
Digital Revolution Summit

Extended Intelligence
Roundtable: Capitalizing on the
era of ‘smart machines’

Companies are already using
artificial intelligence and
machine learning to understand
customer behavior and boost
profits.

PwC’s second annual Digital Revolution

Summit, which took place during the Mobile

World Congress, held in Barcelona in February

2017, included a lively panel discussion on the

present and future state of artificial

intelligence and machine learning. Beginning

with the premise that AI is already a reality,

the panelists—experts in the development and

application of machine learning technology—

brought their unique perspectives to bear on

how businesses can benefit now.

In the view of all the panelists, the rise of AI

and machine learning can be attributed to

three things:

1. Rapidly increasing computing power

2. The right “trainable” algorithms

3. Massive amounts of data
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It’s the latter that has made the real difference, they say, but that data must be

structured the right way, it needs to evolve over time, it needs to reflect reality in some

way, and it needs to be properly collected and cleaned.

Good data, however, isn’t enough. The sheer volume of data is also critical, especially in

applications like facial recognition, where “teaching “ the algorithm is primarily a matter

of presenting as many different faces as possible. Equally important is the willingness to

experiment with the data, particularly when teaching an algorithm to predict something

complex, like the lifetime value of a current customer. It is impossible for a human to

tell at the outset which data is going to have predictive power, so various data points

and sources must be played with over time to determine which generate the most

reliable predictions.

None of the above matters, however, without a clear business goal in mind—otherwise,

it’s just technology for technology’s sake. The business uses to which machine learning

has been put vary widely—more fully automating customer care in the telecom industry,

detecting fraud in financial services, understanding and improving the online customer

journey from initial interest through to sale in retail. But success depends, always, on

connecting the effort tightly to the creation of business value.

Three Key Points

1. Settle on a clear business objective, where success will yield
added value.

2. Begin with the data you already have, testing and
experimenting early.

3. Don’t reinvent the wheel—make use of available cloud
computing and AI services to support your efforts.

Case study

An insurance company used AI to better predict how well
policyholders drive, and the likelihood they might be involved in
an accident. It began by automatically measuring how well
people drove—whether they accelerate quickly, turn sharply,
tailgate closely, or drive fast. After collecting this data about
thousands of drivers over a period of years, it created an
algorithm for determining the driving patterns that led to a
greater or lesser likelihood of accidents, and thus could offer
policies tailored to individual driving behavior. The result: a
much more accurate understanding of relative risk, and higher
profits.


