
April 25-26 ⎸Warner Bros. Discovery ⎸NYC
In-person + streaming options

Early Mover rate expires on March 17:
Purchase your tickets now

www.thearf.org



Speakers 

Moderator



Using AI at CreativeX



Scaling Creative 
Excellence
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Anastasia Leng • February 2023 



Creative
49%

Media
36%

Brand
15 %

Creative is the largest 
driver of business 
growth, responsible for 
49% of sales uplift.

Yet, despite its proven 
impact, creative 
remains
underappreciated and 
under analyzed. 

Source: Nielsen Catalina Solutions. Nearly 500 campaigns across all media platforms, Period 
2016-Q1 2017



49%

WHY

CREATIVE QUALITY

BRAND CONSISTENCY

REPRESENTATION

ACCESSIBILITY

PRODUCTION EFFICIENCY

CUSTOM DATA USES

CREATIVE VALUE DRIVERS
(DATA APPLICATIONS)

HOW

Build a Creative Dataset 

Leverage different creative data applications 
to multiply the impact effective creative can 
have on your business

Validate Impact and Scale

Leverage 1st party datasets to measure the level 
of impact and scale application of this business 
strategy across your marketing organization 

CreativeX Approach 

1

2

WHAT



MICRO VS MACRO

BUY NOW

Person: False

Purple:  True

Text: False

Lipstick: True

Logo: True

Representative of Your 
Audience: False

Accessible: False

Fit for platform: True

Well-Branded: False

Sustainability-Focused: False
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The journey to creative 
excellence, at scale:  

Creative Quality Brand ConsistencyIndustry 
Basics

Step 1

Sustainability
Industry Standards

Step 2

Accessibility Representation

HypothesesOrganizational 
Intelligence

Step 3



Maximize efficiency of your production process by analyzing creative 
activation and reusage rates. 

Creatives 
Produced

Creatives
Activated

Creatives with 
Sufficient Ad Spend

To
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Value Creation 
Opportunity
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Higher Reusage Rate

Creative Volume By Lifecycle Stage Creative Volume By Reusage Rate

Value Creation Opportunity

Funnel Histogram

Reusage Rate



is a 
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BRANDS’ 
BUSINESS GOAL

HOW WE 
GET THERE

Validate the Impact of 
Macro Creative 

Decisions

Stabilize and Scale 
Creative Quality

Widen Applications 
of Creative Data

Creative 
Excellence

Strategic 
Imperative 



Using AI at Codeword



Meet the World’s First 
AI Interns

February 2023
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First, a little context… 
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We’re a tech 
agency with 
deep expertise 
in AI, machine 
learning, and 
chat bots.
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We have deep 
expertise in AI 
tools for insights 
and analytics. 
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We’re a bunch of 
deeply skeptical 
journalists, editors, 
and editorial 
designers. 
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Veanne Cao
TechCrunch, Wired, 
Fortune, PC Magazine

Steve Rousseau
Quartz, Popular 
Mechanics, Digg

Terrence Doyle
FiveThirtyEight, VICE, 
Deadspin, Eater

Chris Heller
The Atlantic, GQ, 
Vulture, New York Mag

Mary Van Aue 
Observer, Vice, NYT, 
Billboard, Inverse

… plus 40 more 
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We also create 
lots of end-of-
year trend 
reports for our 
clients. 

THE top marketing 
trend of 2023: 
“Automation”

-Every trend report in the world 
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So we decided to smash all these 
insights and expertise together, and 
experiment with “non-human resources.”  
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Introductions 
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Aiko (they/them) was created to support our 

design team. They’re a mix of Midjourney, Dall-

E-2 , and Stable Diffusion. 

We’re using them for: 

● Mood boards 

● All-hands decks 

● Brand identity audits 

● Rough mocks

● Social visuals for Codeword 
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Introductions 
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Aiden (they/them) was created to support our 

editorial team, and is ChatGPT (until we get 

Bard access 🤞) . 

We’re using them for: 

● Tone and voice analysis

● News crawls

● First drafts of manifestos 
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Media Buzz 
19 media placements
200 media mentions

Nat’l coverage including 
Axios, ABC News, The 
Week, Essence 
(Bloomberg coming soon) 

Trade coverage including 
PR Week, Ad Age, 
Adweek, 4As
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Five questions we’re hoping to address 
with this experiment.   
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Issue 1: 
How do we 
humanize the AI?

Should we?   
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Issue 2: 
How do we 
avoid 
displacing 
entry-level 
talent?  
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Issue 3: 
How do we keep 
AI’s inaccuracies 
and biases out of 
our work? 
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Issue 4: 
How do we ensure 
our clients are 
onboard? 

And our business 
model is safe? 
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Issue 5: 
How do we make 
sure we’re 
democratizing the 
automation skills?  
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What’s next for 
generative AI?  
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Using AI at Kantar



Creative Intelligence:

Applications and Benefits of AI 
to derive leading class 
Advertising Research Insights

Patrick Moriarty
Kantar Analytics Practice, NA

Feb 28, 2023



Creative Intelligence:  A collaboration to bring our data assets to life for good 

developers & data engineers

Building data gathering tools and cloud 
infrastructure

data scientists

Developing custom and ”ready-to-use” 
machine learning models

creative analysts

Data storytelling, including identifying 
key insights and building visualizations 

to bring data to life

x x

40

A Partnership of Human and Artificial Intelligence 



Digital Intelligence
Using Dx AI solutions (NLP/Trend) we fuel 
creative development with the latest 
insights on consumer preferences, 
perceptions & projections with insights 
from “the wild”

Testing Intelligence
Tailor made for the digital age, we 
leverage LinkAI to quickly and effectively 
predict copy performance leveraging 
Kantar’s extensive data assets and 
expertise in copy testing

Generative Intelligence
Bringing the power and scalability of generative 
AI solutions to expand the set of testable 
alternatives, mitigate bias  and support 
integrated creative & planning strategies

Performance Intelligence
Our UMMO solution powered by AI 
provides always-on insights and guidance 
to drive effective marketing via copy 
performance, campaign execution and 
mix optimization

Campaign Intelligence
Using AI to integrate and analyze the data 
assets from Numerator, Kantar Profiles, 
Clients’ CRM systems and media plans, 
our Balanced Attribution solution 
provides a causal view of campaign 
performance 

1 3 5
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Ideation Strategy Activation

Activating Creative Intelligence with AI
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Dx Analytics: Gathering & analyzing the right mix of data for the business question

AI & ML

Segmentation 
& Clustering

Sentiment & 
Topic 

Classification

Trend 
Forecasting

Research-
Grade Data 

Cleaning

Monte Carlo 
Simulation

Statistical 
Modeling

Natural Language 
Processing

Metadata 
Enrichment

Image Processing

Data
Transformation

+ OTHER SITES 
ON DEMAND

+ OTHER PLATFORMS

Digital Platform AnalyticseRetail & Reviews

Search Social



• .

Business Implications

It’s an imperative driven by our clients’ 
needs for insights & activation at the 
speed of data.  Leveraging AI solutions 
enables us to set the pace and partner 
with our clients on solutioning

Methodologies, POVs, expertise and 
insights can be points of difference in 
the marketplace, but data assets ARE a 
clear differentiator.  AI solutions have 
enabled Kantar to extract significantly 
increased value from our extensive 
data assets and those of our 
clients/partners

Leveraging AI has enabled us to evolve 
and elevate the collective intelligence 
of our teams.  AI enables us to focus 
expertise on high value activities such 
as solutioning, activation and 
anticipation

4343

Market Imperative Data as Currency Business Sense



JAR Call for Papers:
Insights for Advertisers on Immersive Technologies: 

The Future of Advertising Using VR, AR 
and the Metaverse

13 suggested topics include:

• Identify cognitive processes triggered by immersive technologies, leading to 
increased advertising recall.

• Understanding, creating, and influencing consumer persuasion through 
integrating two or more immersive technologies.

• The potential of mixing social media with various immersive technologies to 
change attitudes, behaviors, or customer relationships.

• How the ability to personalize avatars within immersive advertising affects 
consumers’ attention, attitude formation, and behavior. 

Submissions welcome through July 3, 2023. 
Contacts: Managing Editor Nanette Burns: nanette@thearf.org , Editor-in-Chief Colin Campbell: 
colincampbell@sandiego.edu Visit: www.journalofadvertisingresearch.com / Calls for Papers tab

mailto:nanette@thearf.org
mailto:colincampbell@sandiego.edu
http://www.journalofadvertisingresearch.com/
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Thank you!


