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Copenhagen-based independent research and design lab Space10 has used ChatGPT to 
design a sofa that can fold flat, fit into an envelope and weighs only 22 pounds. Built in 
collaboration with Swiss design firm Panter&Tourron using generative AI, the resulting 
prototype is a bench-like, modular couch design with adjustable wings and thin panels of 
cushions. 

Space10, which is supported by and dedicated to working on product design for Ikea, was 
researching the potential of digital fabrication tools such as 3D knitting robots during the 
pandemic, but the advent of generative AI accelerated its work. Space10 designers worked on 
hundreds of prompts using text-to-image generating tools like Mid Journey and DALL-E to 
formulate a flat-pack design. 

Collaborating with generative AI was a key component of this project, showing how the 
Generative AI Creativity Market hinges on knowledge and skill-sharing between humans and AI 
– without which products will fail to cater for human needs and desires. The final design has 
been turned into a prototype and is on display at this year’s Copenhagen Architecture Festival. 

Space10 designs a flat-pack, foldable couch 
with generative AI 

Couch in an Envelope by Space 10 and Panter&Tourron, Denmark 
Source: Pavan Bivigou, Gabriela Białkowska, Simar Deol and Dan Hastings-Narayanin 

Strategic Opportunity 
AI can be a productive tool but it requires a human touch. How can you upskill your workforce 
to adopt AI into their workstream? How can it reduce mundane tasks and supercharge 
creative output? 
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Source: Olivia Houghton, Savannah Scott, Marta Indeka, Emily Rhodes, Simar Deol and Dan Hastings 
The Inflation Cookbook by SkipTheDishes, Canada 

The Inflation Cookbook uses AI to optimise grocery 
budgets 

The Inflation Cookbook is a digital platform helping users to pick dishes based on live 
ingredient prices, with some help from AI, nutritionists and chefs. 

Developed by food delivery marketplace SkipTheDishes, the online tool helps Canadians to 
find affordable nutritious foods and optimise grocery budgets. The tool first tracks the price 
evolutions of hundreds of food products in real time. Every week, the algorithm will update 
rankings of the top 10 items with price levels going up and down. The platform also offers 
seven weekly recipe suggestions crafted using cost-efficient items as star ingredients. 

This activation follows in the footsteps of food austerity innovators like The Yellow Sticker 
Cookbook, a tool suggesting tasty meal ideas made from products bought in the discounted 
aisle. SkipTheDishes takes this concept one step further, enabling consumers to monitor 
which products are reduced at the moment, and to plan their food shop and meals 
accordingly. 

Strategic Opportunity 
This iteration of what we call Budget Bots in the kitchen shows how businesses can commit 
to combating food insecurity and support communities without being condescending, but 
encouraging creativity and resourcefulness. 
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Source: Emily Rhodes, Marta Indeka, Simar Deol and Dan Hastings 
Levi Strauss & Co. and Lalaland.ai, US 

Levi’s to experiment with AI models 
to enhance diversity 

Levi’s has announced plans to feature digital models generated by artificial intelligence (AI) 
on its website to showcase more diversity. Amy Gershkoff Bolles, Levi’s global head of digital 
and emerging technology strategy, announced the company’s new partnership with digital 
studio LaLaLand.ai at the BoF Professional Summit on Technology on 22 March. 

The iconic denim brand hopes AI will supplement its existing roster of models with a more 
extensive mix of sizes, body types, ages and skin colours to create what it describes as ‘a more 
personal and inclusive shopping experience’. ‘It would be impossible for us to have models 
that cover every combination of race, ethnicity, age, body size, body type,’ said Gershkoff 
Bolles to justify the decision. 

In the Betterverse, we previously looked at how organisations large and small can use the 
metaverse to build better worlds by placing people and ethics first. Levi’s hints at new 
opportunities and risks for brands trying to appeal to a diverse audience via an AI third party. 

thesmilingstrategist+ai 

Strategic Opportunity 
Diverse representation in an e-shop is no longer enough. Under-represented communities 
will demand a real commitment to diversity and inclusion that AI can’t deliver on its own. 



Mercedes-Benz has announced its collaboration with Microsoft's 
Azure OpenAI Service to incorporate the language model ChatGPT 
into its in-car voice assistant. Supercharging the existing Hey 
Mercedes voice assistant, this update allows some 900,000 
Mercedes drivers in the US to opt into a three-month beta 
programme. 

Through ChatGPT, drivers will move away from pre-programmed 
commands like 'volume up' and engage in natural conversations, 
including follow-up questions. The company says the update will 
push drivers to keep their hands on the wheel and their eyes on the 
road while benefiting from a safe and distraction-free interaction. 
Conversations will be stored in the Mercedes-Benz Intelligent Cloud, 
anonymised, and analysed for training and data purposes. 

In a press release, Mercedes also said it is exploring ChatGPT plugins 
to enable tasks like making restaurant reservations or booking movie 
tickets through a simple in-car prompt. 

Mercedes-Benz to integrate ChatGPT 
into in-car voice assistant 

Source: Dan Hastings-Narayanin, Emily Rhodes and Simar Deol, 2023 
Mercedes-Benz and Microsoft Azure OpenAI Service, Germany 
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Strategic Opportunity 

Players in the hospitality and entertainment industry should consider 
how to update their current booking system – are you reactive enough 
to collect orders generated by a smart car’s voice assistant? 



Reddit user nhciao has created a series of artistic QR codes using AI image-generator Stable 
Diffusion that can be read as QR codes by smartphone camera apps. These functional pieces 
reflect artistic styles found in anime and Asian art with images depicting flowers, landscapes 
and humans. 

QR codes, initially developed in the Japanese automobile industry, have found wide-ranging 
applications across sectors including advertising, product tracking and digital payments 
because of their large data-storing capacity. Although the creator did not detail the exact 
technique used to create the codes, they are most likely a result of feeding existing QR codes 
into Stable Diffusion and then synthesising an image around them. QR codes are good formats 
to play with as they have an inherent error correction feature built into them which allows 
Stable Diffusion to blend in picture details. 

This creation hints at massive opportunities across the creative industries and is an apt 
example of how AI-driven tech can offer out-of-the-box thinking. 

QR codes get a creative makeover 

Source: Dan Hastings-Narayanin, Gabriela Białkowska, Simar Deol and Pavan Bivigou 
QR by nhciao, Global 
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Strategic Opportunity 

These creative QR codes evidence huge opportunities for the digital art, marketing and 
advertising industries. Brands should think beyond traditional applications to bridge art and 
technology to differentiate themselves and also stay attuned to AI advancements for 
innovative opportunities. 



Retail software platform Bolt recently collaborated with YouGov on a report that highlights 
young beauty consumers' keenness to embrace new technology in e-commerce. 

In The Future of Beauty E-commerce: Customer Identity, a staggering 80% of Gen Z and 62% 
of shoppers overall said they were more likely to buy a beauty product if they could find their 
perfect formula using tech. The report also emphasises the significance of customisation 
technology in meeting the needs of diverse consumers by providing tools that enable them 
to feel adequately catered to. 

Overall trust in technology to meet beauty needs is high, with 43% of shoppers preferring the 
convenience of AI-powered shade-matching online to traditional in-store testing. However, 
the report highlights a clear generational divide as a whopping 70% of Baby Boomers and the 
Silent Generation still firmly prefer shopping for beauty products in-store. A multi-channel 
approach to customisation from brands remains crucial. 

In today's EQ-Commerce landscape, brands must become comfortable with leveraging 
advanced technologies such as augmented reality and AI to meet young consumers' 
expectations for customisation. The potential rewards are substantial, as 58% of respondents 
to Bolt’s survey said they are willing to pay at least 10% more for personalised online shopping. 

Beauty consumers prefer AI for shade 
matching over in-store assistance 

thesmilingstrategist+ai 

Source: Dan Hastings-Narayanin, Gabriela Białkowska, Simar Deol and Pavan Bivigou 

Strategic Opportunity 

Elevate the online shopping experience for tech-savvy young consumers by becoming more 
experimental. Introduce AI beauty advisors or gamified product discovery to excite and 
encourage them to engage with your brand in innovative ways. 



Researchers from Northeastern University, University of California Los Angeles, and 
IBM Research have developed a tool to analyse gender biases and stereotypes in 
fairy tales. 

After gathering character names, genders, and events from a diverse collection of 
hundreds of stories, such as Cinderella, Snow White and Sleeping Beauty, the study 
analysed a total of 33,577 events. Some 69% were associated with male characters, 
while 31% were linked to female characters. The latter were often depicted in 
domestic tasks, while their male counterparts experienced success, failure or 
aggression. 

Using this data, the researchers created a sophisticated natural language 
processing tool able to identify bias in event chains. Writers can upload their first 
drafts into this sensitivity check tool and receive a score indicating the level of bias in 
their work. The tool not only identifies biases but also offers suggestions for 
improvement, which the researchers hope will foster the creation of more inclusive 
stories for children. 

With its super-fast processing capabilities, AI can serve as a valuable tool and help 
us build stories and processes featuring more inclusive perspectives. 

AI tool combats gender bias in fairy tales 

LEGO’s Laundrette of Dreams by Yinka Ilori. Photography by Mark Cocksedge, UK 

Strategic Opportunity 

AI is a valuable tool for identifying blind spots. Consider how to integrate similar 
sensitivity check tools into your business to set new standards of inclusivity in 
everything from your website copy to your advertising campaigns and internal D&I 
policies. 

Source: Pavan Bivigou, Gabriela Białkowska, Simar Deol and Dan Hastings-Narayanin 
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AI powered Groceries 

While critics argue that AI-generated grocery shopping, recipes and menus undermine 
the soul of culinary experiences, AI-powered software such as ChatGPT, Instacart, and 
BuzzFeed’s Botatouille are becoming increasingly popular with consumers. 

A survey of more than 2,200 American adults by Morning Consult in February 2023 
revealed that 48% of respondents are ‘very’ or ‘somewhat’ interested in AI-generated 
recipes, while 49% were interested in AI-powered online search. This dovetails with a 
January 2023 survey from Redpoint Global, a leading software provider, which found that 
48% of consumers would interact with AI more if it made their experience with a brand 
more seamless, consistent and convenient. Crucially, they also found that 77% of 
consumers think positive customer experiences still require a human touch. 

As consumer interest in technology grows, food and drink professionals must modernise 
alongside AI – combining human innovation and machine intelligence. 

Afresh, US 

Strategic Opportunity 
To remain relevant, food and drink retailers should use machine learning and AI to analyse 
people's purchase history, preferences and browsing behaviour to create a 
hyper-personalised customer experience. 

There is potential for food retailers to revolutionise consumer nutrition recommendations using 
AI algorithms to analyse personal health, genetic data, lifestyle factors and dietary 
preferences. 

Source: Emily Rhodes, Gabriela Białkowska and Francesca Glass 
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World’s first AI ballet unveiled in 
Germany 

Artist, technologist and voice expert Harry Yeff (also known as Reeps100) has joined 
forces with the opera house and ballet company Oper Leipzig to create Fusion, the 
world’s first ballet partly powered by artificial intelligence (AI). Generative AI was used 
throughout the ballet’s creation in the concept, music and set. 

AI is also part of the story as dancers explore the dynamics between humanity, artificial 
intelligence and nature on stage. Performed in The Neues Opernhaus (New Opera 
House) in Leipzig, the show will include an ethereal musical landscape imagined by Yeff, 
associate composer Gadi Sassoon and contemporary classical composer Teddy Riley. 
‘My voice is now augmented as a result of hundreds of hours of training with AI,’ said Yeff 
in a statement. ‘I am able to reach speeds and depths I didn’t believe were possible. I 
am a living, breathing augmentation; soon there will be many more of me.' 

AI won’t replace dancers from the Leipzig Ballet but can certainly help revolutionise the 
art form. 

Fusion, Leipzig, Germany 

Source: Marta Indeka, Gabriela Białkowska, Dan Hastings-Narayanin and Pavan Bivigou 

Strategic Opportunity 
Consider how artificial intelligence applied to voice and sound can augment your next 
advertising campaign, podcast or in-store soundscape – taking your audience on a new 
kind of journey with voices or jingles that they already know and trust. 
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Performing Emotional Labour 

AI brings algorithmic logic to tasks that can feel emotionally daunting for humans. 

American music streaming service Spotify introduced an AI-powered DJ feature in February 
2023. It claims to identify a user’s music taste so well that it can choose what to play for 
them. The AI DJ then banters about the tracks and artists in a realistic voice. While 
hyper-personalised streaming is not new, the virtual DJ’s ability to take the human labour 
out of hosting music-based celebrations such as birthday parties or weddings is innovative. 

Dating app Teaser AI from US-based photo-sharing company Dispo is using AI to help 
lovelorn consumers avoid the emotional exhaustion that comes from the endless swipes of 
dating apps. Through profile analysis and initial chat interactions, the app learns a user’s 
personality and then lets an AI chatbot begin talking to potential dating matches. Because 
humans are not involved in the conversation until a match is developed, they do not have 
to become emotionally invested. When AI decides a match has been made, prospective 
daters can view the artificial conversation history and decide if they wish to form a human 
connection. 

Meet Your DJ by Spotify, Global 

Source: By Pavan Bivigou and Gabriela Białkowska 

Strategic Opportunity 

Consider how arti Look beyond the analytical and consider how AI can serve consumers’ 
emotional needs. Tech works best and lasts when it makes consumers feel good. What 
human need can you meet for your consumers using AI? 
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Generative AI Magazines 

Announced in March 2023, Mid Journey magazine is a monthly print publication with visuals 
entirely generated by the AI tool Midjourney. Retailing for £3.20 ($4, €3.70) per month, the 
magazine acts as a flagship showing off the creativity of Midjourney users. Each magazine 
features a selection of artwork curated ‘from the 10,000 most highly rated images’ and 
interviews with Mid Journey community members. Issue #3 will be published in June 2023. 

Taking science fiction and comics to new territories, Infinite Odyssey features 40 pages of 
articles, fiction, visuals and comic series entirely generated by AI. Its co-creator, Philippe Klein, 
defines it as a magazine taking readers into ‘the world of human-less art and literature’. A 
selection of tools (Mid Journey, Stable Diffusion, OpenAI) and software models fine-tuned by 
Klein and his team generate copy in different styles, from scientific and futuristic to fantasy 
and horror. Issue #6 is available in print for £24 ($29.99, €27.90) or in digital for £4 ($4.95, 
€4.60). 

Source: Marta Indeka, Gabriela Białkowska, Dan Hastings-Narayanin and Pavan Bivigou 
Mid Journey Magazine, Global 
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Strategic Opportunity 

Consider how an editorial product like a magazine could help your business tell stories, grow 
brand awareness and promote products and services. Could generative AI facilitate some 
production tasks while in-house experts focus on the vision? 



Kering embraces NFTs and ChatGPT 
with AI personal shopper 

Luxury conglomerate Kering has launched KNXT(pronounced Next), a tech-first fashion 
marketplace for non-fungible tokens (NFTs). 

The platform features personal shopper /Madeline, powered by OpenAI's ChatGPT, guiding 
customers through luxury goods available to purchase with cryptocurrency ETH and exclusive 
NFTs minted by Gucci, Balenciaga, Bottega Veneta, Alexander McQueen and Courrèges, 
among others. 

KNXT’s visual identity is pop-coloured and humorous, using a cartoonish owl dressed as a 
fashion model as an ambassador. 

The very basic e-shop has yet to be promoted by Kering, hinting at an initial testing phase. 

Source: Emily Rhodes, Marta Indeka, Gabriela Białkowska, Dan Hastings and Simar Deol 
AI artwork by Samuel Davies for The Future Laboratory 
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Strategic Opportunity 

As Web3 wallets slowly go mainstream, consider how e-commerce platforms will be 
updated and UX adjusted in order to embrace payments with cryptocurrency such as ETH. 



Be My Eyes launches AI assistant for 
visually impaired individuals 

Mobile app Be My Eyes has joined forces with OpenAI to create Virtual Volunteer, an artificial 
intelligence assistant for blind and visually impaired users worldwide. Launched in 2015, the 
app connects people with sight impairments with a team of volunteers who can be their eyes 
by accessing the user’s phone camera view and speaking to them directly. Virtual Volunteer 
features a powerful image-to-text generator with users feeding the software a picture and 
instantly receiving results from a friendly chat box. 

Only available as part of a beta test – over 4,000 blind and low-vision people signed up for the 
service in the first 48 hours – Virtual Volunteer has shown promising results. In promotional 
clips, the firm shows how the assistant can identify a plant, read a map and translate a label, 
among other things. But it also warned that AI would only support their volunteers rather than 
replace them. The technology is also lacking in efficiency with regard to specific scenarios. 
TechCrunch reports that the AI assistant could suggest to a blind user hitting the gym that ‘the 
available machines are the ones without people on them. 

Source: Simar Deol, Emily Rhodes, Marta Indeka and Dan Hastings 
Be My Eyes Virtual Volunteer, US 

Strategic Opportunity 

Given GPT-4 abilities to augment customer relationship management with seamless 
human-like conversations, how can your existing team use this additional time to innovate 
with tailored newsletters, more regular calls and events? 
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AI Fashion Week is here 

The world’s first AI Fashion Week (AIFW) is set to take place in New York between 20–21 April 
2023. As AI mania takes over the world, this fashion week is perfectly timed and will be held at 
SoHo’s Spring Studios, showing collections from emerging AI designers. 

Backed by e-commerce retailer Revolve Group and Spring Studios, AIFW aims to make a case 
for AI as a tool for fashion designers, bridging the gap between the physical and digital. 
Participants must submit a collection of 15–30 looks that will be judged by the public online as 
well as through in-person voting, promoted through the AIFW’s social media channels as well 
as Revolve’s expansive influencer network. Ten finalists will proceed to round two in May, with 
three winners selected by an accomplished panel of judges from Vogue, Céline, Adidas and 
more. 

A key component of the collections is that it must be possible to produce the garments 
physically. The winning collections will be sold online either via Revolve or Fwrd, Revolve’s luxury 
site. 

Source: Olivia Houghton, Savannah Scott, Marta Indeka, Emily Rhodes, Simar Deol and Dan Hastings 
AI Fashion Week, US 

Strategic Opportunity 

Emphasising the physical, human application of AI in the creative industry – as through AIFW 
– can help win over more apprehensive consumers. 
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Spotify AI DJ, US 

An AI DJ gets a regular radio slot 

Billing itself as a world first, Portland, Oregon-based radio station Live 99.5 has given an 
AI-generated DJ a regular slot in its line-up. The station is part of Alpha Media, which owns and 
operates over 200 radio stations across the US. 

Described as a ‘cloned human voice’, AI Ashley is a synthesised version of the station’s human 
DJ, Ashley Elzinga, and is powered by FuturiMedia’s RadioGPT. It has been created by using a 
script based on current news gathered from digital outlets and social media platforms for AI 
Ashley to read. 

‘It’s a hybrid situation where we’ll have traditional Ashley on during some segments, and we’ll 
have AI Ashley on during other segments,’ Phil Becker, executive vice-president of content at 
Alpha Media told TechCrunch. 

Opinions on the development have been mixed, with those seeing it as a signal that AI will be 
taking over more jobs, while the station itself is taking a more positive and optimistic view in 
that the AI Ashley will actually help ‘multiply’ Elzinga’s broadcasting potential. ‘In an instance 
where AI Ashley would be broadcasting, the traditional Ashley might be doing something in 
the community, managing social posts or working on digital assets or the other elements that 
come with the job,’ said Becker. 

Source: Simar Deol, Gabriela Białkowska, Dan Hastings-Narayanin and Fiona Harkin 

Strategic Opportunity 

This The entertainment sector is already changing in response to AI, with implications across 
the board. We believe one of the most interesting aspects is how this will shift celebrity and 
endorsement culture and the potential for widespread acceptance of digital idols. 
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Resellfridges: The Wedding, UK 

Wedding platform Joy introduces AI tool to write 
wedding vows 

Wedding planning platform Joy has launched an OpenAI-powered tool that helps the 
soon-to-be-betrothed write their wedding vows. 

Joy hopes its Wedding Writer’s Block will be inspirational for wedding-related prose. The 
company advises against using AI-generated text as the final draft for declarations of love. 

Users must provide the tool with a few basic details about the kind of vows they want and the 
highlights it should include. Then they choose the writing style they would like for the vows. The 
tool can sound like William Shakespeare, a therapist, a TikToker or even a pessimistic ex. 

The tool is not limited to vows as it can produce all sorts of wedding-related content for those 
getting married and guests. It can create wedding toasts, speeches, invitations and gift 
registry notes. 

Source: Marta Indeka, Emily Rhodes, Isabella Ventura, Pavan Bivigou and Dan Hastings 

Strategic Opportunity 

As AI becomes more ubiquitous, brands and businesses need to harness its potential 
beyond the analytical and think of how it can be used to serve consumers’ emotional 
needs. 
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A Taste of Passion by Rémy Martin 1738 in collaboration with Usher, US 

The Campaign: AI Tastes 

Once categorised as the antithesis to creativity, artificial intelligence (AI) is rising in the ranks 
of the advertising handbook, allowing brands to harness untapped avenues and facilitate 
hyper-reactive campaigns. Utilising this is cognac brand Rémy Martin, which has teamed up 
with the singer Usher to create a sensory campaign that merges the spoken word with AI. 
Designed to celebrate the launch of its limited-edition 1738 bottle, the campaign features 
Usher poetically describing the tasting notes of Rémy Martin cognac, using phrases such as 
toasted bread, vanilla and brioche. His words are then translated into digital artworks as a way 
to visually depict the flavours. 

To support the campaign, entitled A Taste of Passion, an AI-inspired bottle will also be 
available for a limited time, purchasable as a non-fungible token (NFT). A multi-sensory 
experience will also be hosted in Las Vegas to promote the launch. Here, Rémy Martin 
demonstrates how physical responses to flavours can be captured and translated through 
several different activations. 

Usher comments: ‘I am so impressed by the visuals that came out of the AI process – they 
truly represent the medley of tasting notes captured in the flavour.’ By visualising the ways this 
drink can make people feel, the brand also leans into the tenets of our Psychophysical 
Identities micro trend. 

Source: Savannah Scott 
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Strategic Opportunity 
Food and drink brands should lean into opportunities to utilise psychophysical branding. 
Consider how you might visualise the feeling of smelling a fragrant dish or unwrapping a 
piece of confectionery. 



Source: By Lavinia Fasano, Savannah Scott and Matt Poile 
Jardim Sonoro creative campaign by Dentsu Creative, Lisbon 

AI-generated artworks transform 
music marketing 

Jardim Sonoro, one of Europe’s leading electronic music festivals, is getting an artistic 
rebranding courtesy of artificial intelligence (AI). Marketing agency Dentsu Creative is using 
Mid Journey – a visual AI platform that creates images using keywords submitted by users – 
to create promotional materials for the festival. 

The three-day festival, which combines music, travel and culture, is designed to arouse the 
senses. To capture the sensorial thrill of attending the event, the agency used Mid Journey to 
create abstract compositions that combine music with nature. The computer-generated 
images combine photographs of performers attending the festival, such as Todd Terje, Jeff 
Mills and Jan Blomqvist, with birds, butterflies, leaves and trees. 

This is not the first example of an AI-generated advertisement. Rémy Martin recently used AI 
technology to create a compelling campaign starring the musician Usher. As open-source AI 
technology gains popularity, it will add another marketing tool to the arsenal of creative 
agencies and branding businesses. 

Strategic Opportunity 

How can companies use the rise of AI technology as a way to fuel co-creation with 
consumers? Ask your clients to create their own AI-generated advertisements for a chance 
to win a reward. 
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Source: Abi Buller, Sarabjit Singh and Lavinia Fasano 
Heinz AI Ketchup, US 

Heinz enlists AI to prove its brand status 

The food brand is using artificial intelligence (AI) system Dall-E 2 to prove that it’s the go-to 
brand for ketchup. For its latest marketing stunt, Heinz fed the software with random 
ketchup-related phrases, and found that the results featured a series of sauce-inspired 
images with its signature branding. 

It then documented the Draw Ketchup stunt in a video campaign and published imagery. 
In this way, Heinz demonstrates its dominance in the ketchup category, showing that it’s 
more recognisable than many other brands. Jacqueline Chao, senior brand manager at 
Heinz, says: ‘From the distinct keystone label to our iconic slow-pouring ketchup bottle, we 
know Heinz is unmistakable to people around the world, and we're thrilled to see even the 
most unbiased source recognises that when it comes to ketchup, it has to be Heinz.’ 

Strategic Opportunity 
To create intrigue with your communications, consider how AI tools can be used to 
complement and enhance other sensory cues. 
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