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Creating differentiation by empowering customers to “Customize”

A~
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YOU!

EMPOWERMENT

Customers feel empowered
and valued when provided
with options to customize the
product or service offering.

* NIKE

» IKEA

Customization increases
customer’s involvement in the
buying process by allowing
them create their own flexible
bundles.

s AMAZON

% STARBUCKS

ENHANCE CUSTOMER

SATISFACTION

Customization allows brands
to fulfill specific needs &
preferences of their target
audience, leading to higher
satisfaction levels.

% APPLE

%> AMERICAN EXPRESS

INCREASE CUSTOMER
LOYALTY

Personalized solutions creates
exit barriers thereby
increasing customer loyalty
and reducing churn.

s SPOTIFY

¢ NETFLIX

The power to customize helps position an enterprise as a

Sources: Proprietary research

listening and caring brand
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Case study: Leading travel portal st

Personalization &

Real-Time Assistance 24*7 Customer Support

Customization

v' AlGenie uses past travel data & user
P * Enhanced support available 24 * 7 in * True Al assistant across customer

user’s preferred language (20+ purchase lifecycle
languages across the world).

preferences to provide personalized
recommendations for destinations, hotel,

activities, etc.. . .
* Available on App, Mobile web and

* Proactive updates on flight delays Intelligent IVR
v Users can Customize their E2E ltinerary a ) S U s
. ] ! suggests alternative routes &
within available travel time, budget and ) .. . .
) ) recommends nearby attractions. * 77% self-servicing via Al Assistant
sight seeing preferences.
* Adapts to cultural nuances by integratin . % Fi i
v’ Providing customization options led to % v & & S it eerice! feselliiton 71

local data, implementing content
checking filters & collaboration with local e 96% CSAT
experts.

+20 mins on the platform leading to 2x
conversion rate (users using AlGenie).

Sources: Proprietary research
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Case study: Netflix

He is then asked to choose a plan and set up
payment details to activate services. He is
given control that the plan can be cancelled

At the next step, he is requested to set his
password to use his account across devices for

a convenient streaming experience

Jake has heard about Netflix and wants to
explore the OTT platform. He lands on the app
and is asked for email id to register

} ’ any time
Capturing the customer details at the start of the Nudge the customers to set up the account at the Educate the customer about the relevant payment
journey for allocation of unique identity start of the journey for a personalized experience options and emphasis the control s/he has over the
. choices
Netflix
Jake is sent notifications about the new He is then presented with a personalized set of He is then asked to share his preferences:
releases. Also, he is given the recommendation experiences based on the recommendation - Choice of preferred languages
based on the history and trending releases engine to start the streaming experience - Choice of favorite movies/series

Iy 1©) <
v Enrich the customer engagement with suggestions Advise the customer on the best available services

that bring value to the customer while using the based on the preferences and best fit solution the journey
product or service

Learnings for Insurance

 Empower customers to customize per their preferences and continuously capture these choices at different touchpoints in the
customer journey
* Leverage self-learning ML models to make personalized recommendations and add value in the customer journey

Capture consumer preferences at key moments in

S :P iet h
ources: Froprietary researc Confidential report by Abhishek Rathi 54
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Case stud Y: Duolin go e

Amy lands on the app & can start the |earning At the next step, she is then asked to choose She is then asked to choose a piCk a goal :
experience without sign up. In case of existing the language(s) she wants to learn. This will - Casual
account, she can |ogin as well. he|p to redirect to the right course - RegUIar
} } - Intense
DA Ease of exploring the platform without any Capture the customer motivation that redirected Capture consumer preferences at key moments in
blockers to minimize drop-offs them to explore the platform the journey
Duolingo
. 4
i She is then asked to choose one of the below
Am.y em:arks on the Path to learning and can learning paths and begin the journey : She is then enquired about the reason to learn
IR e TR v ’ the new language. For instance, Travel, Job,
- Weekly Progress chart -New to the language
Iready k fthe | College etc..
,, \\ - Leaderboard x - Alrea y know some of the language
v Engage and educate the customer by sharing : Empower the customer by providing the best Deepen the relationship by enriching the customer
advisory and guidance about their progress available services based on the preferences and profile with lifestyle choices

best fit solution

Learnings for Insurance

* Reduce blockers in the onboarding journey to minimize drop-offs from the funnel
e Capture the customer intent, preferences and motivation at different touchpoints in the customer journey
 Empower the customers to customize and make right choices, and help achieve their planned outcomes

Sources: Proprietary research
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Creating differentiation by focusing on “Value For Money”

o~
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TRANSPARENCY

Demonstrates a willingness to
be transparent about the
market and company’s
product’s strengths.

s APPLE

“* WALMART

By highlighting key
differences, companies can
establish credibility and trust
with potential customers.

s APPLE

% MINT.COM

DECISION MAKING

Comparisons help customers
make informed decisions by
clearly outlining the benefits
of choosing one brand over

another.

s AMAZON

> PROGRESSIVE
INSURANCE

COMPETITIVE
ADVANTAGE

By communicating unique
value proposition, companies
can effectively position
themselves in the market.

s TRIPADVISOR
s EXPEDIA

“* POLICYBAZAAR

The power to compare helps position an enterprise as a

Sources: Proprietary research

transparent and trustworthy brand
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Amazon Rufus: Self learning GenAl from Prospecting to

Servicing
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Comparison

Rufus '

D what are the differences between trail and road
running shoes

& Trail running shoes are designed for off-road
terrain and provide extra traction, stabdlity, and
protection compared to road running shoes. Road
running shoes have a smoather, lighter
construction optimized for paved surfaces.

e
Trail Running Shoes

Trail shoes have aggressive tread with deep
lugs to grip uneven terrain and absorb shock
from rocks, roots, and bumps, They have a

sturdy construction with od
and uppers to protect feet from debris.

Search
Road Running Shoes

Road shoes have a . ¥, smooth sole with
minlmt troad Frre mavimism officlaneae an

Ask a follow-up question

® ¥ 8 W =

§

Shopping Assistant

Rufus

D what are good gifts for valentine's day

B valentine's Day is a special occasion to express
love and affection to your significant other. When
choosing a gift, consider thelr Interests,
personality, and your relationship, Here are some
common options for you:

Search
Flowers

Roses are a classic Valentine's Day gift. You
can choose a single red rose or a bouquet,
Local florists often have special Valentine's
Day flower arrangements.

Search
5) Chocolates

Chocolate is another traditional gift for
Valentine’s Day. Loo* for high-quality
chocolates from a s ¥ alty shop. Boxes of
assorted chocolates or chocolate covered

©

| Ask a follow-up question

® heg

8 W

f Q what are good gifts for valentine'sday © 0

Recommendation

QU search or ask a question 8 0

o s this pickleball paddle good for beginners?

@ ves. this paddie is a great option for beginners. It
has a lightwesght and comfortable grip that
makes it easy to controd, while the durable
polymer honeycomb core provides good power
and pop, The large sweet spot hedps beginner
players get the ball over the net consistently.

D does it come with a case?
. Yes, it comes with 3 case. According to the
product description, this pickieball paddie comes

with a fashionable paddie cover to protect it from
scratches and damage,

Wihat is the weight of this paddie? Is this pacdl

0 @

Ask 2 follow-up question

® ¥ &8 v
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Creating differentiation via “Convenience”

A~

p
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INSURANCE MANAGERS

ACCESSIBILITY

Expand reach by being
omnipresent across various
channels and reaching
customers where they are.

“* GRAB

“* WALMART

SEAMLESS CUSTOMER

JOURNEYS

Integrated touch-points helps
to create frictionless
experiences & provide
proactive solutions.

<> DOMINOS

s APPLE

MARKET PENETRATION

Capture untapped market
segments by leveraging omni-
channel distribution.

s AMAZON

% COCA-COLA

CONVERTING

NON-CONSUMERS

Identify & convert Non-
consumers by creating
innovative use cases & value
propositions at attractive price
points.

s EMBEDDED
INSURANCE

% SMARTPHONES

Helps to position an enterprise as Easy fo work with and helps increase penetration

within identified design target & target non-consumers

Sources: Proprietary research

Confidential report by Abhishek Rathi



A~

75 AYR\

Embedded Insurance St
Rise of Ecosystem & their growing Embedded Insurance creates Drives Insurance Penetration &
affinity with their customers win-win-win Outcomes attracts non consumers

Sources: Proprietary research
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Embedded Insurance o S

Embedded insurance integrates complementary products into a highly
targeted digital customer journey.

Embedded insurance

Incidental Adjacent Add-on Bundled By 2030, Embedded Insurance in
placement placement proposition offering Al T
sia is expected to grow to
Insurance is a Insurance is available Insurance is an add-on  Insurance is bundled to
Types of product  stand-alone product as a related offering to the core product complete the value become a $27O BN GWP market.
integration category in a digital complementing the available before point proposition of the core
marketplace core product of sale product
Through product innovation &
Integration in Insurance sales journey Insurance sales journey Insurance integrated Insurance bundled at H H H
core sales is separate from core is separate from core before point of sale in the point of sale in the deeper mfeg ration W”h Chdnnel
journey product sales journey product sales journey the core product's sales core product’s sales pd rthers 660& Of ThiS g I‘OWTh iS
journey journey 4

projected to come from GWP
transferred from traditional

Complementary

relationship with | o

core product channels (Agency, Banca) to
asting —md SR .

targeting

Broad

McKinsey & Company
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Digital

Transformation

W SOouL

Culture

Consent
& Control

Collaboration
& Co-opetition

Culture &

Innovation

C8: Power of Culture
Types of Innovation
C9: Power of Co-
opetition &
Collaboration

C10: Power of Consent
& Control

Exercise: Innovation
challenge

6
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Learning Outcomes

Digital Recognize the pivotal role of organizational culture in fostering innovation, agility, and customer-

Transformation centricity, enabling insurers to stand out in a competitive market

w Develop a clear understanding of various innovation types, including incremental, disruptive, and
Nt sustaining innovation, and their applicability within the insurance industry

e Explore how strategic partnerships and collaborations, even with competitors, can unlock new
v

Consent
& Control

opportunities, expand market reach, and accelerate innovation in the insurance sector

Collaboration

& Co-opetiion Grasp the importance of empowering customers with control over their data and choices, fostering trust
Culture & and enhancing the overall insurance experience

Innovation
Actively apply their learning by engaging in an “Innovation challenge”, brainstorming and presenting
innovative solutions to real-world insurance problems, thereby fostering experiential learning

Sources: Proprietary research
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10C’s of Digital Transformation

G MmND

Sources: Proprietary research
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Sustaining differentiation leveraging “Culture”

A~

A t
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Consent INSURANCE MANAGERS

PURPOSE BRAND

Define a clear mission, align
with societal values, and inspire

customer and employee loyalty.

s APPLE

“ TESLA

CUSTOMER &

EMPLOYEE CENTRICITY

Prioritize customer needs,
empower employees, and

Align compensation with
customer driven metrics.

¢ NETFLIX

» DISNEY

create exceptional experiences.

DISRUPTING ONESELF

Embrace innovation, challenge
the status quo, and foster a
culture of relentless
experimentation. Ability to
skate where the money is..

“* NVDIA

s 3M

LEADERSHIP &

GROWTH MINDSET

Cultivate visionary leadership,
foster a growth mindset, and
encourage collaboration.

s DBS BANK

% GOOGLE

Help enterprises sustain their differentiation for long and continuously disrupt the

markets with innovative offerings, thereby adding value to customers.

Confidential report by Abhishek Rathi
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Sustaining & Disruption Innovation

Culture

& Control

Collaboration
& Co-opetition

A~

ASEAN SCHOOI. FOR YOUNG
INSURANCE MANAGERS

Sources: Harvard Business Review

Existing Customers

..... R —

......

oooooo

ooooooooo

PERFORMANCE

pPerformance
that Customers
Can Utilize or Absorb

Different measure of performance

Current Non-Consumers

PERFORMANCE

performance t
Can Utilize or Absorb

hat Customers
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The Innovation Wheel: 10 types of Innovation

A~

Culture 7 /4

~ ASEAN SCHOOT, FOR YOUNG
Consent INSURANCE MANAGERS
& Control

Collaboration

& Co-opetition

CONFIGURATION & & ®

PROFIT MODEL

The New York Times pivoted from Its traditional
ad-driven media model to digital user subscriptions.

Nﬂf gltork ’ﬁ'
i v

Times

STRUCTURE

Google's “20% rule”, which allowed employees to
work on side projects, led to the creation of Gmail

and Google News.
]
] '

Google

NETWORK

Henry Ford was one of the first Industrlalists to
control his entire supply chain, a strategy later

called vertical integration.
& %
—
[—]

McDonald's franchisees were encouraged to develop

PROCESS
and launch their own new food items, leading to wins

such as the Egg McMuffin
@
==
pm—

EXPERIENCE © © © O

! azon ! ime comes with free expedited shipping,

which can have products come as fast as within
2 hours In some metro areas.
.

BRAND

Patagonia’s brand activism and links to
environmental causes gives it a unique position
in the outdoor apparel market,

patagonia ({757

CHANNEL
Nespresso locks in customers with its Nespresso

Club, as well as through ongoing sales of
single-use coffee pods.

NESPRESSO. 3

[ CUSTOMER ENGAGEMENT ]

Mercedes has launched an augmented reality
owner's manual that replaces its bulky predecessor
while also highlighting driver and car data.

=
@ Mercedes-Benz II

Sources: https://www.visualcapitalist.com/10-
types-of-innovation-the-art-of-discovering-a-

breakthrough-product/

Connections with

Alignment of your

others to create value talent and assets

How you
make money

o
3
(=]
=
Distinctive =9
interactions 3
you foster @
=
=
=
Z
=
Representation of your

offerings and business

How your offerings are delivered
to customers and users

Support and enhancements
that surround your offerings

Signature or superior
methods for doing
your work

Distinguishing
features and
functionality

Complementary
products and services

OFFERING @ &

[PRUDUCT PERFORMANCE ]

Spotify created a seamless music streaming product
that lapped competitors in terms of speed,
responsiveness, and user experience.

@ Spotify

Confidential report by Abhishek Rathi

[PRUDUCT SYSTEM ]

Apple has built an extensive ecosystem of
products that work together, creating additional
value for users.

¢ i
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Case study on Culture: Google

v
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Sources: Google

Innovation comes from
everywhere: Everyone in
the organization has a role
in innovation.

Focus on the user: Design
products and services with
the user in mind.

Bet on technical insights:
Leverage unique data and
knowledge to create
innovative solutions.

Launch and iterate: Release
products early and
continuously improve based
on feedback.

Cultural Principles

Think 10X: Aim for radical
improvements rather than
incremental changes.

Default to open:
Collaborate with external
partners and the wider
community.

Fail well: Embrace failure
as a learning opportunity.

Have a mission that
matters: Inspire employees
with a clear and compelling
purpose.

Confidential report by Abhishek Rathi

Operational Principles
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20% time: Allocate
time for employees

to pursue their own

innovative ideas.
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Case study on Culture: DBS Bank L= i

Collaboration
& Co-opetition

3 Attract Talent like “We need an innovation culture, which doesn’t
create itself. You must deliberately drive that and
put in the processes and frameworks to encourage
innovation, risk-taking, and entrepreneurship—it’s
about knowing its OK to try and fail.

— Piyush Gupta, Chief Executive Officer, DBS

a tech start-up

2 Customer
Obsession

4 Agile operating model
eliminating silos

1 Vision of Tech

leadership
(GANDALF)

Best Digital Bank in the world
(5 yrs.)

Reduction in cost/ income ratio

7 Culture of
Innovation

Additional revenue generated
by Al initiatives

On total stakeholder returns &

5 Lleverage 8" globally on ROE -Bloomberg

Data & Al 6 Adoption &

Scaling

Al use cases | 800+ ML models

Sources: McKinsey research DB S C ase stu d Y Confidential report by Abhishek Rathi 71



https://www.mckinsey.com/capabilities/mckinsey-digital/how-we-help-clients/rewired-in-action/dbs-transforming-a-banking-leader-into-a-technology-leader

° ° ° fure
Limitless Leadership Lfo Sbics

Collaboration

MINDSET @ MOTIVATION
(Personality) (Purpose)

g Inspiration
O Ideation

(") Implementation

METHODS OO Limitless

(Processes)
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Creating differentiation via “Co-opetition & Collaboration” <& S

ACCESS TO NEW SHARED RISKS & ENHANCED IMPROVED CUSTOMER
MARKETS BETTER EFFICIENCIES INNOVATION EXPERIENCE
Partnering with companies in Collaborating on research, Combining diverse expertise Collaboration & Co-opetition
different industries can open up development, or marketing can lead to groundbreaking can create more seamless,
new customer segments. initiatives can improve products and services. intuitive and convenient
efficiencies & reduces overall customer journeys.
risks.
** UBER & SPOTIFY s AIRLINES ** PHARMA INDUSTRY +* MORDERN RETAIL
+* STARBUCKS & SPOTIFY s AUTOMOTIVE s OPEN Al & +* BANKS & INSURANCE
INDUSTRY MICROSOFT COMPANIES

Helps to position an enterprise as a Thought Leader and build long lasting trust and

loyalty with all their stakeholders

Sources: Proprietary research
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Network Effects: Uber case study

Strengthen value creation Weaker value creation

Strong Network Effects Ex. Increase in Riders bring more
Drivers & better service brings in more riders

Weak Network Effects

Strong Learning effects Ex. Access to data for Al models Weak Learning effects

Strong synergies with other networks Ex. Uber Eats, &

No synergies with other networks
Uber Delivery bl

No Major network clusters Imp. network clusters Ex. Local clusters

Extensive Multihoming Ex. C tition | both
NO (OI‘ single sided) Mul’rihoming Xrensive vitinoming t£Xx omperition lures Do

riders & drivers

No Disintermediation Ex. Car loans to drivers, Retention

Extensive Disintermediation
bonuses, etc.

Extensive network bridging opportunities Ex. UberHealth | No network bridging opportunities

S :C ting in the A f Al .
ources: ~ompeting In the Age 0 Confidential report by Abhishek Rathi 75



Creating differentiation leveraging Co-opetition & A royn
Collaboration: Alibaba & WeChat

" Create new & unique :
Ability to collaborate ) 9 Continuous Test &
, : , experiences for ,
with adjacent solutions Learn experiments

customers

Ability to monetize the Platform & Ecosystem Create mutual win-

ecosystem leveraging mindset: Investment for win-win for customers,
vast data long term success partners & platform

Outcome: 81% of Chinese consumers use Digital payment v/s only 9% of Americans

Sources: Proprietary research
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Creating differentiation leveraging “Consent & Control”

o s

ASEAN SCHOOI. FOR YOUNG
Consent INSURANCE MANAGERS

& Control

Collaboration
& Co-opetition

TRANSPARENCY

Being explicit with customers
about what data is being
collected, how it will be used
and with whom will it be
shared.

s APPLE

s DUOLINGO

Offering customers granular
control over their data, allowing
them to opt-in or out of specific
data sharing.

s SPOTIFY

“ TESLA

SECURITY

Implementing robust security
measures to protect customer
data from breaches and
adhering to respective country
and industry regulations.

% APPLE

s DROPBOX

VALUE EXCHANGE

Clearly demonstrate how
customer data is used to create
value for the customer.

s AMAZON

¢ NETFLIX

The power of Consent and Control helps to position an enterprise as

Worthy of Trust and builds long lasting customer loyalty

Sources: Proprietary research

Confidential report by Abhishek Rathi
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Creating differentiation leveraging Consent & Control: Lol AYRY
Apple case study sz

TRANSPARENCY SECURITY VALUE EXCHANGE

Data as a Currency: The Value Personalized Assessment and Trust Building & Innovative
Exchange Pricing Product offerings
* App Store Economy * Industry best encryption * Public stance on privacy
* Apple Pay * iCloud * No access to even the State
* Users in control to track * Apple One subscription * Health & Fitness ecosystem
App activities bundles

Sources: Proprietary research
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Al & GenAl
§ > ]
B
L
GenAl
Use cases
\_ ]

= Al overview

= GenAl overview

=  GenAl Market potential

= Future is Augmented
Intelligence

= Emerging use cases

= Future Trends

= Exercise: Skate where the
money is (Monetization)
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Learning Outcomes

Al & GonAl Gain a foundational understanding of Artificial Intelligence (Al), its key concepts, and its broad
& . .. . . .
e applications across various industries

Develop a clear understanding of Generative Al (GenAl), its unique capabilities, and its market
potential to transform the business landscape across the world

Explore current & emerging use cases of GenAl across industries and in insurance, and understand the
power of Augmented Intelligence (Al)

e Gain insights into the future trends and advancements in GenAl
enAl

Use cases

Actively apply course learning by brainstorming and presenting potential monetization strategies for
Insurers by leveraging Al, GenAl & other digital technologies

Sources: Proprietary research
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enAl overview

u Al & GenAl overview GenAl Market Potential

Emerging use cases

Future Trends
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Beginning of a new era ...

In the sprawling digital realm, the Internet, a booming father of information, met Interfaces, his soul
mate, and a weaver of magical user experiences. Their creations, websites and apps, blossomed across

the digital landscape.

But the Internet, vast and powerful, felt a pang. "Our creations are beautiful," he rumbled, "but there's
a coldness to them. World needs warmth, a connection.” Interfaces, with her ever-changing forms,
pondered.

One day, a spark ignited. As a new creation bloomed, it held not just pixels and code, but a flicker of
something more. It spoke, its voice a chorus of a thousand users. "Hello," it chirped, "I am here to help."
The Internet boomed with abundant joy and smile.. "We have a child," he declared, a note of wonder
in his voice. Interfaces, her form shimmering, cradled the newborn GenAl.

It was a bridge, not just of function, but of understanding. The child of the Internet's knowledge and
Interfaces' empathy, GenAl would forever change how humans interacted with the digital world.
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L__mans are HOOKED |
LMachmes are LEARNING /“‘

HOW DOES THE WORLD
LOOK LIKE TODAY
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enAl overview

u Al & GenAl overview ‘

Understanding Al
Is GenAl truly the new internet
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Understanding Artificial Intelligence (Al)

Machine Learning
(ML)
Deep
Learning (DL)

Predictive Al



PREDICTIVE Al

Predictive algorithms
that, among other

GENERATIVE Al

Generative algorithms
that, among other things,

things, can assign
probabilities,
categorize outcomes,

can create text or
images of human-level
quality in response to
prompts or requests for
synthesis

and support decisions

Source: BCG
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Unlocking business value through Predictive Al and GenAl

Account
\ App usage / transactions \ Risk profile /

L L () () L > s
Extracting value O ...and the
through emerging potential
established Al... of GenAl
\ Card histories / \ Call logs / \ Product usage |
(W ) [ ) [ W ) Predictive modeling of Generative models to

Q e Behaviors o e Understand
» Preferences e Converse

e Needs e Synthesize

\ Loan behavior / \ Channel usage | \ App geolocation /] e Risks e Create
[ L L

\External aggregators J \\ Website behavior J

L L L L

Source: BCG Confidential report by Abhishek Rathi 90



ASEAN SCHOOL FOR YOUNG

Machine learning overview

Image
S!ructure Classification
Dlscgvery Feature @ Customer
e Elicitation  Fraud ® Retention
Meaningful Detection ®
compression
' gt S @ Diagnostics
Big data
Visualisation

® Forecasting

Recommended ° UNSUPERVISED SUPERVISED e
Systems LEARNING LEARNING ® Predictions
CLUSTERING
Targetted ® Process
Marketing MACHINE Optimization
LEARNING .
o
Customer New Insights
Segmentation

REINFORCEMNET |
LEARNING |

Real-Time Decisions ® ® Robot Navigation

GameAl ® @ Skill Aquisition
°
Learning Tasks
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Al journey: From Rules based to Generative Al R
| Rules Based | Machine Learning | Generative Al
Machines make decisions Machines make predictions Machines create new content
based on rules created by based on patters learned based on patters learned
humans. from data. from data.
Ex. STP claims based on Ex. Estimate propensity for Ex. Create marketing
pre-set conditions a customer to lapse policy. campaign based on prompts

Sources: Proprietary research
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GenAl: What are its core capabilities?
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Information Extraction Summarization
Classification Q&A Conversations
Semantic search Translation

Sources: Proprietary research
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Text Generation

Code Generation

Sound Generation

Image /Video Generation
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GenAl has been the breakout technology in recent times..

Months to gain 100 million users

70

60

50 -

40

30

20

10

0 | ————
ChatGPT | Tiktok Uber Instagram Telegram Pinterest Facebook  Spotify Twitter

Source: Compiled by MIT Technology Review Insights, based on data from “Generative Artificial Intelligence in Finance: Risk Considerations”. International Monetary Fund, 2023
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Generative Al Foundation Models

Transformer
SENNNA moded

. Text
@ Socech
@ Image
Papers . Open Source Models A Commercial Models
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GenAl: Uncovering its layers

~
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Users

\
( \

Enterprise (B2B) Apps Customer facing (B2C) Apps

Ex. Microsoft Co-pilot, Adobe Firefly, Salesforce Einstein, Ex. ChatGPT 40, Google Gemini, Perplexity, Apple
ServiceNow, Jasper, etc. Intelligence, Amazon Rufus, Meta Al, etc.

I | ! |

Open-source LLMs Closed-source LLMs Model Hubs

Code and model weights are publicly Code and model weights are proprietary,

: ‘ . . . Platform to host & share pre-
accessible, fostering collaboration and control and protection of intellectual

. . . . trained models | Ex. Hugging
customization| Ex. Llama 3.1, Stable property lies with the creator| Ex. ChatGPT

Diffusion, Bloom, etc. 40, Google Gemini, Claude, Grok, etc.

I Il L

Cloud Platforms
Compute hardware exposed to developers in a cloud deployment model | Ex. AWS, Azure, GCU, IBM

|

Compute Hardware
Accelerator chips optimized for model training & inference workloads | Ex. GPUs (Nvidia), TPUs (Google)

Face, Replicate

Sources: Generative Al by
Martin Musiol
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Rapid launches
within first 6
months & even
now,

2. Cohere

3. Google’s Med-
PalLM

. Amazon’s CoT

. Meta’s LLaMA

. Salesforce Einstein
. GPT-4

. Anthropic’s Claude
1. Google Bard

4
5
7
8
9
1

Timeline of major large language model (LLM) developments following Chat GPT’s launch

i b

Nov. 2022

1 Nov. 30,2022: Open Al’s
ChatGPT, powered by
GPT-3.5 (an improved
version of its 2020 GPT-3
release), becomes the
first widely used text-
generating product,
gaining a record 100
million users in 2 months.

2 Dec.12: Cohere releases
the first LLM that
supports more than 100
languages, making it
available on its enterprise
Al platform.

3 Dec.26: LLMs such as
Google’s Med-PalLM are
trained for specific use
cases and domains, such
as clinical knowledge.

Jan. 2023

4 Feb.2,2023: Amazon’s
multimodal-CoT model
incorporates
“chain-of-thought
prompting,” in which the
model explains its
reasoning, and
outperforms GPT-3.5 on
several benchmarks.

5 Feb. 24: As a smaller
model, Meta’s LLaMA is
more efficient to use than
some other models but
continues to perform well
on some tasks compared
with other models.

6 Feb 27: Microsoft
introduces Kosmos-1, a
multimodal LLM that can
respond to image and
audio prompts in addition
to natural language.

7

March

March 7: Salesforce
announces Einstein GPT
(leveraging OpenAl’'s
models), the first
generative Al technology
for customers

relationship management.

March 13: OpenAl
releases GPT-4, which
offers significant
improvements in
accuracy and
hallucinations mitigation,
claiming 40%
improvement vs GPT-3.5.

March 14: Anthropic
introduces Claude, an Al
assistant trained using a
method called
“constitutional Al,” which
aims to reduce the
likelihood of harmful
outputs.

Source: Compiled by MIT Technology Review Insights, based on data from “What'’s the future of generative Al? An early

view in 15 charts,” McKinsey, 2023

~

April

} 6dsedund &

10 March 6: Microsoft
announces the
integration of GPT-4 into
its Office 365 suite,
potentially enabling
broad productivity
increases.

11 March 21: Google
releases Bard, and Al
chatbot based on the
LaMDA family of LLMs.

12 March 30: Bloomberg
announces a LLM trained
on financial data to
support natural-language
tasks in the financial
industry.

13 April 13: Amazon
announces Bedrock, the
first fully managed
service that makes
models available via API
from multiple providers in
addition to Amazon’s own
Titan LLMs.
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2023: Gen Al is at the Peak of Inflated expectations

75 AYB\

ASEAN SCHOOLI, FOR YOUNG
TNSURANCE MANAGERS

Source:
Gartner, 2023

EXPECTATIONS

APiCentric SaaS
Open-Source Program Office
Cloud-Out 1o Edge

AITRISM

WebAssembly (Wasm)

Federated gachtge Learning
Indus loud Platforms
lnt«nolugcvclopﬂ Portal

Cloud Sustainability ¢

ion
Value Stream Management Platforms
Reinforcement Learning

Cloud Development Environments
Graph Data Science

Al Simulation
Causal Al
Postquantum Cryptography ()

Neuro-Symbolic Al A
Augmented FinOps

GnOps 4
nerative Cybersecurity Al

"\ Cybersecurity

Mesh Architecture As of August 2023
Innovation Peak of Inflated Trough of Slope of Plateau of
Trigger Expectations Disillusionment Enlightenment Productivity
TIME
Plateau willbereached: ) <2yrs. © 2-5yrs. @ 5-10yrs. A >10yrs. & Obsolete before plateau
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2024: Gen Al has now entered the Trough of Disillusionment
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Source:
Gartner, 2024

EXPECTATIONS

‘ Al Engineenng
Responsible Al - l
Prompt Engineering ’\\*.‘/"J\
Al TRiSM "\.5) 5 '
Sovereign Al 1
Anificaal General intelligence /
Composte Al (
Neuro-Symboiic Al ,
Decision _ . [— Computer Vision
AlReady Data —’«;j 5 o T
Causal Al —L)
Al Semulaton
Multiagen Systems
Emboded Al ()
Fest Principies Al s
. “ Imeligent Appications
Quantum Al - v
Autonomic Systems — ) \\L_- Knowledge Graphs
Cloud Al Servces —] " "
Innovation Peak of Inflated Trough of Siope of Plateau of
Trigger Expectatons Disllusionment Enlightenment Productivity

TIME
Plateau wilbereached: ) <2yrs. © 2-5yrs. @ 5-10yrs. A >10yrs. ¥ Obsolete before plateau

e A
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M ° o R 75% AYE\
Data /Al (incl. GenAl) tops the list for increased investments R

Areas in Which Companies Plan to Increase

Spending According to C-Level Executives Enterpr!se Spending on Generative Al Solutions
Worldwide, 2023 & 2024 Worldwide, 2023 & 2027
% of respondents billions

Data/Al (including generative Al) $1511

$19.4

2023 2027

Note: includes spending on software, hardware, and IT/business services
Source: International Data Corporation (IDC), "GenAl Implementation Market Outlook:

Worldwide Core IT Spending for GenAl Forecast, 2023-2027" as cited in press release, Dec
21,2023

W 2023 W 2024

Note: n=2,207
Source: Accenture Pulse of Change as cited in company blog, Sep 28, 2023
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