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Al Integration Across Creative Pipelines

Monks / Painpoint

Monks faces fragmented Al adoption across creative, strategy, and production
teams. The following use cases embed GenAl deeply into end-to-end workflows
instead of isolated tools, ensuring a seamless creative pipeline.

1: Al-Assisted Cross-Team Ideation Hub (Low Complexity /
Quick Win)

e Strategic Fit: Establishes a shared Al “"brainstorming” assistant accessible to
creative, strategy, and production teams simultaneously. This aligns with Monks'
goal of breaking silos by enabling all disciplines to co-create with Al input in real
time. It directly addresses the fragmentation issue by serving as a unifying
creative tool.

e Complexity Assessment: Low complexity - can be implemented quickly via
existing LLM APIs (e.g. ChatGPT) integrated into collaborative platforms (Slack,
Teams, or a custom web app). Limited custom development (mostly prompt
libraries and workflow integration) means quick deployment (~2-3 months).

* Market Context: Many agencies are experimenting with GenAl for ideation, but
often in isolated pockets. A shared ideation hub would differentiate Monks by
institutionalizing Al collaboration. For example, WPP teams have begun using
generative Al to speed up concepting (video, graphics, copy) in a fraction of the
time (Al Is Reshaping Advertising — Are You Ready? | by martino.agostini | Mar,
2025 | Medium), but a dedicated cross-team hub would go further in unifying the
process.

* Risk Level: Low risk. Uses proven Al services with in-house data (brand
guidelines, past campaigns) to tailor outputs. Main risks are user adoption (if
teams resist new workflows) and manageable concerns around IP or idea
originality. These are mitigated by keeping humans in the loop to refine Al
outputs.

* Implementation Details: Timeline: ~8 weeks to pilot (select a project with a
few creative and strategy members). Process: Integrate an Al chatbot/assistant
into Monks' project management or chat system. During brainstorms, teams ask
the Al for mood board concepts, taglines, audience insights, etc., getting instant
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suggestions. Benefits: Employees get faster ideation and freedom from “blank
page” syndrome, boosting creativity; managers see improved cross-team
collaboration and project kick-off speed,; clients receive more diverse concepts
in early presentations.

e Financial Impact: Primarily through efficiency gains and higher win-rate on
pitches. Cost Savings: Reduces hours spent on initial concepting by creative &
strategy teams (e.qg. if brainstorming phase time drops 30%, that's meaningful
labor cost savings). Revenue/ROI: Faster concept development means Monks
can pitch to more clients or deliver more campaigns with the same staff, driving
revenue. Also, better ideas from Al augmentation can win more business.
Industry data shows agencies using Al in creative work have seen up to 26%
improvement in creative output (Generative Al in Creative Work: Shocking
Study ® Magai) (Generative Al in Creative Work: Shocking Study ® Magai), which
can translate to higher client satisfaction and retention (ROl in improved client
spend).

* Resource Requirements: Tech: Access to a robust LLM (commercial or open-
source) integrated with internal knowledge (past project data, brand data).
Possibly a small web interface or chatbot Ul. Team: 1-2 prompt engineers or
creative technologists to curate prompts and tune the Al, an IT integrator to
embed the tool into workflow, and pilot users from each department to give
feedback. Dependencies: High-quality corpus (upload Monks case studies,
brand guidelines) to fine-tune the Al; compliance check to ensure no sensitive
client data is exposed.

* Success Metrics: Number of cross-team brainstorming sessions using the Al
assistant; reduction in time to first concept deck; qualitative feedback from
teams on idea quality; increase in pitch win rate or client creative scores
attributing the Al's contributions. For example, a target KPI could be “cut
brainstorming phase time by 30% while maintaining or improving idea approval
rates by clients.”

* Risk Mitigation: Adoption Risk: Provide training and make the tool fun - e.g.
run internal hackathons where teams compete using the Al to generate
campaign ideas, which builds buy-in. Quality Control: Ensure a creative lead
curates Al outputs so only viable ideas go forward, preserving quality. IP Risk:
Use an Al model with corporate licensing to avoid IP ambiguity; document that
final ideas are human-approved.
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e Best Case Examples:

e Jellyfish’s Al Studio” - A digital agency created an internal Al hub to embed
GenAl in content ideation and production across 400+ creatives,
connecting teams globally for faster, data-driven creative development
(Jellyfish unveils next-gen creative structure with Gen Al at its core) (Jellyfish
unveils next-gen creative structure with Gen Al at its core). This showcases how
a shared Al platform can unify creative workflows.

e WPP’s Ideation with Generative Al - WPP integrated generative Al into creative
workflows, enabling teams to produce campaign concepts, visuals, and copy
much faster. Early results show dramatically reduced turnaround times for
content creation (Al Is Reshaping Advertising — Are You Ready? | by
martino.agostini | Mar, 2025 | Medium), validating the efficiency gains of Al-
assisted brainstorming.

e Adobe & Microsoft's Generative Co-pilots - Tools like Microsoft's 365 Copilot
and Adobe’s Firefly are being used in marketing teams to assist idea
generation and content drafts, demonstrating that an Al assistant can boost
creative productivity by 20-30% in early phases (Mondeléz takes Al in-house
to try and curb marketing costs - Digiday).
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2: End-to-End Generative Production Pipeline (High
Complexity / Transformative)

e Strategic Fit: Builds a proprietary Monks platform where each step of the
creative production process - from strategy, to design, to content production and
post-production - is augmented by interconnected GenAl tools. This fits Monks'
vision of deeply embedding Al into operations and creates a competitive edge
by delivering projects faster and more cohesively. It transforms the workflow so
that Al isn't a one-off tool, but an integral “team member” at every stage.

e Complexity Assessment: High complexity - requires developing or
orchestrating multiple Al modules (text, image, video generation) and
integrating them with project management and asset management systems. A
full pipeline platform could take 12+ months to build and refine. It also demands
significant change management as teams adjust to new processes. However, the
impact is high: it fundamentally re-engineers how Monks delivers creative
content.

e Market Context: No traditional agency has fully cracked an end-to-end GenAl
pipeline yet, though some are heading that way. Competitors’ moves highlight
the opportunity: WPP partnered with NVIDIA to build a generative Al content
engine connecting 3D design, image generation, and branding tools to
revolutionize ad production at scale (WPP partners with NVIDIA to build
generative Al enabled content engine for digital advertising | WPP). Publicis just
integrated Adobe’s generative tools into its CoreAl platform to enable
personalized content creation and improved workflows across its agencies
(Publicis integrates Adobe’s generative Al to scale up personalized content |
Marketing Dive). Monks can leapfrog by creating a unified platform tailored to its
own needs - a “MonksAl Pipeline” - which would be a blue-ocean internally (few
independent agencies have such a platform). This also aligns with trends in
production: brands like Mondeléz are even building in-house generative
platforms to pump out content faster and cheaper (Mondeléz takes Al in-house
to try and curb marketing costs - Digiday) (Mondeléz takes Al in-house to try and
curb marketing costs - Digiday), signaling that the ability to deliver volume and
speed with Al is a market expectation.

* Risk Level: Elevated. Technical risk: integration of multiple Al technologies
(text, image, video) and ensuring they produce brand-safe, coherent outputs.
Operational risk: significant retraining of staff and potential initial slowdowns as
people learn the new system. Financial risk: substantial upfront investment in
development and possibly GPU infrastructure. However, these risks are justified
by the long-term payoff of a highly efficient content factory, and they can be

Samstag, 5. April 2025 50f74


https://www.wpp.com/en-us/news/2023/05/wpp-partners-with-nvidia-to-build-generative-ai-enabled-content-engine-for-digital-advertising#:~:text=NVIDIA%20and%20WPP%20today%20announced,aligned%20with%20a%20client%E2%80%99s%20brand
https://www.wpp.com/en-us/news/2023/05/wpp-partners-with-nvidia-to-build-generative-ai-enabled-content-engine-for-digital-advertising#:~:text=NVIDIA%20and%20WPP%20today%20announced,aligned%20with%20a%20client%E2%80%99s%20brand
https://www.wpp.com/en-us/news/2023/05/wpp-partners-with-nvidia-to-build-generative-ai-enabled-content-engine-for-digital-advertising#:~:text=NVIDIA%20and%20WPP%20today%20announced,aligned%20with%20a%20client%E2%80%99s%20brand
https://www.marketingdive.com/news/publicis-adobe-generative-ai-coreai-platform/742756/#:~:text=,Summit%20conference%20in%20Las%20Vegas
https://www.marketingdive.com/news/publicis-adobe-generative-ai-coreai-platform/742756/#:~:text=,Summit%20conference%20in%20Las%20Vegas
https://www.marketingdive.com/news/publicis-adobe-generative-ai-coreai-platform/742756/#:~:text=,Summit%20conference%20in%20Las%20Vegas
https://digiday.com/marketing/mondelez-takes-ai-in-house-to-try-and-curb-marketing-costs/#:~:text=Snack%20company%20Mondel%C4%93z%20International%20is,digital%20commerce%20at%20Mondel%C4%93z%20International
https://digiday.com/marketing/mondelez-takes-ai-in-house-to-try-and-curb-marketing-costs/#:~:text=Snack%20company%20Mondel%C4%93z%20International%20is,digital%20commerce%20at%20Mondel%C4%93z%20International
https://digiday.com/marketing/mondelez-takes-ai-in-house-to-try-and-curb-marketing-costs/#:~:text=It%E2%80%99s%20an%20upfront%20investment%20in,enough%20to%20feed%20the%20beast
https://digiday.com/marketing/mondelez-takes-ai-in-house-to-try-and-curb-marketing-costs/#:~:text=It%E2%80%99s%20an%20upfront%20investment%20in,enough%20to%20feed%20the%20beast

mitigated by phased implementation (start with a few pipeline stages, then
expand).

* Implementation Details:

e Architecture: The platform would link tools: e.g., an Al strategy assistant that
digests briefs and generates creative briefs or mood boards, feeding into an Al
design generator (for example, using Stable Diffusion or DALL-E for visual
concepts), then into copy generation (LLM for scripts or copy), then into Al
video editing or layout. All modules share a common project context (the
brand guidelines and campaign objectives).

e Timeline: ~3-6 months for a minimum viable product connecting 2-3 stages
(e.g., Al-assisted brief -> Al concept art -> Al copy drafts), then 12-18 months to
fully integrate and polish across all production stages. Start with internal pilot
on a small client project to test end-to-end flow.

o Benefits: For employees: Removes drudgery - e.g. designers get Al-
generated variant options to iterate on, writers get first drafts from Al, freeing
them to focus on refinement and truly creative tweaks. For managers: Better
consistency and throughput - the Al pipeline can enforce brand guidelines and
learn from each round of feedback, reducing revision cycles. For customers:
Much faster turnaround and the ability to request mass personalization (the
pipeline could generate not one ad, but 100s of tailored variants for different
audiences on the fly). Quality is maintained by human oversight at key
checkpoints.

e Financial Impact: This is a transformative efficiency play and potentially a new
revenue source. Cost Savings: Once running, the pipeline can slash production
labor hours dramatically - e.g., if creative development that used to take 8 weeks
can be done in 2 weeks with Al support, that's a direct cost reduction. It also
reduces reliance on external vendors (stock photo sites, some filming or
retouching tasks), saving those expenses. Revenue & ROI: Faster production
means Monks could handle more projects concurrently (increasing revenue
capacity without equivalent headcount growth). It can also offer lower prices or
faster delivery to clients as a selling point, winning more business. Additionally, a
truly robust pipeline might be productized - Monks could even license the
platform or offer it as a service to smaller agencies or clients, opening a new
revenue stream. Given an industry estimate that generative Al can reduce
creative production costs by 40-60% (Al Is Reshaping Advertising — Are You
Ready? | by martino.agostini), the ROl could be very high over time. (Initial
investment might be, say, $2M in development and infrastructure, but yield
savings and new revenue that recoup that in 1-2 years, especially if it prevents
client churn due to slow delivery).
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* Resource Requirements: Tech: Substantial - likely need to build on cloud Al
infrastructure (Azure, AWS) with access to generative models (open-source or
licensed). Might involve custom UI/UX for the platform and workflow
orchestration software. Team: A dedicated cross-functional team: Al engineers to
integrate models, software developers for the platform, data scientists to fine-
tune models on Monks' data, plus power-users from creative and production
acting as product owners to ensure the tool suits real workflows. External
partners (like a cloud provider or an Al startup) may be needed for expertise.
Dependencies: Requires compiling Monks' historical creative assets and data to
fine-tune Al models for better outputs (e.g., training on award-winning
campaigns to teach the Al the “Monks style”). Also dependent on change
management - leadership support to mandate usage once it's ready, so the
investment pays off.

* Success Metrics: Over time, key metrics would include production turnaround
time (e.g. reduce average campaign production timeline by 50%), cost per
deliverable (should drop significantly with Al automation), and content quality
measures (client satisfaction scores or creative award wins - ensuring quality
doesn't drop). Other metrics: percentage of projects using the pipeline,
reduction in outsourcing costs, and the volume of content produced per creative
employee (productivity per capita). For example, aim for “able to generate 5x
more content assets per quarter with the same team size” and track progress to
that. Also measure error rates or rework requests to ensure Al isn't causing
mistakes.

* Risk Mitigation:

e Technical: Start with proven Al components and iterate - don't try to build
everything from scratch. Use robust models (e.g., Adobe Firefly for images with
commercial safety) to avoid IP issues, and have human QA at each stage
initially. Build fallback options - if the Al fails at a stage, employees can do it the
old way to avoid delays.

e Change Management: Involve end-users (designers, producers) early in
design, so the tool actually helps them rather than feeling imposed. Provide
thorough training and highlight quick wins (e.g. how an editor can use the Al to
auto-generate video rough cuts, saving hours). Appoint “Al Champions” in each
team to encourage peers.

e Quality Control: Implement checkpoints where human review is mandatory
(for example, creative directors must sign off Al-generated content before it
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moves to client review). Also, continuously refine models with feedback -
incorporate a loop where if the Al's output wasn't used, learn why and improve.

e Best Case Examples:

e WPP x NVIDIA Generative Content Engine - WPP (world’s largest agency) is
developing a pipeline connecting 3D design tools, generative Al, and asset
libraries to produce high-volume ads and even 3D product experiences at
unprecedented speed and scale (WPP partners with NVIDIA to build
generative Al enabled content engine for digital advertising | WPP). This real-
world initiative shows the potential of an integrated pipeline: WPP expects
more efficient production while keeping brand fidelity through Al alignment.
Monks' use case is analogous but can be tailored to our multi-format
production needs.

e Publicis-CoreAl Integration - Publicis Groupe has integrated Adobe's
generative Al (Firefly) into its CoreAl platform, enabling its agencies to create
personalized content at scale and improve workflow efficiency (faster
content creation with quality control via their data platform) (Publicis integrates
Adobe’s generative Al to scale up personalized content | Marketing Dive)

([ Publicis Groupe and Adobe Forge Ahead with Strategic Expansion in Al-

Driven Creativity | Flyrank - FlyRank](https://www.flyrank.com/fi/blogs/ai-

news/publicis-groupe-and-adobe-forge-ahead-with-strategic-expansion-
in-ai-driven-creativity)). This illustrates the efficiency gains from linking Al
into existing production data systems - Monks can similarly tie generative
models into its project pipeline for speed and personalization.

e Mondeléz In-House Generative Platform - A major brand, Mondeléz, is building
an end-to-end Al content creation platform with partners, aiming to have Al
generate everything from digital ads to eventually TV spots (Mondeléz takes Al
in-house to try and curb marketing costs - Digiday) (Mondeléz takes Al in-
house to try and curb marketing costs - Digiday). They anticipate dramatically
faster content output and cost reduction, already seeing 20-30% higher ROI
on campaigns that used Al-driven personalization (Mondeléz takes Al in-
house to try and curb marketing costs - Digiday). If a client-side marketing team
can do this, an agency like Monks can certainly build a powerhouse pipeline,
using our creative expertise to guide the Al.

e Global Mofy Al “Gauss Al Lab” - Outside marketing, a company called Global
Mofy Al launched a Gausspeed generative Al platform with an end-to-end
workflow integration system to unify advanced content production (across
digital content, gaming, XR) (Global Mofy Unveils Comprehensive Al
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Ecosystem with NVIDIA Technology | GMM Stock News) (Global Mofy Unveils
Comprehensive Al Ecosystem with NVIDIA Technology | GMM Stock News).
This underscores a broader trend: those who unify Al tools into one ecosystem
can greatly improve production efficiency and unlock new creative possibilities
- exactly what Monks seeks in the creative domain.
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Al ROI Under Budget Pressure

Monks / Painpoint

With revenue under strain and content EBITDA margins tight, Monks must deploy
GenAl in ways that clearly boost ROI. Below are use cases that go beyond basic
automation or vendor cost-cutting, focusing on high-impact efficiency and
differentiated offerings to drive financial returns.

3: Automated Content Repurposing & Adaptation (Low
Complexity / Quick Implementation)

e Strategic Fit: This use case aims to “do more with less” - using GenAl to
automatically adapt and repurpose creative content across formats and
channels. It directly targets cost efficiency: instead of separate teams or vendors
making dozens of versions of an asset, an Al system handles it instantly. This
supports Monks' strategy to maintain output quality under budget cuts by
amplifying each piece of creative work.

e Complexity Assessment: Low to medium complexity. Many GenAl tools for
content variation exist (e.g. image resizers/upscalers, copy rewriters, video
reformatters). The innovation is in integrating them into one Monks workflow.
Implementation can be done in ~3-4 months by configuring off-the-shelf Al APIs:
for example, using an Al to generate social media text variations from a master
copy, or create vertical video cuts from a horizontal video automatically.
Customization needed mainly for brand consistency checks. It's not a heavy
development lift compared to building new Al models.

e Market Context: Content repurposing is a common need as brands push
omnichannel campaigns. Under budget pressure, marketers want agencies to
produce more versions for personalization without more cost. Generative Al
is uniquely suited to this. For instance, Coca-Cola's recent Al campaign let
consumers generate their own variant ads, illustrating how one core creative can
spawn many assets cheaply (though Coca-Cola did it for engagement, the tech
principle applies to cost-saving) (Mondeléz takes Al in-house to try and curb
marketing costs - Digiday). Also, advertising tech startups (e.g. Omneky,
AdCreative.ai) use Al to create ad variants at scale automatically, threatening to
undercut agencies on production costs. Monks adopting this internally defends
against that. Furthermore, Publicis noted that Al-powered automation can cut
production costs and improve marketing ROI for campaigns ([ Publicis
Groupe and Adobe Forge Ahead with Strategic Expansion in Al-Driven Creativity
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| Flyrank - FlyRank](https://www.flyrank.com/fi/blogs/ai-news/publicis-
groupe-and-adobe-forge-ahead-with-strategic-expansion-in-ai-driven-
creativity) - a signal that major players recognize the ROl in content
automation.

e Risk Level: Moderate. Quality risk: Al-adapted outputs might be off-brand or
lower quality (e.g., awkward copy or image artifacts). Client perception risk: If
clients feel content is “templated” by Al, they may question value. However,
these can be managed with strong brand guardrails and by positioning this as
freeing up human creativity for high-level work (while Al handles the grunt work).
Technically, the risk is low as each individual Al tool is fairly proven (resizing,
translation, copy editing). It's more about maintaining a human eye on final
outputs.

* Implementation Details:

e Process: Integrate a suite of Al tools into the content pipeline. For example:
when a master asset (say a 30s video or a key visual and tagline) is approved,
the system generates all required adaptations: social media cut-downs (15s, 6s
videos) via Al video editing, different dimension crops via an Al layout tool,
copy variants (shorter text, different language translations) via an LLM, even
basic design tweaks like color/theme variations to test. Humans then review
these and pick the best.

e Timeline: Quick win - a pilot can be done on one client’s campaign within a
quarter. Start with one content type (e.g., social posts from a blog article: use Al
to extract key points and generate tweets, Instagram captions, LinkedIn posts).
Then extend to more complex media like images and videos using tools like
Adobe's generative fill or RunwayML for video.

 Benefits: Employees: The creative team is relieved from tedious resizing/
reformatting and can focus on big ideas and polish. This can improve morale
by reducing grunt work. Management: Significant efficiency gain - what used
to require a team of designers cranking out versions can be done by one editor
with Al oversight. Also reduces external spend (e.g. no need for separate
localization teams, since Al can translate and adapt copy instantly with
reasonably good quality). Customers: Faster delivery of full omnichannel asset
packs and potentially more personalization (Monks could offer each client
many more versions targeting different segments for the same budget).
Consistency is improved too - the Al uses the same base design so all variants
stay on-brand (with final human QC).
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* Financial Impact: Cost Savings: This directly cuts production hours. For
example, if a single master creative can be repurposed into 10 formats in hours
instead of days, Monks saves dozens of designer/copywriter hours per
campaign. It also can reduce freelance or vendor costs (like translation agencies
or video editors for simple tasks). If Monks typically spent $X per adaptation, this
use case might reduce that by, say, 50-70%. Revenue/ROI: By saving costs,
Monks can either improve its margins on fixed-price projects or pass savings to
clients as lower prices to win more business. Also, being able to deliver more
content (e.g. covering new channels that were previously too costly to create for)
could allow upselling - clients might pay a bit extra for an “Al content pack”
service that gives them twice the usual number of deliverables. A recent IDC
report found that organizations integrating GenAl across operations see on
average 3.7x ROI per dollar spent, thanks in part to efficiency gains like this
(Generative Al delivering substantial ROl to businesses integrating the
technology across operations: Microsoft-sponsored IDC report - Middle East &
Africa News Center). Monks could realistically see strong ROI here - the
investment is low (mainly integration work) and the returns in saved labor over a
year can far exceed it (potentially a six-figure sum in year one in reduced manual
production effort).

* Resource Requirements: Tech: A combination of third-party Al services: e.g.,
use OpenAl or Azure Al for copy generation, Adobe Firefly APl for image resize/
fill, a video Al tool for edits. Need a developer or solutions architect to connect
these into a workflow (could be as simple as a script that takes an input and calls
various APIs). Possibly integrate with Monks’ DAM (Digital Asset Management) so
generated versions are stored systematically. Team: An Al specialist and a
couple of developers for initial setup. A project manager to coordinate with
creative teams on requirements (what formats to generate). After setup, need a
small "Al Ops” role to maintain prompts and quality (maybe a creative ops
person trained in using the Al tools). Dependencies: Up-to-date brand
guidelines and templates so the Al knows the boundaries (e.g., feed it brand
colors, fonts to not deviate). Also need client consent in some cases if using their
content with Al - should be addressed in contracts (most will likely agree if
quality is assured).

* Success Metrics: Track the reduction in manual effort: e.g., “Hours of manual
production saved per campaign” (target a specific reduction like 30% less
production hours for a multi-format campaign). Also measure throughput:
number of content pieces delivered per project (should increase significantly).
Monitor quality via client feedback - e.g., ensure client revision rounds don't
increase (a risk if Al outputs need fixing). If possible, quantify cost savings per
quarter from using the tool (internal metric). And of course, client satisfaction or
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retention rate - if this contributes to keeping clients who demand faster/cheaper
content, that's a win.

* Risk Mitigation:

e Quality Assurance: Always have a human review all Al-generated adaptations
before client delivery. Create a checklist for reviewers to catch common Al
issues (like weird image artifacts or mistranslations). Over time, use feedback to
refine the Al instructions (e.g. if tone is off in generated copy, add guidelines
into the prompt).

e Brand Consistency: Encode brand rules into the Al where possible - for
instance, provide the Al with examples of the brand voice and have a library of
"approved” style prompts. For images, maybe limit Al adjustments to safe
parameters (don't alter the main product image, only background or size).

e Transparency: Be open with clients that Monks uses advanced automation to
be efficient - spin it positively (they get more for less). Ensure contracts permit
use of Al and address IP (e.g., confirm that outputs are owned by client just like
any work-for-hire). Many clients are embracing Al themselves, like Mondeléz
which explicitly is investing in Al to lower marketing costs (Mondeléz takes Al
in-house to try and curb marketing costs - Digiday), so they will understand.

e Incremental Rollout: Start on non-critical content. For example, use Al for
internal versions or social posts first (where a mistake is low stakes) before
using on big flagship media. This builds confidence and minimizes any risk of a
high-profile error.

e Best Case Examples:

e Mondeléz "Al Content Factory” - The global snack brand is collaborating with
agencies to build an Al content creation platform to churn out many more
digital ads quickly, aiming to reduce marketing costs and increase content
volume (Mondeléz takes Al in-house to try and curb marketing costs - Digiday)
(Mondeléz takes Al in-house to try and curb marketing costs - Digiday). They
found that Al-driven personalization can boost ROI by 20-30% (Mondeléz takes
Al in-house to try and curb marketing costs - Digiday). Monks can mirror these
principles internally: automate content versioning to save money and deliver
personalized variants that yield better performance.
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e Publicis & Adobe - Content Supply Chain Integration - Publicis Groupe
integrated Adobe’s generative tech into its content operations, allowing high-
quality, tailored content to be produced swiftly, with benefits like reduced
turnaround time and cost efficiency in content production ([ Publicis Groupe
and Adobe Forge Ahead with Strategic Expansion in Al-Driven Creativity |
Flyrank - FlyRank](https://www.flyrank.com/fi/blogs/ai-news/publicis-

groupe-and-adobe-forge-ahead-with-strategic-expansion-in-ai-driven-
creativity)

e Publicis Groupe and Adobe Forge Ahead with Strategic Expansion in Al-
Driven Creativity | Flyrank - FlyRank](https://www.flyrank.com/fi/blogs/ai-
news/publicis-groupe-and-adobe-forge-ahead-with-strategic-expansion-
in-ai-driven-creativity)). This shows that combining Al with existing
content workflows can directly enhance operational efficiency and ROI
for marketing campaigns.

e Medium-Sized Agency Cost Savings: An anecdotal industry example - a mid-
tier agency reported that using generative Al for simple production tasks (like
resizing images and generating alternative ad copy) cut their production
workload by 50%, letting them handle more client work with the same staff (Al
Is Reshaping Advertising — Are You Ready? | by martino.agostini). While not
publicly cited by name, it's reflective of results many are seeing: generative Al
“reduces creative costs by 40-60% while allowing thousands of variants”
(Al Is Reshaping Advertising — Are You Ready? | by martino.agostini). Monks
could achieve similar or better given our scale.

e Tech Startup Omneky’s Al Ads - Companies like Omneky use Al to automatically
generate and test countless ad variations, significantly lowering the cost per ad
creation. Their success with clients in improving online ad performance with
minimal human design work proves the concept. Monks can adopt and
internalize such Al-driven ad variant generation to pass savings to clients and
stay competitive on pricing.

4: Al-Driven Personalized Content at Scale (High
Complexity / High Impact)

e Strategic Fit: This use case focuses on leveraging GenAl to deliver hyper-
personalized marketing content for clients, at a scale previously impossible. It
directly addresses budget pressures by unlocking revenue growth - offering a
premium, differentiated service that can justify higher fees or win new clients,
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while also demonstrating clear ROI for clients (personalized campaigns generally
perform better). In a time of revenue decline, this “blue ocean” offering helps
Monks stand out and tap into clients’ demand for measurable results. It's not just
cutting costs; it's about using Al to drive better outcomes (higher conversions,
engagement) efficiently.

e Complexity Assessment: High complexity. It involves developing a system that
can take data inputs (customer data, segments, behaviors) and use GenAl to
dynamically generate tailored ads, emails, or web content for each segment or
even individual. This means integrating with client data platforms or CRM,
ensuring privacy compliance, and possibly training custom models to match
each brand'’s tone. Timeline might be 9-12 months for a robust platform, though
a pilot on one channel (e.g., personalized email headlines via Al) could be done
in ~4-6 months. Technically it's complex but feasible with current Al (e.g., using
APIs for generation and a rules engine for personalization logic).

* Market Context: Personalization at scale is a holy grail for marketers - Accenture
famously reported years ago that personalization can lift sales significantly, and
today generative Al makes content personalization scalable. Consultancies and
big agencies are investing here: Publicis's integrated Al platform is explicitly to
enable "highly personalized customer experiences” in content at scale ([ Publicis
Groupe and Adobe Forge Ahead with Strategic Expansion in Al-Driven Creativity

| Flyrank - FlyRank](https://www.flyrank.com/fi/blogs/ai-news/publicis-
groupe-and-adobe-forge-ahead-with-strategic-expansion-in-ai-driven-
creativity)) ([Publicis integrates Adobe’s generative Al to scale up
personalized content | Marketing Dive](https://www.marketingdive.com/
news/publicis-adobe-generative-ai-coreai-platform/742756/)). Mondeléz
again is an example: they're starting with performance marketing content
and then scaling to larger media, with Al optimizing and personalizing
content, because they saw higher ROl with personalized campaigns
(IMondeléz takes Al in-house to try and curb marketing costs - Digiday]
(https://digiday.com/marketing/mondelez-takes-ai-in-house-to-try-and-
curb-marketing-costs/)) ((Mondeléz takes Al in-house to try and curb
marketing costs - Digiday](https://digiday.com/marketing/mondelez-
takes-ai-in-house-to-try-and-curb-marketing-costs/#: ~:text=investment)).
On the tech side, companies like Amazon and Netflix set consumer
expectations by personalizing what each user sees - brands now want that
level of relevance in their marketing. By building a GenAl-driven
personalization engine, Monks could position itself at the forefront of
outcome-driven creative services, differentiating from competitors who

Samstag, 5. April 2025 15 of 74



may still rely on templates and A/B testing rather than true one-to-one
creative generation.

* Risk Level: High. Data and Privacy risk: using customer data to generate
content must comply with GDPR, etc., and any Al model must be handled
carefully so it doesn't leak or misuse data. Quality risk: Generating many
versions could lead to off-brand or incorrect messaging if not tightly controlled.
Operational risk: This offering might blur into IT territory (data integration),
which Monks will need strong capabilities in (though Monks has tech DNA, it's
still a step toward a product-ish solution). To mitigate, likely partner with clients’
data teams or use secure environments. The upside (if executed well) is huge,
but it requires careful governance.

* Implementation Details:

e Solution Outline: Develop a “Personalization Studio” that connects to a client'’s
customer segments or CRM data. For each target group (or individual in some
cases), an LLM generates a tailored version of a marketing message. For
example, for an email campaign: instead of one copy for all, the Al writes
several variants - maybe referencing different product uses based on past
purchases. For images or ads: use generative Al (like DALL-E or stable
diffusion) or a library of image assets to tailor visuals (different background,
diverse characters that match the audience profile regionally, etc.). This can
also apply to websites - Al generates different homepage hero text for different
user types.

e Workflow: Strategy team defines personalization rules (or Al finds patterns in
data), creative team provides base assets and brand guidelines. The Al
platform churns out variant content automatically. Before launch, team reviews
a sample of outputs for quality assurance. After launch, the system could even
self-optimize by analyzing which variants perform best and shifting spend to
those (reinforcement learning in ad delivery).

e Timeline: Start with one client who has relatively good customer data and
appetite for innovation. Implement on a single channel (e.g., personalized
social ads). That pilot ~6 months including integration. Then expand to multi-
channel for that client or add more client projects. Full capability (multi-client
platform) ~1 year.

¢ Benefits: For Monks (internal): This is a high-value service - if we can prove it
drives better results, we can charge premium pricing or win bigger contracts
(helping offset revenue declines elsewhere). It also deepens client relationships
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(we'd be integrated with their data/strategy, which is “stickier” than just making
ads). For clients (management): Strong ROI - personalized content tends to
yield higher engagement and conversion. For example, personalized emails
have much higher open and click rates. For clients (customers): End
consumers get more relevant, less generic content - improving their brand
experience. Efficiency: With Al, creating 100 versions isn't 100x the work; it
might be 2x the work (to set it up), so it's efficient at scale.

* Financial Impact: Revenue: This can be positioned as a new service line -
“Monks GenAl Personalization Service.” It can command higher fees or
performance-based pricing. If Monks can show that a campaign delivered, say,
+15% conversion lift due to personalization, we could arrange incentive-based
contracts where we share in the upside. Or at least, it helps win the business in
the first place, protecting revenue. Client ROI: Clients could see big returns - as
Mondeléz shared, personalization done well gave >20% ROI uplift (Mondeléz
takes Al in-house to try and curb marketing costs - Digiday). If we replicate that
for clients, they'll keep spending with Monks. Cost: There is investment in tech
and possibly cloud compute for generating content on the fly, but relative to
outcome it's not huge - many generation tasks can be pre-computed or done
batch-wise. Over time, more automation = less manual creative hours on churn
of variants, which can improve Monks’ margin on these projects. ROl for Monks:
If one large client pays an extra $500k for a yearly personalization program, and
we invest say $300k in tech and oversight, that's immediate positive ROI. As we
onboard multiple clients to the same platform, margins improve because the
platform scales.

* Resource Requirements: Tech: Need to set up secure data pipelines - possibly
using cloud services (Azure, GCP, etc.) where the client’s data can be used by the
Al. Might involve fine-tuning language models on the client’s past marketing
copy for tone consistency. Possibly build a simple user interface for our team to
manage content rules and review outputs. Team: Initially, a multi-disciplinary
squad - data engineer or analyst (to handle client data and segmentation logic),
an Al developer to integrate generative APls, a couple of creatives to provide the
base content and review Al outputs (they become more “curators” than creators
for this service). Maybe a data scientist to work on algorithmic optimization
(optional at start). Partnerships: We might partner with a martech provider or
use something like Persado or OneSpot (tools that do Al content personalization)
if we prefer not to build from scratch. But building in-house with GenAl is
feasible. Dependencies: Requires clients to supply data or allow access to their
analytics - so sales effort to convince clients to do this. Also need robust content
approval process because generating many variant messages might raise
regulatory/brand approval questions (especially in regulated industries).
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* Success Metrics: Ultimately, client KPl improvement: e.g., increase in
conversion rate, click-through, or sales attributable to the personalized content
vs previous generic campaigns. We'd measure lift via A/B tests - our Al-
personalized approach should outperform a control. If it does, that's solid proof.
We'd also measure how much of content production is automated (maybe “95%
of content variations produced by Al” as a metric). For internal efficiency: ratio of
content pieces to creative hours. Also track number of clients adopting this
service and revenue from it (target X clients in year 1, Y in year 2, etc.). Another
metric: ROl delivered to clients (if we can calculate it) because that will be a
selling point. For instance, aim for “each personalization campaign delivers >5x
ROl for the client” - meaning $5 revenue for $1 spent, which is plausible
according to Microsoft/IDC data showing high ROI for GenAl adopters
(Generative Al delivering substantial ROl to businesses integrating the
technology across operations: Microsoft-sponsored IDC report - Middle East &
Africa News Center).

* Risk Mitigation:

e Data Privacy: Work closely with client's legal/Data Protection Officer. Ensure we
don't feed personal data into any third-party Al unprotected. Use on-premise
or client-specific instances if needed. Possibly restrict to non-Pll data or
aggregated segments to avoid any privacy issues.

e Brand Control: Set very clear boundaries for the Al. For example, it should
never change certain key messages or legal disclaimers. \We can achieve
this by locking parts of templates that the Al must include, and only allowing it
to vary safe parts (like greeting, product angle, imagery selection from a pre-
approved pool). Essentially, use a human-in-the-loop: final outputs get a quick
vetting, perhaps via a smart review system (could be another Al that checks
against brand rules!).

e Pilot Before Scale: Start with a small segment or partial personalization (like
maybe personalize on 2-3 variables) to see results and catch issues. Don't go
full one-to-one for millions on day one. Gradually increase complexity as
confidence grows.

e Outcome Assurance: To manage risk to Monks, consider contracts where if Al-
personalized content doesn’t beat the baseline, Monks can offer a make-good
or has aligned incentives to fix it. Sharing some risk can convince clients to try
while protecting the relationship.
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e Best Case Examples:

e Coca-Cola’s Al Personalization Campaigns - Coca-Cola launched initiatives
allowing Al to generate unique visuals for consumers (e.g., the “Create Real
Magic” campaign). While consumer-driven, it demonstrated the power of many
unique content pieces from a core concept. Internally, Coca-Cola is exploring
Al to personalize marketing content per consumer. Though specifics are
private, the move signals that even iconic brands expect Al to deliver tailored
experiences at scale, with agencies needing to provide that capability.

e Amazon'’s Personalized Ad Experiences - Amazon's advertising arm uses Al to
auto-generate ad variants targeted to different shopping behaviors. For
instance, they might change an ad’s copy or product image depending on
whether a user is budget-conscious or luxury-oriented. This has led to
improved ad performance and is something Monks can emulate with our
creative flair added in.

e Accenture Song & Cadlillac “Virtual Advisor” - Accenture Song helped Cadillac
create a personalized Al-driven advisor that gives custom content (like
maintenance tips, upgrade offers) to Cadillac owners. This kind of personalized
content experience, enabled by Al, led to more engaged customers and cross-
sell revenue (Generative Al In Business: Why Accenture |s Investing $3 Billion In
Al) (Accenture launches generative Al studios for enterprises | CIO Dive). It's an
example of consultancies pushing into personalized content; Monks can
compete by offering creative, emotionally resonant personalization via GenAl.

e Publicis Epsilon & Personalization - Publicis’ data arm Epsilon is known for its
personalization engine. Now with generative Al (plus the Lotame acquisition
adding more consumer data (Publicis integrates Adobe’s generative Al to scale
up personalized content | Marketing Dive)), they can serve dynamically
generated ad content to micro-segments. They've boasted improved
campaign ROI for clients through this data+Al approach. Monks, leveraging its
creative + tech talent, can build a comparable capability to deliver measurable
uplifts for clients.

e IDC/Microsoft Report on GenAl ROI - A recent IDC study found top companies
using generative Al are getting ROl up to 10x ($10.3 return per $1)
(Generative Al delivering substantial ROl to businesses integrating the
technology across operations: Microsoft-sponsored IDC report - Middle East &
Africa News Center), especially in sectors like Media and Retail where
personalized content is key. This underpins the business case: done right,
personalized GenAl content can massively pay off. Monks can cite such
evidence when pitching this service, and strive to achieve similar success

stories with our clients.
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Operational & Cultural Integration Post-Acquisition

Monks / Painpoint

After 31 acquisitions and 8 divisions, Monks must unify disparate technologies,
processes, and cultures. The following use cases leverage GenAl to knit together
tech, creative, and business cultures, creating a “one Monks” ethos and operation.
Inspiration comes from peers like Accenture Song and Publicis who have faced
similar integration challenges.

5: Monks Knowledge Hub (Al-Powered Intranet) (Low
Complexity / Quick Win)

e Strategic Fit: This use case creates a central Al-driven knowledge repository
and assistant that all 8 divisions and acquired teams can access for information,
best practices, and collaboration. Strategically, it supports the post-merger “one
company” vision by breaking down silos of information and making the expertise
from any of the 31 acquisitions available to everyone. It's aligned with how
Publicis built “Marcel” to connect its 80,000 employees; Monks can build a
scaled-down but targeted version for its workforce. In essence, it turns the
diverse knowledge scattered across the company into a shared asset, fostering
integration of tech, creative, and business know-how.

* Complexity Assessment: Moderate complexity (hence a quick win relative to
other integration initiatives). There are existing frameworks for Al Q&A bots on
company data. Implementation involves aggregating documents (wikis, project
case studies, playbooks from acquired agencies) and letting an Al (like an
internal ChatGPT) answer employees’ questions. Could be done in ~4-6 months
for a functional MVP: gather data, use a vector database and an LLM. Many
companies have deployed similar internal chatbots with recent advances in
LLMs. Technically it's straightforward; culturally it's about driving adoption.

e Market Context: Large agency holding groups have emphasized internal
platforms to unify employees. Publicis Marcel is a prime example: an Al
platform designed to connect all employees to opportunities, knowledge, and
each other, explicitly to break down internal silos (Marcel is taking the clients—
and Publicis Groupe talent—to the next level.) (Marcel is taking the clients—and
Publicis Groupe talent—to the next level.). It shows that in professional services,
connecting talent and knowledge via Al is becoming standard. Accenture too,
with its massive workforce, has internal knowledge systems (and likely
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experimenting with GenAl to support consultants). In Monks’ context, after rapid
M&A, people often “don’t know what they don’t know” - e.g., a creative in one
country might be unaware of tech capabilities acquired elsewhere. An Al
knowledge hub ensures that collective capability is visible. Additionally, with so
many acquisitions, institutional memory can be locked in legacy documents or
departing founders - capturing that with Al preserves value. This use case is
almost expected now; if Monks doesn’t do it, we risk under-utilizing our acquired
talent network.

e Risk Level: Low. This is an internal-facing tool, so risks like incorrect answers or
outdated info are present but not catastrophic. Content accuracy risk: The Al
might surface wrong answers if knowledge base isn't updated - mitigated by
maintaining the repository. Security: Must ensure sensitive docs are
permissioned (only answer what an employee should see). These are
manageable with modern enterprise search Al setups. Cultural risk: minor -
some might be hesitant to use an Al assistant, but given the younger, tech-savvy
profile at many Monks divisions, adoption should be okay if tool is good.

* Implementation Details:

e Data Integration: Compile data from all acquired companies - previous case
studies, client deliverables (non-confidential ones), process docs, playbooks,
HR policies, etc. Also ingest employee profiles/skills (so the Al can help find
experts). Use an indexing tool to make it searchable by the LLM.

¢ Al Tools: Use a pre-trained LLM (could be OpenAl GPT-4 or similar, possibly
hosted securely) and fine-tune or prompt-tune it on Monks content. Create a
chatbot interface (could be within our intranet or a Teams/Slack bot) where
someone can ask, e.g., “Do we have experience with automotive AR apps?”
and get an answer like “Yes, our team in X office did a project for BMW in 2022.
The expert was Person Y.” (with reference to the source). The Al should also
facilitate connections, e.g., “Connect me with our data analytics experts in
fintech” - it could list names or even facilitate a chat channel.

e Timeline: Inventory and data prep (2-3 months, including obtaining approvals
from various units to share docs), then model setup and testing (1-2 months).
Pilot with one division’s data to tweak relevancy, then scale up to all divisions.
Launch internally with some fanfare to encourage use.

o Benefits: For employees: Immensely helpful - new joiners can quickly get up
to speed by querying the Al instead of knowing who to ask; consultants/sales
can find relevant case studies in seconds when preparing proposals; technical
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staff can find if a solution already exists somewhere in the firm before
reinventing it. It democratizes knowledge and reduces the “whom do | call for
X" problem. For management: Encourages cross-selling and collaboration
across the acquired entities, which was a key rationale of acquisitions. It also
reveals hidden talents - e.g., management can query how many people know a
certain skill, helping form cross-unit teams. For customers: Indirect benefit -
when Monks teams are more integrated and informed, clients receive more
cohesive, well-informed solutions (e.g., a client might get a proposal that
leverages an expertise from an acquired agency they didn't even know Monks
had). Also, faster internal answers mean faster response to clients. Culturally, it
signals to clients that Monks operates as one unified firm (as knowledge is
shared, not siloed).

e Financial Impact: This is mostly about operational efficiency and enhancing
revenue opportunities. Cost Savings: Saves time that employees spend
searching for info or duplicating work. If each of 9,000 Monks employees
(hypothetical number) saves even 1 hour a week thanks to the Al, that's a huge
productivity gain - essentially like adding dozens of FTEs worth of output with
minimal cost (ROl in productivity). It can also reduce dependency on specific
individuals (if someone leaves, their knowledge is partly retained in the system).
Revenue Enablement: By uncovering capabilities and case studies, Monks can
assemble better pitches and project teams, likely winning more deals or
expanding existing ones. For example, if a division in Europe can now easily pull
in expertise from a LATAM acquisition for a proposal, it could win a contract it
otherwise wouldn't. While hard to precisely quantify, even a few extra project
wins due to better internal knowledge sharing can pay for the system many
times over. Publicis stated Marcel was about leveraging their entire talent pool to
serve clients better (Marcel is taking the clients—and Publicis Groupe talent—to
the next level.) (Marcel is taking the clients—and Publicis Groupe talent—to the
next level.) - that translates to revenue protection and growth. Our system
likewise could indirectly boost revenue by, say, a few percentage points through
improved cross-unit collaboration. Cost to implement is modest (mainly cloud
and a small project team), so ROl is high if adoption is high.

* Resource Requirements: Tech: A knowledge management team to gather and
sanitize data. Possibly an NLP engineer or external vendor to set up the LLM
search (though many out-of-box enterprise solutions exist now). Cloud
infrastructure to host the vector index and maybe a fine-tuned model (cost will
depend on usage but manageable given it's text Q&A). Team: 1-2 project leads
(maybe from IT and HR combined) to drive it. Representatives from each division
to contribute key documents. After launch, a content curator role might monitor
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the quality of answers and update the knowledge base regularly (ensuring new
projects are added, outdated info removed). Change Management: Some
training sessions or internal marketing to encourage usage (“Ask MonksAl
anything!”). Possibly integrate usage into onboarding for new employees.
Dependencies: Need buy-in from leadership of each acquired entity to share
their knowledge - framing it as mutual benefit is key. Also must handle multi-
lingual content if some acquisitions have non-English resources (the Al can be
multilingual if needed).

* Success Metrics: Adoption: number of queries made to the Al assistant (if it's
not being used, it fails its purpose). Target steady growth in usage, maybe set a
goal like “80% of employees use the tool at least once a week” in the long run.
Response quality: measure through feedback or an automated rating after
answers - aim for high usefulness scores. Knowledge coverage: track which
areas get asked where Al has no answer - that signals gaps to fill (and an initial
metric can be, say, answerable questions rate). Collaboration outcomes: harder
metric but look for increased cross-division project frequency or referral -
possibly track if queries lead to follow-up (e.g., “recommend expert” queries
leading to connections). Could also survey employees on how it affected their
work (e.g., X% say it helped them find something that saved time or improved a
proposal). Ultimately, if Monks starts to function more as one unit (e.g., multi-
division joint projects increase by Y%), that's a success indicator and likely
influenced by better knowledge flow.

* Risk Mitigation:

e Information Overload: Ensure the Al gives concise, relevant answers with
references, not just a data dump. Fine-tune it to prioritize most useful info.
Maybe limit it to official vetted content to avoid surfacing any conflicting
methodologies from different legacy companies (which could confuse users).

e Security: Implement robust access control. For example, if finance teams have
confidential data not to be widely shared, tag those documents so Al only
answers to authorized roles. Regularly audit logs to ensure no one’s pulling info
they shouldn't.

e Cultural Sensitivity: The acquisitions mean different cultures - be careful that
the Al's tone and content respect that (e.g., avoid bias towards one country’s
docs). Include diverse content so it doesn’t skew answers only from the most
represented group. Possibly have it give multiple perspectives if relevant (like
“Agency X and Agency Y had slightly different approaches to project
management; here’s a summary of both”).
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e Gradual Rollout: Start with a small user group to gather feedback and improve
the system. Perhaps the strategy and solutions team uses it first, then roll to all.
Early champions can share success stories (e.g., "l asked MonksHub for a case
study on VR and found exactly what | needed in minutes!”) to drive adoption.

* Best Case Examples:

e Publicis Marcel Platform - Publicis Groupe built Marcel, an Al platform
connecting 80,000 employees to knowledge, expertise, and opportunities,
explicitly to break silos after many acquisitions (Marcel is taking the clients—and
Publicis Groupe talent—to the next level.). Marcel uses Al to let staff search for
case studies, find colleagues with certain skills, and even recommend internal
“gigs” across teams (Marcel is taking the clients—and Publicis Groupe talent—to
the next level.) (Marcel is taking the clients—and Publicis Groupe talent—to the
next level.). This has been transformational in unifying Publicis’ once-disparate
agencies. Monks' knowledge hub would serve a similar integrative purpose (on
a smaller scale), proving the concept with Marcel’s success.

e Accenture’s Internal Knowledge Al - Accenture, after acquiring creative firms
and countless others, reportedly has internal Al tools (though not publicly
branded like Marcel) to help consultants tap into the firm'’s vast repository of
case studies and solutions. The goal is to integrate learnings from each
acquisition and project back into the business quickly (Reinventing M&A
with Generative Al | Accenture) (Reinventing M&A with Generative Al |
Accenture). For example, Accenture’s post-merger integration strategy
highlights using data and Al to render new operating models and
communications across the merged entity (Reinventing M&A with Generative
Al | Accenture). Monks can draw from this approach, using Al to standardize
and disseminate operational knowledge from all acquired teams.

e 54 Capital’s “Unitary Brand” Initiative - When S4 merged MediaMonks with
MightyHive under the single Media.Monks brand, they emphasized unifying
content, data, digital media, and tech services into one team. While an Al
tool wasn't explicitly mentioned, the success of functioning as a single P&L
across 6,000+ people likely relies on robust internal knowledge sharing. A
Monks Al hub would be the kind of tool to reinforce that unitary model,
ensuring everyone has access to the combined know-how (from creative
production techniques to data analytics playbooks) that came with each
merger.

e Deloitte’s "Knowledge Engine” - Deloitte, another company grown via
acquisitions, has invested in Al-powered knowledge management. They have a

Samstag, 5. April 2025 24 of 74


https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Marcel%20is%20a%20custom,in%20above%20to%20get%20started
https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Marcel%20is%20a%20custom,in%20above%20to%20get%20started
https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Big%20picture%2C%C2%A0Marcel%20is%20here%20to,normal%E2%80%94along%20with%20all%20of%20us
https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Big%20picture%2C%C2%A0Marcel%20is%20here%20to,normal%E2%80%94along%20with%20all%20of%20us
https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Publicis%20believes%20that%20when%20our,rolling%20out%20all%20the%20time
https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Publicis%20believes%20that%20when%20our,rolling%20out%20all%20the%20time
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=Executives%27%20lack%20of%20clarity%20on,and%20facilitating%20post%02merger%20performance%20assessments
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=Executives%27%20lack%20of%20clarity%20on,and%20facilitating%20post%02merger%20performance%20assessments
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=value%20beyond%20pre,generative%20AI%20present%20a%20huge%E2%80%94
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=value%20beyond%20pre,generative%20AI%20present%20a%20huge%E2%80%94
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=value%20beyond%20pre,generative%20AI%20present%20a%20huge%E2%80%94
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=value%20beyond%20pre,generative%20AI%20present%20a%20huge%E2%80%94

cognitive search tool that consultants use to query past proposals and experts.
This has improved project ramp-up speed. Such professional services
examples underscore that Al knowledge systems are critical for large, multi-
disciplinary organizations to operate efficiently.

¢ [BM Watson at PwC - A few years ago, PwC experimented with IBM’s Watson to
create an internal advisor for their consultants - asking questions about
industries or PwC services. While early in Al days, it reportedly helped new
consultants learn faster. Today’s GenAl is far more powerful; if that early
attempt provided value, a modern LLM-based system at Monks could far
exceed it in delivering integration of culture and knowledge.

6: Generative Culture & Workflow Coach (High
Complexity / Transformative)

e Strategic Fit: This use case envisions an Al-driven “coach” or system that actively
facilitates operational and cultural integration on an ongoing basis. It's like an Al
concierge for post-merger integration: it can recommend process
harmonizations, flag cultural gaps, and even generate unified
communications or training to bridge differences. Strategically, it accelerates
the blending of 31 acquired cultures into one Monks culture by using data and
Al to pinpoint where misalignments are and offering solutions. It draws
inspiration from Accenture Song's approach of combining creative and tech
cultures - here, Al would systematically help merge Monks’ tech, creative, and
business processes. This is high impact because true integration is not one-and-
done; it's continuous. Having a GenAl system “watching and guiding” integration
ensures the whole organization truly operates as one, unlocking the full value of
acquisitions (collaboration, cross-selling, efficiency).

e Complexity Assessment: High complexity. This involves multiple Al capabilities:
analytics on workflows (possibly mining project management data or HR
surveys), generative capabilities to produce integration plans or
communications, and maybe even conversational agents to mediate between
teams. It's like building an Al management consultant inside Monks. Technically,
it might integrate process mining tools with LLMs. Timeline could be 12+ months
for a pilot that focuses on a few key integration areas (e.g., aligning project
management methods between divisions using Al suggestions). It's a novel use
of GenAl - fewer off-the-shelf solutions - so more R&D is needed. Complexity is
also organizational: it touches many departments (HR, ops, IT).
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e Market Context: Few have explicitly built an “Al integration coach,” but
elements exist. Accenture has written about using generative Al in post-merger
stages such as designing target operating models and transition plans
(Reinventing M&A with Generative Al | Accenture). That indicates leading
consultancies see potential in Al to accelerate integration steps (like org design,
system integration, change management communications). Monks can
internalize that idea. Accenture Song itself, having acquired creative agencies,
had to merge different ways of working; they likely used data-driven approaches
to measure integration progress (Accenture Song acquired Unlimited Group one
hundred days ago, marking a... | Helmut Schindlwick). Publicis, after many
acquisitions, created unified processes under “Power of One” - they might have
benefited from tools to enforce common methodologies. Another relevant
context: large companies use Al sentiment analysis on employee surveys or chat
to gauge culture - for instance, analyzing if acquired employees feel included.
Combining that with generative action plans could proactively address issues
(e.g., if one acquired team feels undervalued, Al could alert leadership and even
draft a response plan). This is bleeding-edge, but doing it would put Monks
ahead of peers, showing we deeply care about internal synergy (which ultimately
benefits client service).

* Risk Level: Medium-High. Data and Privacy: analyzing internal communications
or surveys raises privacy/ethical concerns; must be transparent and careful.
Change resistance: Employees might feel weird about an Al analyzing their
workflows or culture (“big brother” fears). Must position it clearly as a support
tool, not surveillance. Accuracy: The Al's recommendations could be off-target,
so human validation is crucial - you don’t want to enact a flawed “integration
suggestion” blindly. However, if treated as decision support for leadership, risk is
mitigated by human judgment on top. Technically, there's some risk in
integrating various data sources (project data, HR data) and deriving insights -
but manageable with iterative development and expert oversight (e.g., involve
HR in interpreting culture analysis).

* Implementation Details:

e Components: This “coach” could have several modules: (1) Process
Harmonizer: monitors how different teams execute projects (maybe via project
management software metadata or deliverable patterns) and suggests best
practices to standardize. E.g., if one division uses Agile and another Waterfall,
Al identifies mismatches causing delays and generates a recommended hybrid
process. (2) Cultural Sentiment Analyzer: uses NLP on anonymized employee
feedback (from pulse surveys, townhall questions, internal chat sentiment) to
find areas of cultural friction or morale dips. (3) Generative Communications
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Assistant: when a common issue is identified (say confusion about new org
structure or values), the Al can draft communications or training content to
address it - e.g., a “One Monks Handbook” snippet or an FAQ for that issue. (4)
Al Mentor/Bot: an interactive bot that employees or managers can ask for
advice on integration issues (“How do | work with the team from X acquisition
effectively?” or “Suggest ways to combine our design process with the
development team’s process”). The LLM would answer based on learned
knowledge of both cultures.

¢ Data needs: feed the Al historical project data, KPIs by division, surveys,
perhaps exit interview themes, etc. It might also use the Knowledge Hub (Use
Case 5) as one data source for how things are done. Possibly train it on Monks’
core values and desired culture traits so it knows the target state.

e Rollout: Start with an internal task force (HR, Ops, IT) to identify two or three
pressing integration pain points. Apply Al to those. For instance, if
collaboration between creative and engineering teams is an issue, focus the
coach on analyzing those interactions and suggesting improvements (maybe
generative role-playing scenarios to train them). Develop those solutions over
~6-8 months. Test in a controlled group (like one region or one merged
department) for another few months, gather feedback, refine, then expand.

e Benefits: For employees: They gain a clear sense that the company is actively
helping integration. The Al mentor could help resolve confusion (like an
employee from an acquired company can ask how to navigate Monks' structure
to get something done, and get guidance). This reduces frustration and helps
people adopt “Monks ways"” faster while also preserving the best of their
original ways. For management: Real-time pulse on integration progress and
problem areas. Instead of waiting for quarterly surveys or rumors, management
gets data-driven insights (“Team from acquisition A feels they cant get support
from IT - integration gap in IT support process”). They also get help formulating
responses - saving leadership time by providing drafts for emails or playbooks
to address integration issues. For customers: A more unified Monks means
smoother project delivery (no internal turf wars or miscommunications spilling
over). Also, by harmonizing workflows, clients get a consistent experience
regardless of which legacy part of Monks they deal with. In essence, it helps
fulfill the brand promise of a seamless global team. Over time, this can lead to
improved project quality and speed as internal friction is eliminated.

* Financial Impact: The financial benefits are indirect but significant. Operational
Efficiency: If processes are unified and optimized, that means less waste - for
example, not duplicating project management overhead in each division, or
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reducing delays caused by misaligned methods. That translates to lower delivery
costs and higher project margins. If the Al coach helps shorten integration time,
Monks realizes synergies faster (every month faster we integrate could mean $$
saved from redundant systems or roles, etc.). Talent Retention: Cultural
integration keeps employees engaged; lower turnover avoids costly recruitment
and loss of expertise (each % point of attrition reduced saves a lot in
replacement costs). Revenue Enablement: A strongly unified culture can cross-
sell services more effectively (like a data division feeling comfortable introducing
a creative division to their client). If the Al identifies and helps fix hindrances to
cross-division sales, that opens revenue opportunities. Hard to quantify exactly,
but if each of the 8 divisions, thanks to better integration, lands one extra cross-
service project a year, that's substantial new revenue. Also consider the cost of
failed integrations - if an acquired company'’s capabilities aren't integrated, it's a
lost investment. This use case protects the ROI of past M&A by ensuring none
languish. ROI: The cost is the project team and IT investment (maybe a few
hundred thousand dollars in development and cloud costs). The return might be
seen in improved EBITDA from efficiency and additional sales within a year or
two. Even a small percentage increase in utilization or decrease in overhead
across a company of Monks' size easily justifies it.

* Resource Requirements: Tech: This is custom - likely need data analysts and
data scientists to set up the monitoring and analysis part, and Al developers to
create the generative advisory components. Possibly leverage existing tools:
e.g., use an employee survey analytics tool for sentiment, plug its findings into
an LLM that has been fine-tuned on organizational development content to
suggest actions. Team: A cross-functional core team: HR (for culture and people
insight), Operations excellence folks (for process standardization insights), IT/
data (for system integration data). Perhaps engage an external consultant initially
to define key integration metrics that the Al should watch (so we build the right
things). After building, you'd maintain it with maybe an “Integration Office” team
- which many companies have post-merger - using the Al to augment their work.
Leadership involvement: necessary to actually implement the Al's
recommendations. So there should be governance where Al suggestions go to a
committee or the COQ's office for decision and rollout. Dependencies: This
needs data from multiple internal systems - HRIS (for org structures, maybe
engagement surveys), project management tools (Jira, Asana, etc.), financial
systems (to see if any inefficiency patterns). Ensuring those data can be accessed
and are somewhat clean is a dependency. Also requires a baseline definition of
“Monks standard processes/culture” so the Al knows what alignment looks like.

* Success Metrics: Integration KPIs improvement: e.g., time to integrate new
acquisitions (measure from acquisition close to full integration of systems and
processes - aim to reduce by X%). Employee engagement scores converging:
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acquired teams vs old teams should reach parity in engagement and
understanding of Monks values - survey results can show that, and target that
within say 1-2 years, there is no gap. Process consistency: Could audit projects
for compliance with standard workflow - target a higher percentage following
the unified approach over time. If the Al suggests say a new process and
adoption goes up, measure that. Cross-division collaboration frequency:
number of projects or proposals involving multiple former companies - should
increase, indicating silos are breaking. Issue resolution speed: if the Al flags an
integration issue (like confusion about a policy) and generates a solution,
measure how quickly it was implemented vs previous human-only approach.
Also track usage of the Al mentor by managers - are integration-related
questions being asked and answered? If yes, and those translate to actions, it's
working. Ultimately, perhaps a metric like “realize 100% of forecasted M&A
synergies in half the typical time.”

* Risk Mitigation:

e Privacy and Trust: Be very clear with staff about what data is used. Use
anonymization for any analysis of communications or sentiment. Perhaps opt-in
for some aspects (e.g., let employees choose to use the Al mentor bot for
personal advice, rather than forcing it). Emphasize it's to improve their work life,
not to judge performance. Keep the focus on processes and culture, not
individuals.

e Human Oversight: The Al coach should augment leadership, not replace it.
Ensure every recommendation is reviewed by a human integration leader who
knows context. This avoids any tone-deaf automated memos or misguided
changes. Basically, Al produces a draft or insight, and humans decide. This
approach was successfully used by some companies where Al drafted merger
communications and humans edited them - speeding up the process but still
aligning tone.

e Phased Approach: Don't overload with too many integration aspects at once.
Maybe phase 1 focuses on process integration (very tangible), phase 2 on
cultural integration (more sensitive). Show success in one domain to gain trust
for the other.

e Continuous Learning: Keep the Al updated with outcomes. If it suggested an
org change and we did it, feed back whether metrics improved. That way the
system learns which suggestions work (reinforcement). If it gave a bad
suggestion and we rejected it, fine-tune it to avoid that kind of suggestion.
Essentially, treat it like a team member you train.
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e Backup by Policy: Use the Al to draft integration policies or guides that can then
stand on their own. If the Al goes down or is wrong, the company should still
have a tangible unified process and culture docs. The Al is a catalyst to
produce those faster. Once they exist (e.g., one common project delivery
manual), institutionalize them. The Al can then shift to monitoring adherence or
updating those as needed, rather than always working ad-hoc.

* Best Case Examples:

e Accenture’s Post-Merger Al Usage - Accenture Strategy has noted that
generative Al can aid post-deal integration by automating transition tasks and
even producing deal communications and operating models (Reinventing
M&A with Generative Al | Accenture). Imagine an Al drafting the blueprint for
merging two operating processes - that's essentially what we aim to do. This
validates using Al in integration playbooks. While Accenture would offer this to
clients, Monks can use it internally to harmonize our own acquired units,
showing a dogfooding of advanced practice.

e Publicis “Power of One” Implementation - Publicis Groupe’s transformation to
break down silos (“Power of One”) required massive internal change. While
details are private, one can infer they had to standardize workflows across
creative agencies and align cultures. An Al coach could have accelerated such
alignment. Publicis success in acting as a unified enterprise platform (Publicis
Groupe Unveils Marcel | Publicis Groupe) (Marcel is taking the clients—and
Publicis Groupe talent—to the next level.) suggests that systematically
addressing cultural integration (likely with the help of platforms like Marcel and
rigorous change programs) works - our use case simply adds GenAl to
systematize that.

e McKinsey OrglLab with Al - McKinsey & Co. has an internal product called
Orglab that uses analytics to study how organizations function (using data like
email networks, meeting counts) to identify silos and recommend changes. It's
not generative, but prescriptive analytics. Now imagine adding a generative
layer to not just identify issues but propose solutions - that's akin to what we
propose. Companies using OrglLab have improved collaboration and reduced
silos. Monks’ GenAl coach would be a next-gen OrglLab, combining insight
with action suggestions.

e Microsoft’s Workplace Analytics & Viva - Microsoft uses Al in its Viva platform to
give managers and employees “nudges” for better work habits and
collaboration (like “You haven't had a 1:1 with your new team member yet,
schedule one”). It's data-driven coaching for workplace effectiveness. Our

Samstag, 5. April 2025 30 0of 74


https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=value%20beyond%20pre,generative%20AI%20present%20a%20huge%E2%80%94
https://www.accenture.com/content/dam/accenture/final/accenture-com/document-2/Accenture-Reinventing-MA-with-Generative-AI.pdf#:~:text=value%20beyond%20pre,generative%20AI%20present%20a%20huge%E2%80%94
https://www.publicisgroupe.com/en/news/press-releases/publicis-groupe-unveils-marcel#:~:text=Publicis%20Groupe%20,era%20of%20creativity%20and%20innovation
https://www.publicisgroupe.com/en/news/press-releases/publicis-groupe-unveils-marcel#:~:text=Publicis%20Groupe%20,era%20of%20creativity%20and%20innovation
https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Big%20picture%2C%C2%A0Marcel%20is%20here%20to,normal%E2%80%94along%20with%20all%20of%20us
https://www.linkedin.com/pulse/marcel-taking-clientsand-publicis-groupe-talentto-next-dat-tran#:~:text=Big%20picture%2C%C2%A0Marcel%20is%20here%20to,normal%E2%80%94along%20with%20all%20of%20us

context is integration, but the concept of Al nudging behaviors for better
collaboration is proven by Microsoft. Monks' system could nudge, for example,
an acquired team lead to connect with their counterpart in another division to
share knowledge - facilitating integration behaviors.

e Case: Merging Cultures at Deloitte Digital - When Deloitte acquired creative
agency Heat, they had to integrate a very different creative culture into a large
consultancy. A well-known outcome was that they managed to let the creative
talent thrive while adopting Deloitte’s rigor in processes. Though details are
scant publicly, it's likely they used a structured change management approach.
Our Al coach idea would play exactly that role - structuring and accelerating
such cultural blending. The success at Deloitte (Heat went on to win big
accounts and awards under Deloitte) shows that intentional integration efforts
pay off; Al could make those efforts more precise and proactive.
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Blue Ocean Strategy vs. Creative Agencies

Monks / Painpoint

Monks competes with WPP, Publicis, Accenture Interactive, and indie agencies in
the creative arena. These use cases carve out uncontested market space by
leveraging Monks' tech+creative strengths, moving beyond traditional agency
offerings. The goal is to offer novel GenAl-powered services that typical creative
agencies haven't mastered, differentiating Monks in pitches and capabilities.

7: On-Demand Al Creative Strategy Generator (Low
Complexity / Differentiated Service)

e Strategic Fit: This use case positions Monks as the agency that can generate
and prototype creative concepts on-the-fly in collaboration with clients. It's
essentially a GenAl-powered creative strategy service where, in a workshop or
pitch, Monks can produce instant campaign ideas, rough visuals, taglines, even
media plans via Al. Strategically, this exploits Monks’ tech DNA to impress clients
with speed and innovation in idea generation - something traditional agencies
(with slower brainstorm cycles) can't easily match. It creates a blue ocean by
redefining how creative proposals are developed: interactively and powered by
Al, rather than weeks of behind-closed-doors work. This offering aligns with
Monks" agile culture and shows clients a unique value: real-time creativity at
scale.

e Complexity Assessment: Low-to-medium complexity. The components (GPT for
copy ideas, Midjourney/DALL-E for visuals, maybe tools for mood board or even
basic video) already exist. The key is orchestrating them in a user-friendly way for
workshops or rapid pitches. A minimal implementation might just use existing
interfaces (e.g., have a team member skilled in prompting generate stuff live). A
more refined implementation could be an internal tool that combines these APIs
with templates for strategy (e.g., SWOT analyses, customer personas generation
from a brief). But overall, it's more about adopting Al in the creative process than
building new tech. A prototype could be up in ~3 months (just set up a “creative
sandbox” environment with the needed Al subscriptions and some pre-made
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prompts). Full service rollout within 6 months including training the creative
facilitators to use it.

* Market Context: Traditional creative agencies pride themselves on big ideas,
but their process is usually time-consuming. Clients, under pressure, might
prefer faster iteration. Some agencies have begun experimenting: for example,
Ogilvy has used ChatGPT to help in brainstorming ad copy variants, and
found it sped up initial concepting (though final ideas still need human polish).
However, few if any agencies openly offer clients a session where Al generates
concepts live. This is differentiating. Indie agencies likely cant invest in the full
stack of Al tools as Monks can. Accenture Song or consulting firms dabble in
innovation workshops with Al, but they lack the creative flair Monks has - we
combine both. Also, consider how pitches are evolving: clients might ask “what
can you do with Al for us?” - Monks showing up and actually using Al in the
meeting to co-create demonstrates capability and builds trust. It echoes how
Jellyfish embedded GenAl in ideation (Jellyfish unveils next-gen creative
structure with Gen Al at its core), but we'd make it client-facing. This is a “blue
ocean” in that it changes the agency-client collaboration model.

* Risk Level: Moderate. Creative quality risk: Raw Al outputs can be mediocre or
generic. We must manage the client’s expectations that Al gives a starting point,
not final polished big ideas. If done poorly, it could undermine our creative
credibility (“they just let a computer come up with our slogan?”). IP risk: Need
clarity on IP ownership of Al-generated drafts (generally fine if we use them
internally, but if a concept moves forward, ensure it's original enough and rights
are clear). Competitive risk: If not executed distinctively, competitors could
copy the approach (Al is accessible to all). So we must tie it tightly to Monks’
unique style and expertise - the human interpretation of Al ideas is our secret
sauce. But overall, if framed as a collaborative creative experience, risks can be
mitigated by strong facilitation (the Al is a tool, not the thinker).

* Implementation Details:

e Service Offering: Imagine a workshop with a client's marketing team. Monks
facilitators ask the client about their brand and goals, feed key info into a set of
GenAl tools in real-time. The Al (projected on screen perhaps) generates:
campaign theme ideas, sample slogans, rough mockups of an ad, even a quick
jingle lyrics. The Monks team curates and guides this (keeping it on brand), and
the client reacts in real-time - “"We like concept 3, can we see it with a different
tone?” - and Monks tweaked prompts to generate iterations. By end of session,
we might have 2-3 fleshed-out campaign directions with some visual and copy
prototypes. This compresses what normally takes weeks into hours, with the
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client as co-creator. Afterward, Monks team refines the best ideas and formally
presents a polished strategy.

¢ Tools Integration: Use a combination of LLM for text (OpenAl or Anthropic
model for concept writeups, brand narratives, social post examples), image
generator for mood boards (Midjourney, DALL-E), maybe a layout generator
(Adobe Firefly can create ad layout suggestions given copy and image).
Possibly even a simple video or animation via tools like Synthesia or Runway for
a storyboard animatic. These could be accessed through a unified interface
(maybe a custom Monks “Idealab” tool) or simply by having different apps
ready. The tech itself is relatively plug-and-play; the innovation is in how we use
it in front of the client.

e Training: Monks creatives and strategists need to be trained in prompt
engineering and improvisational use of Al. They become "Al DJs,” skillfully
operating the tools live. Also, prepare a library of tested prompts for common
industries or campaign types to speed up generation in sessions.

e Pilot: Try this on a friendly client or internal project to iron out kinks. Possibly
run an internal contest where teams use this approach to create a hypothetical
campaign - to practice and showcase results (build internal confidence).

¢ Positioning: Market it as “Instant Imagination: A GenAl Workshop by Monks” -
something that sounds exclusive. Emphasize that our experts plus Al can
explore a hundred ideas in the time others explore five, leading to more
innovative outcomes.

 Benefits: For clients: They get to be part of the creative process actively, which
many clients enjoy (especially as marketing teams are under pressure, they'll love
seeing a breadth of ideas quickly). It also gives them tangible prototypes early,
reducing uncertainty. Plus, it demonstrates that Monks is efficient - possibly
saving them money long-term because the ideation phase is faster. For Monks:
A major differentiator in sales - even if not every client wants a live Al ideation
session, just knowing we have that capability signals we're ahead of the curve. It
likely shortens the pitch process (we can generate pitch ideas faster) so we can
pitch more often or with less cost. Also, by involving clients early, we ensure the
concepts are closer to what they want, increasing pitch win rates and reducing
revisions later (efficiency in execution). For employees: It's a new way of working
that can be exciting; our creatives can focus on high-level direction and curation,
letting Al handle grunt work of fleshing out variations. It can boost the team’s
output without burning them out, as Al does the heavy lifting under guidance.

Samstag, 5. April 2025 34 of 74



e Financial Impact: Revenue: If this service helps us win more accounts, that'’s
direct revenue impact. Even offering this as a paid workshop could be revenue
(some clients might pay for an innovation day). If it speeds up project kickoffs, we
turn projects around faster, possibly taking on more projects per year (utilization
gain). It also could reduce pitch costs (less man-hours spent, since Al aids in
creating pitch materials), improving our new business ROI. Competitive edge:
In a tight market, being differentiated helps maintain or grow market share - not
directly a financial metric, but critical for revenue stability. ROl: The cost to
implement is low (Al tool subscriptions and some training), but the value of even
one big account win because we wowed them with this approach could be
millions. For example, if Monks is pitching against WPP for a global campaign
and we bring an Al-assisted session to the table, that novelty and speed might
clinch it. That payoff dwarfs the minimal investment.

* Resource Requirements: Tech: Subscriptions to best-of-breed GenAl platforms
(which we likely already have in some form). Possibly a simple web interface that
can trigger multiple tools and display results nicely (if we want to polish the
experience). People: Train a few "Al Creative Leads” in each major office - these
are people comfortable with both creative direction and Al operation. Maybe
create a small internal team to support them with developing prompt packs or
troubleshooting Al outputs. Environment: Ensure we have the hardware (good
GPUs or cloud access) for rapid generation, so clients aren’t waiting long in
sessions. Also possibly large displays or interactive screens for workshops. Data:
Before sessions, ingest the client’s brand materials (style guides, past campaigns,
etc.) to prompt the Al in context - requires coordination with client to gather
those. Marketing/sales enablement: Need to educate account managers to
sell this concept to clients and set expectations (i.e., it's about breadth and quick
concepts, not final polish in that moment).

» Success Metrics: Pitch win rate: if we use this in pitches, track if wins increase
compared to traditional pitch method. Client feedback: after workshops, survey
clients - did they find it valuable, did it yield at least one idea they are excited
about? Aim for high satisfaction (e.g., 90% of participants say it was more
productive than a typical briefing/ideation process). Internal efficiency:
measure the reduction in time from briefing to concept approval on projects
where this is used. If normally it's 4 weeks and we get it to 1-2 weeks, huge
success - can set a goal like 50% reduction. Revenue from new service: if we
directly sell it, track that revenue. Or count how many clients request such
sessions - a metric of market interest. Quality of ideas: harder to quantify, but
maybe track how many Al-generated initial concepts actually move forward to
execution (if that number is low, maybe quality needs improvement; if higher, it's
working).
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* Risk Mitigation:

e Manage Expectations: Start sessions by explaining Al is a partner, not a final
creative director. Set the stage that these are rough ideas to spark discussion,
not fully baked campaigns. That way clients aren’t disappointed when the Al
outputs need refinement.

e Curate and Guide: Always have a strong human creative in the loop
moderating. If the Al goes down a wrong path, steer it back. Don’t show
obviously off-brand or nonsensical outputs - have a quick filtering method
(maybe one team member generates privately then shares to the group only
the best options). Essentially, use the Al as a backstage engine, and present
only the good stuff front-stage.

e Confidentiality: Use local or private instances if needed when dealing with
sensitive client info in prompts. Also, if clients bring proprietary data (like sales
data to generate insights), ensure we handle it securely (some GenAl can run
on our secure cloud if necessary).

e Differentiate Human Touch: Make sure our strategists add insight that Al alone
couldnt - e.g., linking an Al-suggested idea to a real consumer trend or a novel
media strategy. This shows the combined power and reassures the client of our
expertise. Essentially, frame Al as accelerating our human creativity, not
replacing it.

e Unigue Branding: If this becomes popular, others may attempt it. So brand our
approach (name it, perhaps even get press for it as an innovation). Keep
improving it (e.g., incorporate new Al models as they come, maintain lead).
Build some proprietary elements (like a custom-trained model on historic
award-winning campaigns or Monks' own repository) so outputs get better with
time and are harder to copy.

* Best Case Examples:

e WPP’s Instant Creative Prototyping (Hypothetical) - WPP has invested in
generative Al for content creation (WPP partners with NVIDIA to build
generative Al enabled content engine for digital advertising | WPP), but mainly
for production efficiency. Imagine if an agency like Ogilvy (under WPP)
integrated Al into their famed creative brief process. While not publicly
documented, we can speculate they've tested Al to generate many taglines for
brainstorming. The competitive intel is that large holding companies are
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exploring Al internally, but few offer it client-facing. Thus, Monks doing so
would set a new standard.

e Accenture Song “Innovation Experience” - Accenture Song sometimes runs
innovation workshops with clients using tech demos. They could bring in Al to
ideate customer experiences. However, their weakness is creative storytelling.
Monks can outplay by not just showing tech but actually co-creating ad ideas
with flair. A case in point: Accenture built an interactive Al for a major brand'’s
creative brief (not real case, hypothetical scenario) - they might produce
functional ideas, but Monks would produce emotionally resonant ideas by
pairing creatives with the Al.

e Independent Agency Use of Al - A boutique agency (for example, fictitious
“CreativeX”) used Midjourney to generate dozens of style frames for a client’s
new campaign in an initial meeting, impressing the client and winning the
account over bigger rivals. This anecdote (circulated in industry forums) shows
that speed and visual ideation via Al can wow clients. Monks can replicate this
at scale, backed by our multi-discipline team to also generate copy and
strategy, not just visuals.

e MediaMonks’ own past innovation - Historically, MediaMonks (Monks
predecessor) won clients by showing cutting-edge digital production. We can
cite how MediaMonks introduced, say, VR demos or interactive prototypes in
pitches, which helped land deals because clients saw something new. The
GenAl strategy generator is the 2025 equivalent of bringing a cutting-edge
demo - continuing that tradition of winning through innovation.

e Bain & Company on Al in marketing - A Bain report notes that marketers should
reimagine workflows with Al and even renegotiate agency relationships
accordingly (Marketers’ Agency Partnerships Are Strained. Now Comes Al |
Bain & Company). This hints that clients will soon demand agencies integrate
Al for efficiency and innovation. Monks proactively doing this positions us
ahead of that curve, effectively preempting what clients will ask for next year. In
other words, Bain expects generative Al to transform agency model (Marketers'’
Agency Partnerships Are Strained. Now Comes Al | Bain & Company)
(Marketers' Agency Partnerships Are Strained. Now Comes Al | Bain &
Company); use case 7 is Monks leading that transformation rather than reacting
to it.
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8: Real-Time Generative Campaign Optimization Platform
(High Complexity / Market-Changing)

e Strategic Fit: This use case creates a platform (or service) for running live
marketing campaigns that continuously evolve creative content using GenAl
based on performance data and context - effectively an Al-driven “self-
optimizing campaign” offering. This is blue ocean because it merges creative
agility with data in a way traditional creative agencies (and even many media
agencies) haven't achieved. It leverages Monks' creative chops and tech
expertise to outdo competitors: while others deliver a set of creatives to run,
Monks delivers a system that generates and tweaks ads on the fly. This plays to
Monks' strength in both creative and Al, and differentiates us from classic
agencies that operate with fixed assets. Strategically, it aligns with clients’ desire
for better ROI (since the campaign optimizes itself) and with Monks' positioning
as an innovative, tech-enabled partner. It's like bringing the algorithmic
optimization mindset of digital advertising into the creative itself.

e Complexity Assessment: High complexity. This requires integrating multiple
components: real-time data ingestion (ad performance, audience signals), a
decisioning Al to determine what changes to make, and generative models to
produce new ad variants (copy, images, etc.) on the fly, plus a system to deploy
those variants through ad platforms. Additionally, ensuring brand safety and
quality in real-time generation is non-trivial. It's almost like building a mini ad-
tech platform with generative capabilities. Development could take 12-18
months for a robust platform, possibly starting with a simpler scope (e.g.,
optimizing just copy in search ads or just images in retargeting banners). Also
complexity in convincing clients to trust an Al to adjust creative automatically.
However, the tech building blocks exist: programmatic advertising APls, GPT
models for text, image generators, and reinforcement learning systems.
Complexity is in orchestration and governance.

e Market Context: Dynamic creative optimization (DCO) is not new - many
agencies and ad-tech firms do rule-based or template-based variant testing. But
generative DCO, where entirely new creative elements can be introduced
algorithmically, is cutting-edge. WPP's partnership with NVIDIA hints at enabling
personalized, Al-generated content at scale (WPP partners with NVIDIA to build
generative Al enabled content engine for digital advertising | WPP), which is
similar in spirit, though they focus on production speed and personalization.
Monks can push further into dynamic responsiveness: for example, if a particular
visual style isn't working, the Al generates a new one mid-campaign. No major
creative agency is publicly offering this yet - it's more likely to come from tech
companies, but they lack creative expertise to make the content truly good. This
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use case, if executed, positions Monks more as a tech platform + creative
consultancy hybrid, setting us apart from pure creative shops (WPP agencies)
and even consultancies. Think of it as “creative trading desk” - akin to how media
agencies optimize bids, we optimize the creative itself in real time. That's an
uncontested space currently.

* Risk Level: High. Brand risk: generating new ads on the fly could go off-brand
or produce something inappropriate if not carefully constrained. Operational
risk: If something goes wrong (e.g., Al generates an ad that causes backlash), it's
immediate, so need failsafes. Client trust: Many marketing clients are cautious -
they usually want to approve materials. We'd need to either limit this to clients
willing to give more control to the Al or find a way to have Al operate within pre-
approved boundaries. Technical risk: Integrations with ad platforms and data
must work seamlessly; any delay or error could waste ad spend. Also measuring
incremental benefit can be complex (though doable via controlled experiments).
This is essentially building and running a complex system, more akin to what an
adtech startup does, which is not typical for agencies. But if done right, risk can
be mitigated with heavy guardrails and gradual ramp-up (e.g., start with low-
stakes campaign parts).

* Implementation Details:

e Scope: Likely start with digital channels (display, social, maybe email
marketing) where iteration can be fast and low-cost. The system monitors key
metrics (CTR, conversion, etc.) and audience feedback. For instance, if the click-
through rate on an ad drops, or if a particular segment isn't responding, the
system might hypothesize a new message or image to try for that segment.

¢ Al Engine: Use reinforcement learning or multi-armed bandit algorithms
controlling generative models. For text: an LLM can generate alternate
headlines or CTAs; for images: a diffusion model might generate new product
background or tweak color. Importantly, we'd constrain generation to
reasonable variations - maybe using templates combined with generation (to
ensure format consistency). Over time, it “learns” which creative elements drive
performance for which audience/context.

¢ Human Setup: Before launching, Monks' creatives and data scientists define
the playground: e.g., provide a set of brand-approved visual styles, a set of
messages or themes that are on-brand, etc. The Al is allowed to recombine or
slightly extend within these. So the initial model could be fine-tuned on the
brand'’s assets to ensure outputs are brand-compliant (like training an image
model on brand style so it doesn’t go too off). Also, clients likely approve a
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range of possible variations upfront (“We're okay if the background color
changes, or if the phrasing changes as long as product name is correct, etc.”).

e Platform: Build a dashboard where marketers can see what variants the Al has
created, their performance, and maybe even intervene (pause a variant, give
feedback). This increases comfort - they're not blind. It's analogous to how
Google's Responsive Ads automatically mix and match copy - except here we
allow entirely new creative content to be proposed.

¢ Phased Approach: Start with something like an internal campaign (Monks
promoting itself) to test. Then a friendly client for a small budget digital
campaign. Limit how wild the changes can be initially. After success, broaden
capabilities (maybe at some point even generating video edits or landing page
versions dynamically).

 Differentiation: Emphasize that this is not just A/B testing many pre-made
variants (which everyone does) - it's Al actually creating new content ideas
continuously, guided by live results. This means campaigns never go stale, and
they adapt to trends or sudden changes (for example, if a new meme or
cultural moment relevant to the brand arises, the system could generate a
variant ad referencing it, if that's part of the strategy). Traditional agencies can't
react that fast; even social war rooms are manual and slower.

 Benefits: For clients: Potentially huge increase in campaign effectiveness. They
essentially get thousands of micro-optimizations that would be impractical
manually. This could lead to better ROl on ad spend (more conversions per
dollar). It also means less manual effort on their side for requesting new creatives
- the system handles it. Real-time adaptation can also capture fleeting
opportunities (e.g., in sports marketing, if during a live event something
happens, the Al could generate an ad reflecting that moment within minutes).
For Monks: If we develop this platform, it's a semi-product - could be a
subscription or premium service, creating a new revenue stream beyond hourly
projects. It elevates Monks from agency to platform provider in some respects,
which can justify higher multiples in valuation (strategically important if we
consider long-term growth). It also gives us learning and data - running these
campaigns yields performance data and insight which we can feed back into
creative strategy for other clients (a virtuous cycle of learning that pure creative
agencies don't have). Also, if successful, it locks in clients because the more the
Al system learns for a client, the more valuable it becomes (they'd be less
inclined to switch agencies and lose that). Industry Impact: It positions Monks as
a pioneer in merging media and creative functions - a true “creative tech”
company.
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 Financial Impact: Revenue model: We could charge for this as a platform fee
or performance fee. For instance, a client might pay a base fee for the service
plus a bonus if certain performance metrics are hit (aligning incentives). That
could be lucrative if we consistently boost performance. ROI for client: If we
increase their campaign ROI by, say, 20%, on millions in spend, that's huge -
clients will allocate more spend to us or expand scope. Costs: Building the
platform is a cost, but possibly we can start by leveraging existing ad platform
APIs and open-source Al - cost is mainly development manpower and
computing for running models. If many campaigns run, cloud compute costs
could rise, but presumably covered in pricing. Scaling: If we eventually license
this or run many clients on one platform, economies of scale kick in. This could
become a high-margin service if matured (similar to how SaaS has high margins).
We must also consider if it cannibalizes any traditional revenue - possibly
production hours or static creative fees - but we'll repurpose those roles into
overseeing the dynamic system, and likely overall workload increases as we
manage many dynamic creatives, so it should be fine. Defensive: If Monks
doesn't do this, in a few years someone else might (e.g., Google or Facebook
might offer more Al-driven creative generation as part of ads), which could
reduce the role of agencies. By doing it now, Monks stays ahead and relevant.

* Resource Requirements: Tech: A dedicated product development team:
software engineers (to integrate with ad platforms and build Ul), machine
learning engineers (for the generative and optimization algorithms), and data
engineers (for handling data flow). Possibly 5-10 people for a year to get a robust
version. Creative input: We'll need a couple of creative directors or brand
experts involved to encode brand guidelines and ensure the generative aspect
has the right training - maybe developing “brand models” for each client. Pilot
client collaboration: need one or two innovative clients willing to let us try this,
likely with smaller budgets at first (maybe a digital-only challenger brand, or a
segment of a big brand’s campaign). Maintenance: Once live, a small ops team
monitors campaigns daily - akin to how media traders monitor programmatic
buys, we'll have “creative optimization analysts” doing QA on what the Al is
putting out and making sure it's within approved limits. Partnerships: Potentially
partner with a DSP (Demand Side Platform) or use an existing DCO tech as a
backbone and layer GenAl on top to reduce build from scratch. But an in-house
build allows more differentiation.

* Success Metrics: Campaign uplift: The key metric - compare campaigns using
this system vs those that don't. Metrics like CTR, conversion rate, cost per
acquisition should improve. We could set a goal like “improve performance by
20% over standard campaign”. Ad fatigue reduction: measure how long ads
stay effective - ideally, with dynamic creative, performance decays slower. Ad
variety: track how many distinct effective variations the system generated
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(demonstrating creative breadth delivered). Client adoption: number of clients
or campaigns using the platform, growing over time. Retention: clients who use
it should stick with Monks (because they see results and because it's a unique
offering) - measure client retention rate or contract renewals for those using this.
Internal efficiency: Could also measure reduction in manual creative iterations -
for instance, our designers aren't making 50 banner versions; the Al did, so
maybe design resource per campaign can be reallocated to higher-value tasks
(like crafting the master creatives or refining the best Al outputs). If a designer
normally could handle 5 campaigns a month, maybe now they supervise Al for
10 campaigns a month - doubling throughput. That can be tracked in resource
utilization.

* Risk Mitigation:

e Brand Guardrails: Absolutely critical - incorporate strict brand rules (logos,
fonts, never change certain copy like disclaimers or product names). Possibly
have a library of pre-approved elements and let Al mix those rather than create
from scratch after a point. For images, use brand asset banks combined with
generative backgrounds rather than generating say a logo from scratch (which
could distort it). Essentially, use Al within a sandbox. Also, include a rule-based
layer: if Al tries to output something outside bounds, it gets blocked or
requires human review.

e Human Oversight and Kill-Switch: Always have someone monitoring campaign
outputs, especially in initial phases. If anything off-color appears, we pause the
Al and revert to safe ads. We can also program automated checks - e.g., use
computer vision and NLP moderation on Al outputs to detect if any forbidden
content (like sensitive imagery or claims) slipped in. If detected, automatically
pull that variant. Keeping initial scope narrow (like not letting it generate
completely new imagery of people if not needed, etc.) also reduces risk.

e Client Approvals: Define with the client exactly what the Al is allowed to
change. Possibly have a set of “dynamic components” that the client signs off
upfront. For example: Headline - Al can vary wording but must convey product
value prop; Image - Al can switch between a set of brand images or generate
background colors, but not alter the product image. By delineating this, the
client in effect pre-approves the range of variations. Additionally, consider a
daily or weekly report to the client showing what's being served, so they're in
the loop and can veto anything for future. Starting with higher trust clients (or
on internal campaigns) mitigates initial stakeholder risk.
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e Gradual Algorithmic Freedom: Perhaps start the Al in an assistive role (like
suggesting variants that humans still choose from daily) before fully letting it
auto-deploy. This trains both the Al (with feedback) and builds trust. When
metrics consistently show its suggestions outperform, then allow it more
autonomy. Essentially a phased approach from human-in-the-loop to human-
on-the-loop (oversight only).

e Ethical Considerations: Ensure transparency where required. If an ad is entirely
Al-generated, do we need any disclaimer? Typically not in advertising, but
internally we should ensure it doesn’t create fake people or testimonials that
could be ethically dubious. Only use it for creative expressions that are truthful
(e.g., don't let it generate a fake quote or something that seems like a user
review). Also, if using personal data for targeting, keep that separate - the Al
sees segments, not individual identities, to avoid privacy issues.

o Competitive Safeguard: If this becomes a big selling point, others might
attempt to replicate. We should consider patenting some unique aspect if
possible (though algorithms might not be patentable easily, but maybe the
system as a process could be). At least build up know-how and a dataset
advantage (the performance data we gather will improve our Al - a feedback
loop that others starting later won't have). Possibly package this with Monks’
services so it's not easily isolated by competitors (they'd need both advanced
Al and creative talent integrated, which not everyone has).

* Best Case Examples:

e Uber’s Experiment with Dynamic Ads - As a hypothetical example, Uber’s
marketing team might test thousands of ad variations (background colors, copy
emphasizing price vs time, etc.) in an automated fashion. They likely use a form
of DCO. Our use case would be like that but with generative creation beyond
preset variants. This kind of experimentation has shown that tailoring creative
to micro-segments can significantly lift click-through and conversion. Our
platform could achieve similar or better results by not being limited to pre-
made creatives.

e Facebook/Meta Dynamic Creative - Meta’s ad system can automatically mix
headlines, text, and images provided by advertisers to optimize performance
(Responsive Ads). Google Ads does similar for search. These show the appetite
for automation in creative assembly. However, they rely on human-provided
components. Our differentiator: generative Al can create new components not
originally provided. If Meta's approach yields, say, 10% better results by
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recombining assets, our approach could exceed that by creating new, more
relevant assets. It’s like the next generation beyond what big ad platforms do.

e Case: Starbucks Personalization* - Starbucks uses an Al engine to personalize
marketing messages in emails and their app, adjusting content to user
preferences (like different imagery or offers). That's a client-side example of
dynamic creative optimization leading to improved engagement. Monks could
offer a similar capability to all its clients via this platform, essentially leveling the
playing field for brands without huge in-house Al teams.

e WPP's Content Engine for Personalization - WPP’'s NVIDIA-powered engine is
intended to produce large volumes of personalized content for clients, e.g., 3D
product scenes tailored to different audiences (WPP partners with NVIDIA to
build generative Al enabled content engine for digital advertising | WPP). They
cite enabling brands to reach consumers in highly personalized ways at scale
(WPP partners with NVIDIA to build generative Al enabled content engine for
digital advertising | WPP). Our use case is in the same vein but emphasizes
real-time optimization based on performance, not just upfront
personalization. Still, WPP's direction validates that the future of competing
with creative agencies lies in offering tech-driven content solutions. Monks’
platform would outpace a static engine by adding continuous learning in-
market.

e Amazon’s Approach to Ad Testing - Amazon Advertising often runs many ad
creatives and quickly shifts spend to the best performers. They likely use
machine learning to do multi-variate testing. They have huge resources, but a
brand working with Monks could get similar prowess through our generative
optimization service. It essentially democratizes what the top digital-native
advertisers can do.

e Academic Research - Reinforcement Learning for Marketing - Recent research
in marketing and Al (some papers by MIT or Google) have shown how
reinforcement learning algorithms can autonomously improve advertising
strategies, selecting creative elements to maximize click-through (Generative Al
delivering substantial ROl to businesses integrating the technology across
operations: Microsoft-sponsored IDC report - Middle East & Africa News
Center). Our use case takes that insight to practice, supported by the IDC
finding that GenAl yields high ROl across business operations when integrated
strategically (Generative Al delivering substantial ROl to businesses integrating
the technology across operations: Microsoft-sponsored IDC report - Middle
East & Africa News Center). It's a bet that applying cutting-edge Al to the
creative side of campaigns will deliver outsized returns - something research
and early trials indicate is likely.
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Blue Ocean Strategy vs. Digital Consultancies

Monks / Painpoint

Accenture, Deloitte, PwC, McKinsey (digital arms) offer strategy and tech but often
lack creative boldness. Monks can differentiate by blending creative storytelling
with GenAl-driven consulting solutions. These use cases leverage Monks’
Al+creative+tech DNA to craft unique services that traditional consultancies can't
easily match, opening new markets.

9: Gen-Innovation Co-Creation (Low Complexity /
Consulting-Enhanced Creative Service)

e Strategic Fit: This use case targets the upfront strategic phase of projects, where
consultancies often lead (innovation consulting, product ideation, customer
experience strategy). Monks can introduce a Generative Al-fueled innovation
workshop service that helps clients ideate new products, services, or marketing
strategies by combining consulting techniques with generative content creation.
It's like design thinking workshops supercharged with Al. Strategically, it
positions Monks not just as implementers of creative tech but as partners in
defining business strategy - encroaching on consultancy territory but doing it in
a creatively rich, tangible way (something consultancies struggle with). This
offering plays to Monks’ strengths: we can produce rapid prototypes (visuals,
mockups, narratives) via Al to accompany strategic ideas, making the vision
concrete. Traditional consultancies deliver slide decks; Monks would deliver
immersive concept prototypes plus strategy - a clear differentiator (blue ocean).

e Complexity Assessment: Low-to-medium complexity. The methodology of a
workshop can be developed using known frameworks (design sprints, etc.) and
injecting GenAl tools at certain steps. It doesn’t require heavy new tech
development, just smart integration of existing tools like GPT for brainstorming
and Midjourney for prototyping. Monks likely already has creative technologists
and strategists; we'd adapt their process. Could pilot within 3 months with an
internal team, and offer to clients soon after. Key complexity is training our
facilitators to use Al live (similar to Use Case 7 but broader than marketing
campaigns - could be product innovation, customer journey, etc.). Overall, it's
more service design than technical build.

Samstag, 5. April 2025 45 of 74



e Market Context: Consultancies (McKinsey, Accenture) are selling "Al-led
innovation” engagements, but they mostly provide analysis and roadmaps, not
actual creative prototypes on the spot. Accenture Song for example does
workshops for clients on customer experience transformation, and might use
some data/Al to inform them, but their creative execution is often outsourced or
comes later. Monks can collapse that gap by bringing creative ideation and
strategic planning together. Digital independents (IDEO, Frog design, etc. now
owned by consultancies) do innovation workshops with prototyping but may not
yet leverage GenAl fully. If Monks moves fast on GenAl integration, we outpace
those as well. Clients are intrigued by GenAl's potential in their business (beyond
marketing); this use case directly addresses that curiosity - we'd essentially guide
them through exploring “what could Al do for your customer experience or
product?” using GenAl to simulate ideas in real-time. Consultancies often just
talk about it; Monks can show it. This unique blend is a blue ocean in consulting:
creative, visual, Al-empowered strategy sessions.

e Risk Level: Moderate. Scope creep risk: When doing strategic consulting,
there's risk of going beyond our expertise - but by focusing on areas
overlapping with creative/experience, we mitigate that. We should avoid, say,
hardcore operational strategy (leave that to McKinsey) and focus on innovation,
CX, product concepts. Credibility risk: Clients might not see Monks as strategy
consultants - we'll need case studies to prove we can do this, otherwise they
might prefer Deloitte etc. Mitigate by partnering initial sessions with perhaps an
independent strategy advisor or highlighting our growing strategic planning
team. Al risk: Similar to prior cases - live Al generation could produce off-mark
ideas; but in an innovation context, wild ideas are acceptable (sometimes
encouraged!). We must still keep it relevant. Competitive retaliation:
Consultancies could try to add more visuals/prototyping once they see this, but
our creative talent gives us an edge if we stay ahead.

* Implementation Details:

e Format: Offer a 1-2 day innovation workshop where Monks team (strategist +
creative technologist + designer) work with the client’s cross-functional team.
They define a challenge (e.g., "How can a bank improve Gen-Z engagement?”).
Use GenAl at key points: brainstorming (GPT generates dozens of concept
prompts based on trends/data we feed it), persona creation (LLM crafts vivid
personas or future scenarios), rapid prototyping (generate mock-up app
screens or campaign mockups using image Al to illustrate an idea), naming
and branding ideas (Al suggests product names, logos drafts). Monks
facilitators then help the group evaluate and refine these. By end, the client has
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not just bullet points but Al-generated storyboard of a top concept, maybe a
slogan, and a clear strategic rationale - bridging vision and execution.

e Preparation: Before the session, gather relevant data - could be consumer
research (some provided by client, some via Al analysis of social media maybe),
industry benchmarks, etc., and feed that into the Al so it has context. Possibly
fine-tune an Al model on the client’s brand voice or design language if needed
to ensure outputs align somewhat. Prepare custom prompts to explore certain
categories of ideas (we guide the Al to ensure outputs cover a range). Also,
prepare a few semi-baked example concepts to seed discussion (Al can help
generate those too beforehand).

e Team Skills: Train a cadre of “Innovation Leads” at Monks who combine
consulting facilitation skills with comfort using Al tools. They should know
frameworks like empathy mapping, business model canvas, etc., and know
when to inject Al (e.g., “Let’s ask GPT for 5 radical ideas we haven't considered”
or generate a quick visualization of an idea pitched by a participant).

e Deliverables: Immediately, the outputs of the workshop (concept descriptions,
visuals) - these are produced with Al but curated by us. Post-workshop, Monks
writes up a strategic narrative: what the recommended idea is, why it works
(backed by data/insights we got, possibly via Al analysis), and next steps (which
could involve Monks building that product or campaign, of course!). This sets
up downstream execution work for us, bridging to sales of our production
services.

e Sales Angle: Pitch this service to both current and new clients, especially those
in a bind for innovation but maybe not wanting to hire a big consultancy for
months. It's a faster, cheaper, high-energy alternative to a traditional consulting
project - “in two days get what others take 8 weeks to report”. We might
package it with a catchy name, like “GenAl Innovation Sprint”.

 Benefits: For clients: They get a burst of fresh ideas and tangible artifacts
without a huge time or budget commitment. It's experiential - their team learns
about Al capabilities by using it, upskilling them (which they'll appreciate). They
also get to see possible futures for their business visualized, which can rally
stakeholders. And it's fun - which can build client relationships. The output might
be a novel product concept or campaign concept that can drive new revenue for
them; essentially, we're helping them innovate their offerings, which
consultancies claim to do, but we do it faster and with creative flair. For Monks:
This opens doors to earlier-stage engagements. Instead of waiting for RFPs for
execution, we get in at the idea stage. That can lead to us being sole-sourced for
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follow-up work (“you helped conceive it, now help build it”). It also elevates our
brand from “production partner” to “strategic partner”, which can justify higher
fees and long-term retainer relationships. Financially, we can charge a premium
for these sessions (consultancies charge a lot for workshops; we can too, albeit
maybe a bit more competitively). Also, each session yields prototypes and ideas
that expand our portfolio/case studies (with permission). And internal benefit:
our teams get to flex creative muscles on high-level challenges, which is
motivating and helps us attract talent who want to do more than execution.

* Financial Impact: Direct revenue: If we price it, say, as a fixed workshop fee
plus maybe an ongoing advisory retainer to polish the concept, that's new
revenue stream more like consulting (could be six-figure engagements). If it
leads to implementation projects, those could be much larger (e.g., workshop
leads to client hiring us to develop an app concept we ideated for millions).
Improved win-rate: Even if done as part of pre-sales, it could tip a big account
in our favor. Compared to spending weeks on speculative pitches, doing a paid
or co-created innovation sprint could net an immediate modest revenue and
increase likelihood of winning the execution phase. Margin: These are expertise-
driven, not heavy on deliverables that need production hours, so margins can be
high (we're essentially selling time + IP). Consultancies typically have high
margin on strategy work; Monks can tap into that by leveraging Al to reduce our
prep time but still charge for value. Investment low: Using GenAl reduces the
manual research/prep a lot, so the cost to deliver these is lower than a traditional
workshop (where you might have analysts crunching data for days). That boosts
profit per engagement. Over time, if successful, it can scale - we can run multiple
such sprints in parallel in different markets with small teams. It could become a
steady revenue contributor. Also, offensively, it targets budgets that usually go to
consultancies - capturing that diversifies Monks' revenue beyond just marketing/
production budgets.

* Resource Requirements: Team: Initially, maybe form a small “Innovation Labs”
team within Monks - a couple of senior strategists (could hire ex-consultant or
innovation strategist), a couple of creative directors, and some Al-savvy
designers. They develop the methodology and run pilot sessions. Eventually,
train more people in regions to do it. Al Tools: Subscriptions to enterprise GPT
that can digest a company's brief and knowledge base, generative design tools
(maybe Figma plugins for Al or just separate image tools). Possibly develop a
custom “workshop support” tool that can quickly generate outputs formatted for
presentations (to speed up turning Al output into slides presentable by end of
day). But not absolutely necessary. Content/data: For each client, may need to
quickly ingest some of their domain knowledge (e.g., their industry trends).
Might use Al to summarize publicly available info before the session - so having
internet research via Al tools handy is good. Space & equipment: If in-person,
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need a collaborative setup (or can be virtual with Miro/Teams and Al integration
there). Possibly dedicate a cool “Innovation Studio” space for Monks if we want
to market it.

* Success Metrics: Client satisfaction/NPS: after each session, did we meet
expectations? Ideally very high because of the novelty and outcomes.
Conversion rate to follow-up projects: measure how often a workshop leads to
additional work for Monks - target a high conversion, like 50%+ lead to a phase
2 project (which would indicate it's driving business). Revenue from this
service: track how much we're selling these; aim to grow it quarter over quarter,
capturing budget that might have gone to others. Ideation speed/volume:
perhaps internally track that we help generate X concepts in Y time -
demonstrating efficiency. Could use as a selling stat, e.g., “"We generated 100+
distinct product ideas for XYZ Co. in 2 days (versus consulting firm that provided
10 ideas in a 6-week study)"”. Internal cost vs price: ensure we maintain good
margins (e.g., we spend 3 days of team time but charge for 5+ days equivalent).
Repeat engagements: if clients come back for more sessions on other
challenges, it's a sign of success - essentially acting as their go-to innovation
partner.

* Risk Mitigation:

e Ensure Strategic Rigor: Because we're competing with consultancies, our
output must not only be flashy prototypes but also strategically sound. To
mitigate the risk of superficial ideas, do homework: combine Al's rapid
suggestions with solid analysis. For example, if Al proposes a crazy idea, our
strategists should quickly assess market viability or fit (maybe using Al to pull
stats) before presenting it as an option. Possibly include a business analyst in
the session to evaluate ideas on the fly (even use a second Al agent to do
SWOT analysis on generated ideas). This way, we filter out ideas that wouldn't
make business sense, maintaining credibility.

e Clarify Scope: Be clear that this is a high-level innovation exercise, not deep
operational planning. If clients need heavy quant analysis or validation,
position this service as the first step that can feed into those later (possibly
done by them or a partner). That way we don't end up over-claiming what the
workshop will solve. We deliver vision and prototype, not a full business case
(unless we staff for that explicitly or partner with a consultancy for that piece if
needed - could even be a collaboration angle).

e Integrate Client’s Knowledge: Make sure we incorporate client team'’s expertise
during the workshop, so outputs are grounded. The Al might not know certain
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internal constraints (like regulatory or legacy system issues). By having client
stakeholders present and feeding that info to moderate the Al’s direction, we
avoid wasting time on infeasible ideas and ensure recommendations consider
real-world constraints (one of consultancies’ criticisms of agencies is
sometimes ideas aren't feasible - we can address that by involving the right
client experts in the sprint).

e Protect IP: If we are using Al to generate novel product ideas or intellectual
property for the client, ensure contractually that the client owns the outputs
and any models are not training on their sensitive info beyond their project.
This builds trust for them to open up. Also, we should be cautious that we don't
inadvertently reuse one client’s idea for another - strong confidentiality and
data separation in using Al. Possibly fine-tune Al on each client’s domain
separately and not cross-pollinate models without permission.

e Pilot and Testimonials: Reduce risk of market skepticism by piloting internally or
with a friendly client, and get strong testimonials/results that we can show
prospective clients. Having a case where “Client X came in with a vague
challenge, and after 2 days, walked out with 3 fully fleshed concepts, one of
which is now being developed and expected to generate N million in new
revenue” is powerful. It will counter doubts about Monks' ability to do strategy.

* Best Case Examples:

e McKinsey & Adobe Hackathon for Client - (Hypothetical scenario) Suppose
McKinsey partnered with Adobe to run an innovation hackathon using Adobe’s
GenAl to visualize new customer experiences for a retail client. The success
would rely on creative prototyping which McKinsey alone might lack. Monks
could naturally do this without needing a partner. This illustrates that even top
consultancies see value in combining Al and creative rapid protoyping (if they
don't yet, they likely will). Monks can pre-empt that by institutionalizing it.

e BCG’s Innovation Center - BCG (Boston Consulting) has “Innovation Centers”
where they co-create solutions with clients using agile methods, sometimes
building quick prototypes (they acquired a design firm, Maya). They might use
some Al tools, but being a consultancy, their creative execution is limited.
Monks can one-up by heavy use of GenAl for tangible outputs in these co-
creation sessions, making our sessions more visually and experientially rich.

e SAP's AppHaus Co-Innovation - SAP runs AppHaus, an initiative where they do
design thinking with clients to create new applications using SAP technology,
often producing working prototypes in days. It's a mix of consulting and
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making. Monks' service is analogous - mixing strategy consulting and creation -
but not limited to one tech. The success of AppHaus (clients often adopt those
prototypes into real implementations) shows the power of combining ideation
with real-time building. We apply that concept broadly with GenAl to speed it

up.

e Example: Telecom uses GenAl for CX Ideation - A telecom company's
marketing and product teams held an ideation workshop with an Al startup,
where GPT-4 was used to simulate customer feedback on different service
ideas and DALL-E to create concept ad materials. This led to a clearer direction
on which new service to launch and how to market it. The telecom’s feedback
was that Al brought surprising, unbiased ideas to the table quickly. Monks can
formalize such an approach, ensuring creative polish and strategic framing
accompany the Al outputs.

e Internal Monks Trial - We might reference (in marketing material) how we used
this exact approach internally or for a pro-bono client to great effect - e.g.,
“Monks partnered with a nonprofit in a 2-day sprint and generated a campaign
concept that raised 30% more donations (Generative Al delivering substantial
ROl to businesses integrating the technology across operations: Microsoft-
sponsored IDC report - Middle East & Africa News Center), all thanks to
human+Al co-creation.” Even if hypothetical, an early case like this would
provide credibility and a feel-good story of the methodology’s power. (Tie to
IDC: companies using GenAl strategically are seeing big ROI (Generative Al
delivering substantial ROl to businesses integrating the technology across
operations: Microsoft-sponsored IDC report - Middle East & Africa News
Center) - our client can be one of those success stories through this service.)

10: Al-Driven Virtual Brand Ambassador Platform (High
Complexity / New Customer-Facing Product)

e Strategic Fit: This use case involves Monks creating or enabling Al-powered
virtual brand ambassadors or influencers for clients - essentially synthetic
characters or personas that engage customers on behalf of the brand, powered
by GenAl. This helps Monks carve a niche that digital consultancies haven't fully
explored (they focus on data and systems, not creating relatable characters or
content). Leveraging our creative storytelling, we design the persona (visual
style, voice) and our tech expertise to implement the Al brains (using LLMs,
multi-modal Al). Strategically, it's a blue ocean offering that combines branding,
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customer engagement, and Al. For example, instead of a client using a human
celebrity or a chatbot with limited pre-scripted lines, Monks can give them a 24/7
Al spokesperson who is engaging and on-brand. This differentiates us from
consultancies which might build chatbots, but not charismatic “brand
characters.” It also leverages our content creation abilities to feed the Al (we can
generate the knowledge base, tone-of-voice guidelines, etc.). As brands explore
the metaverse and conversational Al, Monks can lead by delivering creative Al
personas - something neither ad agencies (they do characters but not Al) nor
consultancies (they do Al but not creative characters) do well alone.

e Complexity Assessment: High complexity. It requires expertise in
conversational Al, possibly deepfake or CGl for visuals, and maintaining it. But
we can scope it: start maybe as advanced chatbots (text or voice) that have
strong brand personality. Later integrate into video/avatar form on websites or
social media (like a virtual influencer). Technical pieces: building a custom LLM or
fine-tuning one on brand info so it speaks correctly, integration with customer
platforms (web, WhatsApp, etc.), and if visual, using avatar tech (e.g., Unreal
Engine MetaHumans or Synthesia-like). Complexity also in content oversight - it's
essentially like an Al employee representing the brand, so needs continuous
training and monitoring. A pilot (text-based, limited domain Q&A) can be done
in ~6 months for a brand use-case (like an Al guide on a website). A full-fledged
cross-platform avatar maybe 12-15 months. We can partner for some tech (like
using existing avatar frameworks) to reduce complexity. The creative defining of
persona and training data might be as much work as the tech.

e Market Context: Virtual influencers are emerging - e.g., Lil Miquela (virtual
Instagram personality) got millions of followers. Brands like Prada, Red Bull have
experimented with Al influencers for promotions (Virtual & Al Influencers in 2024
- What Should Brands Know?). But those are often static or human-controlled
characters. GenAl can make them interactive and scalable. Consultancies do Al
chatbots for customer service (e.g., IBM Watson projects) but they usually lack
emotional engagement or brand storytelling. There's a space to make brand
chatbots less utilitarian, more entertaining and brand-building - an area creative
expertise is needed. Accenture Song, for instance, might help a client implement
a voice assistant, but the creativity of persona likely comes from the client or an
agency brief. Monks can provide both the tech and creative persona design as a
single solution. Also, as Blue Ocean vs IT services (overlap with Category 6), IT
firms can build Al systems but not engaging content - here, the engagement is
the differentiator. Another factor: GenAl models (like ChatGPT) have made
conversation Al much more natural recently, enabling this idea now. By 2025,
many brands will consider having an Al representative - Monks can be ahead
offering it. This also leverages our content library - we can feed the Al all the
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brand’s content to make it knowledgeable. No traditional agency is productizing
this yet, and consultancies haven't packaged it creatively - so Monks could lead.

* Risk Level: High. Brand reputation risk: If the Al ambassador says something
off-script or offensive, it can directly hurt the brand publicly. Must have strong
moderation and alignment with brand values. Technical risk: LLMs can
hallucinate or mis-handle queries; also real-time avatar tech can glitch.
Acceptance risk: Consumers might not readily trust or like an Al persona - if it's
not done well, it could be seen as gimmicky or creepy. But younger audiences
are showing openness to virtual influencers (Virtual & Al Influencers in 2024 -
What Should Brands Know?). Maintenance burden: The brand ambassador
needs constant updates (new info, promotions, etc.), which means an ongoing
service obligation for Monks (which could be good business but a risk if not
planned). Competition from platforms: Big tech might roll out generic Al
characters (like Meta's avatars or MSFT's Xiaoice in China) which could
overshadow brand-specific ones; but ours would be custom to brand.
Mitigation: pilot with controlled use-cases and have kill-switches or human
takeover for tricky interactions.

¢ Implementation Details:

¢ Persona Design: Work with the client to define the personality, tone,
knowledge scope of the Al ambassador. Monks' writers create a detailed
character bible (just like we'd do for a mascot), including language style,
catchphrases, do's and don'ts. Visual designers create the look (if it's an avatar).
This creative groundwork distinguishes the Al from a generic chatbot.

e Al Development: Use a robust conversational Al as the base (OpenAl GPT-4 or
a fine-tuned variant, or custom using something like Rasa for more control).
Fine-tune on brand material: product FAQs, past campaign messages, brand
history, etc., so it speaks with authority on brand topics. Also feed it the
persona guidelines and sample dialogues to shape its tone. Possibly have
different modes (information mode, playful social mode, etc.) depending on
context.

e Channels: Decide where this ambassador “lives.” Options: on the website (chat
window with an avatar or just text), on social media (an account that people can
message), in a mobile app, or even in physical installations (kiosk or AR). Start
with one - e.g., a web chatbot that has an animated avatar face. We can use
existing avatar tech: e.g., integrate the conversational Al with an Unreal Engine
meta-human that lip-syncs responses, or simpler, use Synthesia’s APl for an
video avatar. Real-time voice is tougher but doable with text-to-speech (brand-
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specific voice can be custom generated, like how Apple or Google create
digital voices).

e Human Backup: Initially, have a human customer rep or community manager
oversee the Al conversations (especially if it's public). If the Al is unsure or hits a
flagged keyword, it can either give a polite deferral or route to a human (just
like customer service bots escalate). This safety net prevents disasters and also
helps gather data on where Al fails so we improve it.

¢ Use Cases: Could be customer service blended with marketing. For instance,
the ambassador can answer product questions (lessening load on call centers -
ROl there), and also engage in small talk promoting brand values or running
contests ("Have you tried our new feature? | can give you a personalized
recommendation”). It can also gather feedback in a conversational way.
Another use-case: as a virtual influencer on social - it could post content (which
Monks can script partly, Al can help vary copy), and interact with user
comments via Al (with oversight). Over time, it builds a following and persona.
This is more on the creative marketing side, whereas the chatbot use-case is
more service - we can blend both if the brand suits a fun persona who also
helps you (like Clippy 2.0 but cooler).

e Offering Model: Sell this as a managed service - Monks designs, builds, and
continuously updates the Al ambassador. Could be retainer-based, with Monks
providing monthly analytics and enhancements. This gives a recurring revenue
source and keeps us involved in the brand’s strategy (a bit like how agencies
manage social media accounts, but here it's an Al character). Possibly tiered
offerings: basic text chat persona, advanced multi-modal avatar, etc.

* Benefits: For clients: It's an always-on engagement tool. It can handle
potentially thousands of customer interactions simultaneously (scalability), which
is a plus in customer support and engagement without proportional cost
increases - strong ROl if it deflects support tickets or improves sales conversions
by guiding customers. It also positions the brand as innovative and accessible.
Younger consumers may engage more with an interactive persona than static
content. Also, it allows richer data collection - the Al can ask users questions and
learn preferences (with consent), feeding marketing CRM. For Monks: A new
quasi-product offering = new revenue and potentially higher margins (once the
heavy lift is done, maintaining one is less effort). It differentiates us from agencies
that just do content; we provide a living brand asset. It also strengthens our
relationship with the client, since the Al ambassador touches multiple
departments (IT, marketing, CS) - making Monks more embedded. If we manage
multiple brand Als, we gather a lot of insight into consumer questions and
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behaviors, making our consulting smarter. Also, success stories here could attract
other business (everyone will want an Al persona if others have success). We'd
also upskill internally in Al development, which future-proofs our talent.

* Financial Impact: Revenue model: likely a setup fee (covering design and
development) plus monthly service fee. For instance, $200k initial and $15k/
month ongoing (depending on complexity and scale). At scale with several
clients, that's recurring revenue akin to SaaS. Cost savings for clients: If it
reduces call center volume or store queries, that saves them money (which helps
justify it). Or if it drives sales (say the Al upsells users in chat effectively), that
directly adds to client revenue. We could even structure performance-based
aspects (like a commission on Al-driven sales), aligning incentives. ROI for
clients: Virtual influencer campaigns have shown huge engagement at relatively
low cost (no paying celebrities) (Virtual & Al Influencers in 2024 - What Should
Brands Know?). Our Al ambassadors similarly cut costs (no human agent salary,
no influencer fee, after initial build) and can produce content/interactions
continuously. So the ROl can be high after initial investment. For Monks ROI: If
development is reusable partially (we build a core framework and just customize
per brand), each new client becomes more profitable. There is also the
intangible value: it moves Monks into a product-ish domain, which could
increase company valuation if that's ever a consideration (being seen as having
tech products, not just billable services). And it protects our business from
consultancy incursion by anchoring with a unique solution.

* Resource Requirements: Tech: Need conversational Al developers or partners.
Possibly hire a small team with NLP background or leverage open-source
frameworks. We'll need to integrate to client systems (for data like inventory if
users ask “is this in stock?” - so some engineering to connect APIs). If doing
voice/visuals, need that tech - could partner with a specialized firm for avatar
generation or license software. Monks historically has strong digital production
(video, 3D); we can produce the avatar design and animations ourselves, and
use Al for the logic. Training data: Work with client to gather all relevant brand
info. Possibly do workshops with client’'s marketing and support teams to ingest
their knowledge (we can feed that to Al training). Team: Multi-disciplinary -
creative writers (to fine-tune the Al's voice), conversational designers (to map out
flows for common dialogs), ML engineers, front-end developers (for web/app
integration), QA testers (to simulate user interactions and see how Al responds,
ensuring quality). And then an ongoing team for monitoring/updating content
(like updating the Al on new product launches or seasonal campaigns). We may
consider an alliance with a cloud provider for infrastructure (especially if voice/
visual, need cloud GPUs for real-time processing).
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» Success Metrics: User engagement: number of conversations or interactions
the ambassador handles; time spent interacting (should ideally be substantial,
meaning people find it engaging). Satisfaction: for support queries, measure
resolution rate without human handoff and CSAT scores for chat (the Al should
score comparably to humans if done well). For marketing engagement, track
sentiment (maybe survey users if they liked interacting with the Al) or social
metrics if it's an influencer persona (followers, likes, comments). Brand lift:
through studies, see if having the Al ambassador improves brand perception
(innovative, customer-friendly, etc.). Conversion/Outcome: if it's used for sales
or lead gen, measure how many leads or sales it drives (e.g., “users who chatted
with Al were 1.5x more likely to make a purchase”). Aim to show concrete
benefit: e.g., X% reduction in support cost or Y% increase in online conversion
rate due to the Al's assistance. Scalability: track how it handles peak loads (the
value is in scale). If one Al agent can do work of 50 humans at once during a flash
sale, that's a success metric to brag about. Client retention: If our platform runs
well, client will keep renewing. Monitor that retention as a metric of success of
the offering.

* Risk Mitigation:

e Brand Alignment and Testing: Before any public launch, test the Al extensively.
Use scenario testing: feed it tricky or off-topic questions to see how it responds,
and refine. Also, have it interact with internal brand experts to gauge if its
personality truly reflects brand values. Only launch when stakeholders are
comfortable it's on-point. Additionally, start in a limited environment (e.g., as a
web beta or on a secondary social account) to collect real user feedback and
ensure no issues, then broaden.

e Content Moderation: Implement filters: the Al should refuse to answer
inappropriate requests (with a friendly message) or give neutral responses to
sensitive topics. We can maintain a list of banned phrases or data it shouldn't
touch. Also, real-time monitoring dashboards that flag unusual conversations
or spikes in negative sentiment for immediate review. Essentially treating it like
a community manager who needs oversight.

e Human Failover: Always provide an easy way for users to reach a human. E.g., if
the user is dissatisfied or asks, “Can | talk to a person?”, the Al politely hands
over (or collects info for a callback). This ensures edge cases or complex issues
are handled properly and users don't feel trapped. It also builds trust -
knowing a human is behind it if needed.
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e Small Start: Perhaps launch it as limited-functionality at first (like just FAQs or
just one persona aspect). Earn trust of users and client, then expand
capabilities (like humor or proactive outreach) gradually. Also, maybe label it
clearly as Al (some companies choose to name it distinctly so users know it's
not a real human, to set expectations and honesty).

e Keep It Updated: One risk is it becomes outdated or off-message if the brand
changes something. Mitigate by establishing processes with the client: we get
heads-up on new campaigns, policy changes, etc., to update the Al's
knowledge promptly. Possibly connect it to live data sources (like if inventory or
pricing changes daily, tie that in through an API so it always has latest info).
Essentially treat it as part of the marketing team that attends all the update
meetings (which in practice means Monks team in charge stays closely
integrated with client communications).

e Legal & Ethical Compliance: Ensure the Al doesn’'t make promises or
statements that create liability (e.g., in finance, it shouldn't give financial advice
beyond allowed scripts; in healthcare, it must not violate regulations). Work
with client’s legal to define boundaries and even include disclaimers in certain
contexts. For example, if user asks for medical advice but it's a pharma brand
Al, maybe it gives a gentle refusal and disclaimer to consult a doctor - those
rules need to be encoded. By foreseeing these, we avoid legal trouble.

e Best Case Examples:

e Korean Air's “GPT-Assistant” (Hypothetical) - Imagine an airline deploying a
ChatGPT-based assistant on its website with a friendly persona that helps book
flights and also entertains with travel tips. If done, it could lighten call center
loads and increase upsell of ancillaries by naturally chatting about upgrades.
Monks' platform could power similar, and if such airlines reported success (say,
30% of inquiries handled by Al with high satisfaction), that's evidence for
broader adoption.

e Coca-Cola’s Al Avatar “Chef Coke” - (Hypothetical marketing stunt) Coca-Cola,
known for bold marketing, could create an Al persona of a bartender or chef
that suggests Coke-tail recipes in an interactive way. Users chat with “Chef
Coke" for ideas mixing Coke with other ingredients, making home parties fun.
This sort of creative Al engagement fits a brand’s playful image and drives
product usage. A real brand example: Nestlé’s Cookie Coach - Nestlé Toll
House created an Alexa skill that gives baking advice in a friendly tone. Monks
can take such concepts further with richer interaction and visuals.
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e Riot Games’ Lol Virtual Influencer - Riot (gaming company) developed a virtual
K-pop band (K/DA) with characters from its game, which became hugely
popular, though that wasn't Al-driven (it was scripted content). However, it
shows the potential of virtual brand-related personas generating fandom. If
those characters were made interactive via Al, players could actually talk with
their favorite character. This indicates in entertainment, audience appetite is
there. Monks could work with entertainment brands to create interactive
versions of their virtual idols - bridging content and tech.

e Lil Miquela & Al Evolution - Lil Miquela (virtual influencer) engages in comment
conversations likely guided by humans. In the future, her owners might employ
Al to scale her interactions. If that happens, it validates our direction. Already
brands like Prada, Versace have used her for promotions (Virtual & Al
Influencers in 2024 - What Should Brands Know?). Monks can create the next Lil
Miquela for a brand - but fully Al-driven and interactive. For instance, a fashion
retailer could have a virtual stylist influencer customers can chat with about
outfit ideas. The tech and creative pieces needed are exactly in Monks'
wheelhouse.

e PwC'’s Al Customer Assistant Offering - Big 4 firms have begun offering Al
customer service solutions. For example, PwC is working with OpenAl to build
conversational assistants for enterprises (PwC to become OpenAl's largest
enterprise customer amid genAl boom | Reuters). But those focus on Q&A and
support. They don't craft personas or brand voice well. Our advantage case: A
retail bank could go to PwC for a chatbot or to Monks for a charismatic virtual
banker that not only answers questions but builds rapport with customers
(leading to better engagement metrics). Over time, stories of such engaging
assistants boosting customer loyalty will set Monks apart as not just
implementing Al, but humanizing it creatively.
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Blue Ocean Strategy vs. IT Services Giants

Monks / Painpoint

Infosys, Cognizant, TCS, and others excel in large-scale IT and outsourcing but lack
creative spark. The following use cases combine Monks' creative edge with the
technical rigor to beat generalist IT firms at their own game - offering platforms
and services that are both technologically robust and creatively compelling, thus
occupying a space these firms cannot easily replicate.

11: Al-Augmented Delivery & QA Engine (Low Complexity /
Internal Ops Advantage)

e Strategic Fit: This is an internal-facing use case: deploy GenAl to streamline
Monks' own project delivery and quality assurance processes, thus
outperforming IT services giants on efficiency and quality. IT giants pride
themselves on process maturity and low error rates via heavy processes and
manpower. Monks can leverage Al to achieve equal or better rigor with more
agility. By using Al in code generation, code review, testing, and even project
management assistance, Monks' delivery of tech projects (web builds, apps,
platforms) and even creative deliverables becomes faster and less error-prone.
This strategic move turns our creative-tech teams into “augmented super-
engineers/designers” who can deliver complex projects with fewer people/hours
- giving us a cost and speed edge against the Infosys and Cognizants who often
throw sheer manpower at projects. It also allows Monks to pitch not just creative
excellence but technical reliability at lower cost, undercutting IT firms’ value
proposition while maintaining creative quality. Internally, it fosters a culture of
innovation in operations that aligns with Monks’ tech DNA.

¢ Complexity Assessment: Low to medium complexity to implement because
many tools exist (GitHub Copilot for code, various automated testing Al tools,
task management bots). It's about integrating them into our workflow. Could
start immediately with available Al coding assistants for our dev teams and an
LLM-based tester that generates test cases. Additionally, using GPT for checking
content accuracy or consistency in deliverables (like did we follow brand
guidelines in 100 images? - Al can spot anomalies). Setting up a pipeline might
take a few months of internal tooling integration, but this is incremental
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improvement, not a massive system build. Many Monks projects likely already
dabble in Al tools; formalizing it org-wide is straightforward. The complexity lies
in change management (ensuring teams adopt and trust the Al outputs). But
relative to high-concept external offerings, this is simpler - it's optimizing existing
processes with Al.

e Market Context: IT services firms are indeed exploring Al in delivery (Infosys
has Topaz for Al-assisted services (Infosys Topaz: An Al-first offering to accelerate
business value), TCS talks about Al in software engineering). But these giants
have legacy processes and might be slower to adapt culture-wise. Monks as a
newer, agile organization can outpace them in actual adoption. Also, creative
agencies historically aren't known for operational discipline - by becoming
hyper-efficient with Al, Monks could shock clients by delivering big IT-like
projects faster and with fewer defects than a traditional Sl (systems integrator)
would. That's a huge differentiator when competing for tech-heavy contracts.
Also, there's trend of "hyperautomation” in IT where repetitive tasks are
automated end-to-end (AlGrw #5 - Al-Driven Blue Ocean Strateqy - LinkedIn) -
we can embody that with GenAl, but also keep creativity. Clients might trust us
more with creative platforms if we prove we can deliver robust tech. So context:
competitors will try to do similar internally, but if Monks invests now, we can
claim that edge (like “our entire delivery pipeline is Al-accelerated, so we
guarantee faster timelines”). Possibly even certify or quantify that (e.g., “95% of
code passes Al QA before human review, eliminating many bugs”).

* Risk Level: Low to moderate internally. Delivery risk: Over-relying on Al
suggestions could introduce mistakes if not validated (but we wouldn’t remove
humans, just aid them). Employee learning curve: Some might resist or misuse
the Al. But given our culture, likely adoption will be embraced especially by
younger engineers/designers who already experiment with these tools. ROI risk:
If tools cost money (Copilot licenses, etc.), ensure they actually boost
productivity rather than become a crutch. We mitigate by measuring
performance. Since it's internal, failure just means we revert to normal processes,
so external impact is minimal (aside from if a bug slips through because
someone trusted Al too much). But properly implemented, Al will catch more
bugs, not introduce them.

e Implementation Details:

¢ Coding: Provide Al coding assistant (like GitHub Copilot or AWS
CodeWhisperer) to all developers in Monks. This can autocomplete code,
suggest improvements, and generate boilerplate, easily saving a significant
portion of coding time (Generative Al In Business: Why Accenture Is Investing
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$3 Billion In Al). Pair this with training on how to use it effectively (so devs focus
on higher-level logic while Al handles routine code).

e Code Review: Use an LLM to do an initial code review pass. For example, run a
script on pull requests that asks GPT-4 to analyze the diff for potential bugs,
security issues, or deviations from style guidelines. It leaves comments for the
human reviewer to consider (Reinventing M&A with Generative Al | Accenture)
(Reinventing M&A with Generative Al | Accenture). This speeds up review and
potentially catches things a human might miss (like edge-case scenarios).

e Testing: Implement Al-generated unit tests and test case generation. For a
given piece of code or feature spec, have Al propose a suite of tests. Also use
Al tools to simulate user flows and find issues (there are Al QA startups doing
this). The goal is to achieve high test coverage and scenario coverage with
minimal manual test writing. For front-end, use computer vision Al to compare
Ul to design mocks to catch visual discrepancies automatically.

¢ Project Management: Possibly deploy a chatbot in project channels (like Slack
or Teams) that can answer “where do we stand on X?" by parsing Jira data, or
even predict if a sprint will slip based on current velocity (using historical data
+ Al projection). This acts like an Al Project Manager assistant, flagging risks
early. IT giants use armies of project managers; we can augment a lean PM
team with Al insight to manage large projects effectively.

e Design QA: For creative deliverables, use Al to ensure consistency: e.g., use
image recognition to check if brand colors and fonts are correctly used across
hundreds of assets, or if any inappropriate content accidentally got in (like
scanning outputs from an Al image generator used in creative to ensure
nothing hidden or wrong). Also, Al can resize/adapt assets (some overlaps with
earlier content adaptation use case) to reduce manual grunt work by designers
- freeing them for high-level design.

e Knowledge Management: Connect to Use Case 5's knowledge hub - delivery
teams can quickly query "have we solved this integration issue before?” and
get answers. This short-circuits problem solving by reusing knowledge. IT firms
often consult huge knowledge bases; our Al hub would do that faster.

¢ Metrics and Continuous Improvement: Put in place measurement: track
defect rates, rework hours, delivery time pre and post Al adoption. Aim to show
quantifiable improvement (like 30% fewer bugs reported from client testing
phase, 20% reduction in average delivery timeline) - those become selling
points.
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e Culture: Encourage a culture where using Al is seen as smart and not
“cheating.” Perhaps run internal challenges or hackathons where teams share
how Al improved their workflow. Possibly tie some bonuses to efficiency gains
or quality improvements aided by Al to incentivize creative uses.

e Benefits: For Monks (internal): Increased productivity - we can do more
projects with the same workforce or same project faster. That either boosts
revenue capacity or profit margins. Also potentially higher quality means happier
clients and less fire-fighting (reducing stress). It also upskills our teams - working
with Al, they can tackle more complex problems (Al handles mundane parts).
That can improve job satisfaction by focusing humans on creative/problem-
solving tasks and leaving repetitive work to Al. It may also help junior staff
produce at near-senior levels (as Al guides them), effectively leveling up our
talent output. For clients: They receive deliverables faster and with fewer issues.
We might even be able to offer more competitive pricing or fixed-price projects
with confidence because Al gives us efficiency and risk reduction. Shorter
timelines mean they realize value sooner. And the consistent quality builds trust -
Monks can be seen as as reliable as big IT firms but more nimble. Possibly, we
can offer more transparency too (maybe provide clients an Al-generated test
report for each release, etc., showing thoroughness - they'd rarely get such detail
from others).

* Financial Impact: Cost savings: Less overtime, fewer bugs to fix post-launch
(which are often on our dime in fixed scopes), possibly reduced need for large
QA teams or external testers. We might save a certain % of labor hours. If, say,
each developer is 20% more efficient, that's significant capacity freed. Increased
capacity = more revenue (take on more work without proportional headcount,
or reduce reliance on outsourcing). Also could reduce subcontractor costs - if we
often hire external testers or extra devs near deadlines, better Al-driven
efficiency might avoid that. Competitive pricing or margin: We could choose to
underbid IT competitors thanks to lower internal costs and still maintain margin,
winning more deals. Or maintain price but enjoy higher margin. Investment:
mostly software/tool licenses and some training - relatively small compared to
headcount cost. Copilot, for example, is ~$10 per user per month - trivial for the
potential gain. Maybe some custom integration cost, but even if we invest, say,
$100k in internal tool development, it could save multiples of that yearly. Risk
reduction (less warranty fixes, etc.) also has financial benefit (not having to
allocate free hours to patching defects). Over time, delivering consistently on-
time and on-budget with quality thanks to Al can enhance Monks’ reputation,
leading to more business (hard to quantify but huge if it sets us apart in client
references).
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* Resource Requirements: Tools/Infrastructure: Acquire needed Al tools
(Copilot, etc.), ensure our code repositories and data are accessible to those in a
secure manner. Possibly increase computing for running test Al or analysis on
builds (but can use cloud as needed). Team and Training: Appoint an “Al in
Delivery” champion or team under our CTO/COO to implement these. They can
start by piloting on a couple of projects, gather feedback, then roll out broadly.
Provide training sessions for devs, QA, PMs on using new tools (luckily, many
engineers pick these up naturally, but formal tips help uniformly raise usage).
Process adaptation: Update our delivery playbooks to include Al steps (like
“developer must run Al code review and fix flagged issues before requesting
human review” - making it standard). The overhead is small per project, but
formalizing ensures consistency. Change management: Emphasize this is to aid,
not replace - keep team morale positive about it. Possibly measure and celebrate
improvements to reinforce adoption.

* Success Metrics: Delivery speed: e.g., average project completion time vs
baseline (should improve). Defect density: number of bugs per 1k lines of code
or per feature (should drop). Test coverage: percentage of code automatically
tested (should rise with Al generating more tests). Employee efficiency: maybe
lines of code per developer or story points per sprint velocity improvement
(careful with such metrics but can indicate trend). Client satisfaction: track if
project satisfaction scores improve (less frustration from delays/bugs). When
bidding or in post-mortems, see if clients commend quality/timeliness. Cost
metrics: see if we reduce budget overruns or increase profit margin on fixed-
price projects (often, agencies suffer due to unforeseen rework - Al could
mitigate that; success = fewer overruns). Also internal metrics like how many
suggestions from Al are adopted - e.g., if Copilot provides X% of code on
average (some studies show ~30% code via Copilot), that's a quantifiable usage
stat. We can aim to maximize that safely.

* Risk Mitigation:

e Validation Layers: Don't trust Al blindly. For coding, ensure human review
remains in place. For Al-generated tests, have QA vet they make sense. Over
time as trust grows, maybe lighten human checks, but initially double-check
everything Al suggests until proven reliable. This prevents any early fiascos that
could sour teams on the tools.

e Security and IP: Use self-hosted or enterprise versions of tools if possible so our
code isn't leaking into public models. Ensure compliance with client IP rules
(some clients might be wary of their code going through Al services). We might
have to allow opt-out for sensitive projects or use on-prem models there. But
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there are solutions (like Azure OpenAl which keeps data isolated). Clearing this
ensures we don't violate confidentiality and can reassure clients if they ask.

e Avoid Over-Automation: Recognize limits. Some creative aspects (like design
choices or complex architecture decisions) should remain human-led. Al can
assist but not dictate. We should avoid blindly following Al suggestions in areas
requiring creative judgment or deep expertise - use Al as consultant, not boss.
Encouraging that mindset will mitigate any quality drop in those less
quantifiable areas.

¢ Continuous Learning: Set up feedback: when Al tools miss something or give a
bad suggestion, capture it and adjust prompts or fine-tune (if we host models).
For instance, if code review Al didn't catch a particular bug that later
happened, feed that scenario back in training so next time it might. Or maintain
an internal knowledge base of common false positives from Al to ignore. This
ensures the system gets better and teams remain confident in it.

e Keep Humans Creative: Communicate to the team that this efficiency push is to
free their time for innovation and complex problem solving, not to simply do
the same work faster and then get laid off. Perhaps reinvest saved time into
R&D or upskilling. If people see Al just cuts workload and not their jobs, they'll
embrace it more. And Monks can then utilize freed capacity to tackle more
challenging projects that require human creativity, which IT firms can't match -
fulfilling the strategic goal.

* Best Case Examples:

e Infosys Topaz claims - Infosys launched Topaz with 12,000+ Al assets and
150+ pre-trained models to amplify human potential and efficiency
(Infosys Topaz: An Al-first offering to accelerate business value). They likely
apply those to speed up their services. If Infosys says their dev productivity is
up X% due to Topaz, Monks can aim to match or exceed that. The difference:
we combine that efficiency with creative quality. But it shows large IT firms are

investing in similar directions; we must not fall behind.

e IBM’s Al for Code (Project CodeNet) - IBM and others are working on Al that
can convert legacy code or find bugs automatically. They report promising
results in reducing manual coding. This indicates the technology readiness for
what we propose. Monks can leverage such advances (maybe using IBM’s or
open models) to get a leap in code modernization projects or bug fixing
speed, outdoing others.
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e Capgemini’s Automation Drive - Capgemini has an initiative to automate a lot
of their delivery processes (using RPA, Al, etc.) to reduce cost of delivery.
They've claimed to streamline operations by double-digit percentages. Monks
implementing GenAl in delivery similarly can achieve cost reductions. The best
case: Monks delivering a complex platform in 4 months whereas an IT
competitor quoted 6-8 months, with fewer defects - and we can point to our Al-
driven approach as how we did it. That practical proof will attract clients away
from slower competitors.

e Google’s use of Al in software engineering - Google internally uses ML-based
code review tools and testing tools on its massive codebases (as per some
engineering blog posts). They've found it catches bugs early and saves
engineer time. If the tech works at Google scale, we can adopt scaled-down
versions. Possibly even customizing open Al models on our code history to get
Monks-specific code suggestions in our style. This could be a unique internal IP
where our Al knows our typical code patterns, further boosting consistency and
speed.

e Case Study: Dev team productivity boost - A smaller example: An anecdotal
case of a startup using GitHub Copilot saw ~30% faster coding and 50% fewer
errors in PRs. Apply that to Monks with hundreds of devs, it's huge. Our own
pilots might show similar numbers - we can then reference those results
(anonymously) in proposals to instill confidence that we can deliver faster/
cheaper because our team is Al-augmented (with concrete stats).

e Accenture’s “SynOps” platform - Accenture has an internal operations Al
(SynOps) which optimizes processes and workforce allocation. They claim it
increases efficiency in their BPO and IT ops by significant margins. Monks
adapting a similar approach with GenAl specifically for creative tech delivery
could achieve likewise. The best case outcome: Monks can handle projects at
an Accenture scale with a fraction of the team, which is disruptive in the market
when combined with our creative edge.
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12: E2E Al Content & Commerce Platform (High Complexity
/ Platform-aaS Offering)

e Strategic Fit: This use case is about building a unified platform that integrates
generative content creation with digital commerce solutions - a product or
Saa$ offering that Monks can sell to clients or use to deliver projects faster. It
combines creative content generation, personalization, and e-commerce
backend, creating a one-stop solution for brands to generate marketing content
and deploy it to their commerce channels (website, apps, etc.) seamlessly. This
directly pits Monks against IT services giants in the digital transformation arena,
but with a twist: we provide not just the commerce tech (which IT firms do) but
also the creative content automation. Strategically, it leverages Monks' dual
strength - technical implementation and content creation - in a way that
generalist IT firms (focusing on platforms like SAP, Adobe Commerce, etc.) do
not. It opens a "blue ocean” by offering a platform that can both build a webshop
and fill it with Al-generated, optimized content (product descriptions, images,
promo banners) and perhaps even handle marketing emails or social posts - all
consistent and data-driven. This can be especially attractive to mid-size clients
who can't afford separate agencies and IT integrators - Monks gives them a two-
in-one platform. It also moves Monks up the value chain into recurring software
revenue. This is a transformative high-impact idea aligning with how the market
might evolve with Al (content and commerce convergence).

e Complexity Assessment: High complexity, as it involves product development
across multiple domains. Essentially building a mini Adobe Experience Cloud
competitor or an extension to a commerce engine with GenAl. Timeline could be
18+ months for an MVP if built from scratch (maybe shorter if leveraging open-
source or headless commerce frameworks and adding Al modules). We'd need
to integrate CMS/e-commerce (product catalog, cart, etc.) with generative Al
(text generation for descriptions and SEO, image generation for product shots or
contextual images, maybe layout generation for web pages). Also analytics to
guide content optimization. This is a big engineering effort and requires
maintenance. Alternatively, complexity can be reduced by piggybacking on
existing open-source commerce solutions (like Magento or Shopify Hydrogen)
and focusing on building an Al content plugin layer. Then it's more about Al and
integration rather than full commerce from ground up. Still complex but more
manageable (12 months perhaps to a solid add-on product). Also, providing it as
a service means we need robust hosting, user management, etc. That said,
Monks has likely built many bespoke content+commerce solutions; formalizing
common needs into a platform is an extension of that experience. We can
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incrementally develop it by first using it internally on projects to accelerate
delivery (and quietly achieve scale), then turning it outward as a product.

e Market Context: IT services giants typically implement third-party platforms
(Salesforce, Adobe, SAP commerce) rather than build their own products (with
exceptions like Infosys has some platforms). Monks building a proprietary
platform is bold - more akin to a tech company. But in a blue ocean sense, it sets
us apart from typical service vendors. Also, many mid-tier clients are
overwhelmed by integrating multiple systems (CMS + digital asset management
+ e-commerce + analytics). Our platform could simplify that with Al doing a lot
automatically. Competitors might have pieces: e.g., Infosys or TCS might offer
custom solutions, but likely lacking generative Al creativity. Adobe and
Salesforce are adding some GenAl features to their clouds, but expensive and
not tailored. Monks can beat them on flexibility and creative excellence. Also,
given S4 Capital’'s ambition to unify content and data, a platform fits that
narrative (Media.Monks + MightyHive synergy). Clients could be intrigued to buy
from Monks a solution that covers content and commerce - one contract instead
of dealing with multiple vendors. Risks: stepping on toes of software partners
possibly, but if it's unique enough, it's a niche we own. Another context: many
agencies talk about “content supply chain” integration with commerce, but few
have built actual software for it - Monks could be first.

e Risk Level: High. Product risk: Building and commercializing a platform is
outside typical agency core; could divert focus or fail to gain traction. But we can
hedge by using it internally regardless (then even if not sold widely, it still yields
efficiency). Competition with established platforms: We'd need a clear angle
(like ultra simplicity, Al automation, cost advantage) to get clients to consider it
over Adobe/Sitecore etc. If not done well, it might not attract large enterprises,
leaving mid-market - which is okay if that's strategy. Resource/budget risk: It
will require significant investment in development and support - not directly
billable to a client - so leadership must commit to a product mindset. Ensuring
ROI means needing a certain number of clients on it eventually. Support and
updates: Once offered, we must maintain and update it, which is a long-term
commitment (IT firms have big product teams for their tools, we'd need to
dedicate that). We mitigate by possibly spinning it as a separate unit or
partnering with a tech firm for the heavy lifting.

* Implementation Details:

e Core Features: Content Management (pages, assets, product info), E-
commerce (product catalog, cart/checkout or integrate to client’s existing
checkout via API), Generative Al integration at multiple points:
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e Product Content Al: When a merchandiser adds a new product, the platform
can generate a product description optimized for SEO, create alternative text,
maybe generate an image or recommended image edits (e.g., background
removal and Al-generated context image).

e Web/Mobile Page Al: The platform could have templates that Al can populate
with copy and images for things like landing pages or promotions. Possibly
generate variant layouts for A/B testing automatically.

e Personalization Al: For logged-in users or segments, the platform can
dynamically generate personalized content blocks (this overlaps with the
personalization use case earlier but here it's built into the product).

e Marketing Al: Possibly extension to generate marketing emails or social
media posts based on site content (one-click generate an email campaign for
a new product launch pulling from product info and images).

e Analytics feedback: integrated analytics that feed performance data back to
the generative models to suggest changes (some overlap with real-time
optimization use case #8, but narrower domain - commerce site content).

e Architecture: Likely a cloud-based web app (multi-tenant if SaaS for multiple
clients, or single-tenant for each if required). Use a headless commerce back-
end (like a database for products, orders) and a headless CMS for content -
then a front-end that can be customized or integrated into client’s site via APIl/
SDK. The generative part calls Al models (OpenAl for text, perhaps Stable
Diffusion or an API for images). We'll need to manage content approvals - Al-
generated content probably should be reviewed by a human in the platform’s
Ul before going live (with an edit interface).

e Integration: Provide connectors to popular e-commerce front-ends or allow
embedding generated content into Shopify, etc., if a client doesn't fully move
to our platform. Perhaps initially, target clients who want content automation
plugged into existing commerce systems (so our “platform” could start as a
plugin or microservice that sits alongside an existing stack to generate
content).

e Development Phases: Phase 1: Internal tool - build it to auto-generate
content for, say, our client projects (like if building a site, use our tool to
generate initial content, thereby speeding up and validating functionality).
Phase 2: Beta with one client where we fully deploy it as their CMS for a
segment of their site. Phase 3: General availability to sell to others. This
reduces risk and ensures it's built with real-world feedback.
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e Partnerships: Possibly partner with a commerce platform for credibility (e.g.,
become a specialized layer on top of BigCommerce or similar - they provide
commerce basics, we provide Al content brain). This might reduce dev of
commerce bits and focus us on Al and content. However, building fully in-
house gives more control and differentiation.

¢ Unique Selling Proposition: “Launch and run your digital store with 50% less
effort - content and design needs are handled by integrated Al.” Emphasize
speed (go from product idea to live site in days, not weeks), cost (less manual
content creation), and agility (site updates daily via Al so always fresh). Also
highlight creative quality - Monks-trained Al means content is not bland (we
imbue brand voice).

e Monetization: Could be subscription + usage (like charge by number of
products or pages managed, and possibly additional for heavy Al generation
usage). Or, use it to deliver managed services (e.g., sell it as part of our
package and charge a flat monthly including some human oversight). We'd
need to invest in sales/support if we go pure SaaS, which is a new capability
(maybe leverage our sales for services with cross-sell).

 Benefits: For clients: They get a streamlined solution vs stitching together CMS,
DAM, commerce, personalization engine, etc. Especially mid-size companies get
enterprise-like capabilities (personalized content, automated SEQO, etc.) at a
fraction of complexity and cost. Less reliance on big content teams - they can
produce more content with small teams, as Al assists. That helps them scale
marketing efforts without scaling headcount as much. Also, consistency: the Al
can enforce brand guidelines globally. For creative marketers, it's like having an
intelligent assistant handling routine work so they can focus on big strategy and
creative direction. For IT departments, a single integrated system reduces
integration headaches and potentially licensing costs (if our solution is cheaper
than multiple others). For Monks: Potentially a scalable product revenue stream
- less linear than pure services. It can open doors to more tech-driven
engagements (some clients might come for the platform, then use Monks
services to customize or operate it, hooking them in). It differentiates us strongly
- among agencies and integrators, few have a proprietary platform. If it
succeeds, it could position Monks more like a tech innovator, which can have
valuation and branding upsides. It also allows us to utilize our knowledge from
projects - basically we codify common needs into software, making future
projects easier (even if not sold, using it internally improves delivery efficiency
for content-rich builds). Additionally, if we gather usage data (anonymized)
across clients, we learn what content works best in commerce - improving our
consulting advice. It may also protect from pure IT price competition: when
selling a solution, the conversation shifts from hourly rates to product value.
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* Financial Impact: Revenue: If sold as SaaS, could become recurring revenue.
Even a modest adoption (say 20 clients paying $10k/month) is $2.4M/year, with
potential to grow. If widely adopted, the sky's the limit (though realistically,
starting as a niche product in our client base is likely). It also could indirectly
drive more services revenue - clients might purchase the platform but then hire
Monks for custom creative or integration around it (pull-through revenue). Cost:
Significant up-front investment in development (maybe $1-2M+ in effort if done
seriously) and ongoing maintenance cost. But once matured, incremental cost
per client is low (just hosting and support), so profit margins on subscription
could be high. Compare to typical services, product revenue can scale without
proportional cost. Competitive advantage leads to new business: If this
platform helps us win projects that involve content+commerce because we can
deliver faster/cheaper, that's more project revenue too. For example, a client
might choose Monks to revamp their e-commerce because we bring this
accelerator platform saving them money (maybe we reduce implementation cost
by 20% using our tool, making our bid more attractive while we still maintain
margin). ROl consideration: If it helps us deliver say 30% faster, we can do more
projects per year - more revenue with same staff. Internally used, that’s also ROI
in margin. So even if not widely sold, it can pay back through internal efficiency
(like a sophisticated internal tool). Risk: If adoption is slow, might not recoup
cost quickly, but internal use ensures some ROI regardless. The upside is large if
it catches on in the market or becomes a staple for our delivery.

* Resource Requirements: Development Team: Essentially building a software
product - need product manager, UI/UX designers (for the interface of our
platform), front-end & back-end developers, AI/ML engineers (to integrate and
possibly fine-tune models for content tasks), QA for the platform. We might
repurpose some internal R&D folks or hire specifically. Possibly form a separate
unit (Monks Products) to focus on it so as not to distract client teams.
Infrastructure: Host on cloud (maybe partner with Azure/AWS for credits or tech
support, since they like such projects). Need to ensure scalability and multi-
tenancy if SaaS. Also need devops to manage deployment for clients. Content &
Model Training: To differentiate, maybe train language models on marketing
copy corpus or certain vertical knowledge. We might need data agreements or
use open data to make the Al’s outputs especially good for marketing e-
commerce (this is an R&D in itself, but even out-of-the-box GPT-4 is pretty good,
though cost of using that at scale must be considered in pricing). Beta clients:
find one or two friendly clients (maybe smaller brands or a startup incubated by
S4 Capital) to use as guinea pigs, giving feedback and success stories. Support
team: small group to help new clients onboard, answer usage questions, etc. We
might leverage existing account managers or solutions engineers for this rather
than a full support org initially.
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e Success Metrics: Product metrics: number of clients using it, growth rate,
monthly recurring revenue if SaaS, usage statistics (e.g., how many pages or
products processed by Al monthly - indicating value delivered). Client
outcomes: For instance, reduce content production time by X%, or increase site
update frequency (a client might go from updating content monthly to daily
because Al made it easy - that's a value indicator), or sales uplift due to more
engaging content. If we can, measure differences before vs after platform
adoption (like A/B test on a site using our Al content vs manual content -
showing equal or better performance with less effort). Internal efficiency: if
used in projects, track reduction in hours for content population tasks, etc.
Quality: measure SEO performance of Al-generated content (should be good if
done right), maybe track search ranking improvements or conversion rates of
pages with Al content vs baseline. Satisfaction: both user (are site visitors
responding well to the content? can do surveys or monitor bounce rates) and
client user (the marketing team using the platform - we want them to love the
ease of use, which yields high retention). A key metric is if clients renew
subscription and perhaps expand usage (if we start on one site section and they
roll it out to entire site). Competitive win rate: we can note if offering this
platform helps us win deals against IT firms or as an upsell to existing creative
clients; qualitatively, capturing that is good.

* Risk Mitigation:

e Start Focused: Don't try to build everything for everyone at first. Perhaps focus
on a specific industry or use case. For example, platform tailored for retail e-
commerce sites needing frequent product content updates, or for global
brands needing multi-language content quickly. This way we can fine-tune
features to that niche and demonstrate strong results. Expanding horizontally
can come after success in one area.

e Ensure Core Stability: The commerce functions (product listing, cart, etc.) must
be rock-solid since that's critical infrastructure. If we leverage proven open
source or keep it simple and integrate with their existing stable commerce
engines, we avoid reinventing wheels that could break. Our innovation should
mainly be in content generation and integration, not trying to beat SAP in
transaction processing. So maybe position it as an add-on to existing
commerce systems as an initial strategy to offload complexity; later could offer
a full suite once confident.

e Al Content Quality Control: Provide mechanism for human review and editing
in the platform. Make Al suggestions easy to accept/edit rather than auto-
publishing everywhere unchecked. Also incorporate approval workflows (so
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brand managers can approve what Al generated). That assures clients they
won't have rogue content. Over time as trust builds, they might allow more
auto-publish for low-risk content (like metadata tags or small image variations).
Additionally, allow them to set rules (like forbidden words or required
phrasing) that the Al adheres to, to maintain brand consistency. Essentially,
embed brand guardrails into the platform as a feature - that's a selling point
too (advertise it as "Al but with brand governance baked in”).

e Data Privacy & Compliance: If the platform handles customer data for
personalization or is part of commerce flows, ensure it's secure and compliant
(GDPR etc.). Keep Al generation on content side mostly, which is low risk; if any
personal data is used for personalization, do that carefully with consent.
Possibly avoid handling Pl entirely initially by focusing on content creation, not
individual personalization. That removes a big compliance hurdle that
consultancies and IT firms always worry about.

e Beta Testing & Iterate: Use it on actual Monks-run sites first (maybe our own site
or a pro-bono client) to iron out kinks in real environment. Gather feedback
from actual content editors using it. Iterate Ul and fix any misfires in generation
(like if it produced weirdly phrased text or wrong info, adjust prompts or
require more input from user). Make sure it truly saves time, not adds friction.
Keep UX simple so marketing folks (non-technical) can use it; if it's too
complicated (like some enterprise systems), adoption will lag - we want a slick,
perhaps even fun interface that highlight Al help as a feature, not a confusing
Ul.

e Differentiation & Marketing: Ensure we articulate what makes our platform
special vs just using Shopify + ChatGPT manually. Likely it's the integration and
ease: no copying text back and forth, no design skills needed to get decent
banner - the platform does it in one flow. Also emphasize the Monks expertise
built-in: “trained on $X million worth of award-winning creative and commerce
knowledge” (if we can say our model uses insights from our past work, etc.).
Protect that advantage by possibly seeking IP rights on certain unique
integration of generative tech if possible. Or at least branding it strongly so it's
associated with Monks in the market (harder for an IT firm to claim the same
without building their own).

* Best Case Examples:

e Adobe’s GenAl in Experience Cloud - Adobe has begun integrating generative
Al into its Experience Cloud (e.g., Adobe’s upcoming feature could auto-
generate marketing content suggestions in their CMS, and their Firefly can
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create images). Publicis integrated Firefly with their data to do personalized
creative at scale ([ Publicis Groupe and Adobe Forge Ahead with Strategic

Expansion in Al-Driven Creativity | Flyrank - FlyRank](https://
www.flyrank.com/fi/blogs/ai-news/publicis-groupe-and-adobe-forge-
ahead-with-strategic-expansion-in-ai-driven-creativity)). However,
Adobe’s tools are add-ons and still require the user to do a lot. Monks'
platform could be more turnkey with narrower focus, possibly delivering
results faster for certain clients without heavy setup. If Adobe’s enterprise
clients see value, mid-market might need a lighter solution - that’s our
sweet spot best case: capturing those who can’tinvest $1M in Adobe but
have content needs.

e Salesforce Commerce + Al - Salesforce is adding Einstein GPT to Commerce
for things like automated product descriptions and chatbot responses. That
validates the need. But using Salesforce is costly and often requires heavy
integration work by IT consultants. Our best case: a client chooses our simpler
all-in-one solution instead of hiring Accenture to implement Salesforce + some
Al plugin, saving time/money and getting custom creative quality.

e Shopify and Al - Shopify (for small businesses) introduced an Al tool to write
product descriptions for merchants. It's been well-received because it saves
time for entrepreneurs. That's on the small end. Our target might be one level
above: mid-size companies with bigger catalogs and brand voice nuance. The
best case is to become to mid-market what Shopify is to small businesses - a
convenient platform - but with advanced Al and creative guidance that smaller
tools lack. If many SMEs use Al for content, larger firms will want to do it too but
with more control; our platform could serve that demand.

e Accenture’s “Content Bus” (Hypothetical) - Large IT firms sometimes build
internal frameworks (like a content supply chain bus connecting CMS, DAM,
etc.). Suppose Accenture or Infosys internally uses scripts to automate content
moving between systems for efficiency; they aren’t selling that, just internal.
Monks can instead package such automation plus Al creation as a client-facing
product. The best case is capturing deals where a client might have otherwise
paid an IT firm to custom build integrations - we offer a ready product. For
instance, instead of paying Cognizant to integrate a translation service with
their CMS (to generate local content), a client could use our platform which
auto-generates multi-language content out-of-the-box ([ Publicis Groupe and
Adobe Forge Ahead with Strategic Expansion in Al-Driven Creativity | Flyrank
- FlyRank](https://www.flyrank.com/fi/blogs/ai-news/publicis-groupe-

and-adobe-forge-ahead-with-strategic-expansion-in-ai-driven-creativity)).
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e Case Study: CPG Brand Site Overhaul - Imagine a consumer goods brand used
our platform to relaunch 50 country websites. Normally that's huge effort
(translators, designers per market). With our Al content engine, they input
master content and it generated localized versions, adjusting imagery to local
preferences via Al, all in weeks. Traffic and engagement went up due to more
timely localized content. And the brand saved millions in localization and
content costs. This hypothetical success is what we'd aim to achieve and
document. If we did that, IT giants who would historically do such rollouts with
big teams would lose those deals to Monks. That shift would prove the
disruptive nature - delivering global content at scale with a lean, Al-driven
platform.

Each of the above 12 use cases is ranked in complexity and transformative impact,
from quick-win internal improvements to high-impact, high-complexity new
platforms. Together, they address Monks' strategic challenges by integrating Al
deeply into operations and offerings, demonstrating clear ROI, unifying our
expanding company culture, and opening blue ocean opportunities against
various competitors. By executing on these, Monks can strengthen efficiency and
differentiation simultaneously - embedding Al not as a buzzword tool, but as a
core of our workflow and client value proposition, thus driving sustainable
competitive advantage in the evolving digital agency landscape.
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