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Putting generative Al
Insights to the test:
A Philips case study
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How Philips tested and deployed
a generative Al solution to
improve its market insights
Mmanagement

With its rich 130-year-old history,
Philips transcends traditional limits,
unleashing a powerhouse of
innovation and pioneering
breakthrough solutions to improve
people’s health and wellbeing. At its
core, Philips is a health technology
firm, dealing in healthcare, lighting,
and consumer lifestyle, and
continuously redefining boundaries
across sectors.

A testament to the company’s
relentless ingenuity and human-
centric advancement, Philips’ insights
function has long been at the
forefront of insights solutions,
recognizing the benefits of being
early adopters of cutting-edge
insights platforms like Market Logic
Software.

And now, Philips” Marketing Insights &
Analytics division is fearlessly
experimenting with generative Al
solutions for healthcare customer
insights, gaining experience and
expertise ahead of its competitors
and positioning Philips as an industry
leader in insights-driven decision-
making.



https://marketlogicsoftware.com/
https://marketlogicsoftware.com/

Why is Philips adopting
generative Al solutions for

insights now?

“Generative Al is like the dawning
of the Age of Aquarius ... it's going
to differentiate people who adopt
this technology from the people
who resist it. And the people who
adopt it will definitely have an
advantage.”

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips

Philips isn't hesitating to explore how
generative Al can help shorten its
insights discovery pathway, says Tom
Mostert, Philips” Global MI&A Head of
Knowledge Management &
Competitive Insights, who compares
Al to the dawning of the Age of
Aquarius (characterized as an age of
revelation, expansion of
consciousness, enlightenment and
harmony).

Tom points out that most enterprise
knowledge management solutions
today have yet to make the search for
commercial insights truly easy. The
challenge for most enterprises is that
they are stuck using unintuitive
search logic to get the best search
results from their knowledge assets.

This makes their market insights
platforms less useful to those who
don't know how to adapt their
queries to the technical confines of
the knowledge-management
technology.

But today, because of generative Al
and Large Language Models (LLMs),
things are rapidly changing in
enterprises’ search for insights:

“Generative Al is opening up new
possibilities. Not only does it do a
really great job at search and
discovery based on natural
language input queries, it also
goes a lot further in the
interpretation and summary of
large volumes of information. It
produces output in natural
language that can immediately be
absorbed and shaped by human
users. It’s a significant step in
technology.”

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips




It's undeniable that generative Al
holds ground-breaking potential for
instant consumer insights in decision-
making scenarios. It has the power to
solve a host of insights professionals’
challenges, like cutting the time it
takes to gather and synthesize
scattered data; empowering market
researchers to meet tight deadlines
without sacrificing thorough analysis
and data quality; and simplifying the
path from insights to decision-
making across large, complex
organizations.

Enterprises that jump in early with
generative Al will reap the benefits of
a shorter insights-to-decisions
pathway over the competitors that
wait to adopt this technology —

and that's exactly what Philips is
doing.



https://marketlogicsoftware.com/ai-whitepaper-for-insights/

Before Deepsights™ - the
challenges of deploying
generative Al for consumer

insights

The promise of generative Al is huge,
but Philips isn't missing a beat —
including not getting wrapped up in
all the generative Al hype.

The generative Al revolution is just
beginning, so firstly, insights
managers need to know if they can
trust generative Al tools available to
them. A key challenge to overcome is
ensuring the reliability of these
sources. It’s likely that the first
question on insight and intelligence
professionals' minds, and business
stakeholders alike is: Are generative
Al-powered consumer insights fit
and trustworthy for informing
important business decisions?

Because, as Tom points out, in the
health technology industry, there's
little room to make mistakes, and
there are known risks to
indiscriminately relying on Al-
generated answers.

“ChatGPT Al is powerful in terms
of generating comprehensive,
well-structured output. But there's
a very big caveat — it does not
reference sources, so you cannot
check the logic ... and it's not
designed to give a non-response.
It does not say, “l dont know” ...
ChatGPT will make stuff up if it
can't find the answer for you. And
that doesn’t necessarily make for
a very reliable source of
information.”

Tom Mostert, Global MI&A Head
of Knowledge Management &

Competitive Insights, Philips

Generative Al can provide wrong
answers that sound convincingly
logical, which is a term known as
“hallucinations”. Al models can be
complex and challenging to interpret.
Other than verifying the validity of
generative Al claims, insights
managers may also worry about
losing control over the decision-
making process, and being unable to
explain Al-generated insights to
stakeholders.




If you're an insights professional, you
have to be able to back up your
insights. And as Philips is in a highly
regulated industry in healthcare, data
quality and reliability is top of mind.
So, the organization needs to ensure
the high standard of their data, while
streamlining the research
management process with the help
of Al.

With the challenges and
opportunities of generative Al in
mind, Philips’ insights team
partnered with Market Logic to pilot
DeepSights™— a generative Al
assistant that gives insights pros
instant answers to their natural-
language business questions.

hoat are the key drivers of purchase decisions in the plant-based foods market? >

Philips decided to see how
DeepSights™ performed in
comparison with other widely known
generative Al solutions such as
ChatGPT and Bing. By putting these
Al solutions to the test, Philips was
able to effectively assess
performance of answer quality and
time efficiency (compared to
established search methods), and
uncover which platform offers the
highest-quality of Al-driven market
insights.

& Based on the most significant documents, | can give you these answers

The ProVeg European Consumer Survey on Plant-based Foods (2020) found
that curiosity, health, trust in a brand, and taste are the top drivers for
flexitarians when purchasing plant-based food products. Similarly, Forsa
also recently conducted a survey in Germany, commissioned by the
German Federal Ministry of Nutrition and Agriculture (Bundesministerium
far Erndhrung und Landwirtschaft), and found that curiosity is the most
important reason when buying plant-based meat alternatives (75% of
Germans stated that they buy plant-based meat out of curiosity), followed
by animal welfare, taste, and environmental concerns (Bundesministerium
fur Ernéhrung und Landwirtschaft, 2020). Euromonitor (2020) also found that
the global key drivers for a plant-based diet are animal rights (37%), health
(36%), and environmental concerns (35%) (Euromonitor, 2020). Therefore, it
can be concluded that taste and health are the strongest drivers when
purchasing plant-based foods in Europe in 2020.



https://marketlogicsoftware.com/deepsights-starter-pack/

The Test: How does
DeepSights™ compare to its

alternatives?

Philips conducted a side-by-side
comparison of how other existing and
publicly available generative Al tools,
specifically ChatGPT and Bing,
succeeded in answering business
questions when compared to Market
Logic’s DeepSights™ solution. They
also compared DeepSights™ against
the classic search function in their
existing knowledge management
system. While the Market Logic team
was available in a support capacity as
needed, Philips conducted their
study independently of Market Logic.

Methodology

In order to ensure comparability and
stable test results, Philips chose to
focus their questions and curate their
knowledge assets around specific
healthcare themes. They asked a
group of topic experts to handpick
relevant resources in their knowledge
assets, resulting in about 150 high-
quality documents added to their
DeepSights™ testing environment.
Next, a team of experts
knowledgeable on the topic as well as
non-experts posed a series of
questions, replicating the kind of
queries they commonly encounter in
their line of work.

Testing scenarios & metrics

Philips provided test results from two
scenarios:

Scenario 1: DeepSights™ vs. publicly
available generative Al platforms
ChatGPT & Bing (ChatGPT and Bing
were combined in results)

4 )

Philips assessed the following
variables:

1. Winning answer (draws
possible)

2. Source availability and
trustworthiness

3. Time investment (average in
minutes)

\ /

- See what the tests uncovered in
the next pages.




Scenario 1results:

DeepSights™ vs. ChatGPT & Bing

DeepSights™ Test: Results Overview

vs. ChatGPT & Bing

v

ChatGPT Bing DeepSights™
Winni
nning 50% 64%
Answer
Superior
14% 71%
Sources

* customer-led test by experts on representative data set against reference question set
** fraction of questions for which relevant answer was found in top 3 responses
*** minutes needed to obtain relevant answer per question

Results

In terms of winning answers,

This demonstrated DeepSights™’s
refined ability to tap into the

ChatGPT and Bing had a moderate - p
success rate of 50%, while resources and provide relevant 7
DeepSights™ surpassed them, responses. 7
successfully answering questions 7
64% of the time. 7
7
rd
b



“You can check sources with Bing
... but the problem is it doesn’t
discriminate between what is
really reliable information and
what is unreliable information ... Its
sources come from the entire
internet practically, and there’s a
lot of junk information on the
internet, there’s a lot of unreliable
information, so all the sources you
get are junk information designed
for either sales or marketing
purposes or some other nefarious
purpose.”

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips

However, where DeepSights™ truly
shone was in answer quality.
Compared to ChatGPT and Bing,
which provided verifiable, trustworthy
information only 14% of the time,
DeepSights™ offered a much higher
level of reliability. The client was able
to verify the sources cited in
DeepSights™'s answers 71% of the
time.




P _ An interesting aspect of

.We reina highly regulated , DeepSights™, as highlighted by
lndUStry n healthcare.. We don't Ph|||p$, was its built-in limit to

have room to make mistakes. So generate up to three answers per

we prjefer to have a generative Al query. Each answer appeared to be a
solution that we have control over summary of the asset containing the

A U T qraws dpon, most relevant information. While this
rathe; than. Sfmeth’.ng tzat cou;d restricted the range of responses, it
draw from information that could also added clarity and precision to

be potentially damaging or N A SIS
harmful to patients.” '

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips

The results underline the capability of

DeepSights™ to extract information

from verified sources and generate - -
more precise answers, demonstrating ‘ ”

its value in the highly regulated =
healthcare industry.

“ChatGPT & Bing are not valid
alternatives as the availability &
trustworthiness of sources are
rarely given.”

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips




Scenario 2 results:

DeepSights™ vs. Internal
Knowledge Management System

DeepSights Test vs. Existing System

-

Existing System DeepSights™
Success rate
. 89% 89%

Question was answered
No. of search results

122 2.2
[average]
Hit rate o 0
Answer found in first 3 sources 59% 89%
Time investment

16.8 <1

[average in min]

* customer-led test by experts on representative data set against reference question set
N=2 tester; N=27 searches,; **Configured to show Max =3

When compared to Philips' existing
knowledge management system,
DeepSights™ demonstrated similar
proficiency in answering business
questions, both achieving an 89%
success rate.



The key differentiator, however, was
in the hit rate. While the answers
were found within the first three
search results only 59% of the time
on the internal platform’s search
engine, DeepSights™ achieved this
89% of the time. The result
underscores DeepSights™'s ability to
provide precise answers quickly and
efficiently, reducing the time users
need to spend searching for relevant
information.

“If someone’s about to go into an
important meeting, or they're
facing a client and a question
comes up and they need an
immediate answer. DeepSights™
performed really well. ”

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips

< > £ Search

One of the most striking outcomes
from the pilot was the dramatic
difference in time investment. On
Philips's internal platform, it took the
team an average of 16.8 minutes to
find an answer. In contrast, with
DeepSights™, the answer appeared
instantaneously. This level of time
efficiency is a testament to
DeepSights™'s ability to revolutionize
the way businesses search for and
find answers to their queries.

As with any experimental setup, the
pilot program posed some
challenges. Initially, Philips” team
observed some non-responses to
queries. However, they soon realized
the necessity for a critical mass of
information for DeepSights™ to
generate comprehensive responses.
As they added more assets to the
reference library, this issue was
largely resolved.

— & ) Hi! How can | assist you in finding the information you need?

D1

Chat

What is our understanding of the key drivers for using whitening toothpaste in China?

000

(9]
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celencs 3 ~ DeepsSights .
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Q) et Answering your questions based on insights .
Calls
Oct Chinese consumers’ need for teeth whitening is increasing due to motivated social confidence, increasing
2022 sophistication in beauty, and the booming lip makeup market. Consumers are becoming more confident, independent,

Files and pursuing a holistic self, which includes whitened teeth. They are also influenced by higher income, social media,
g and the need for delicateness, dictating the importance of details like whitened teeth.

MLS Al Asia Oral Care Gonsumer Journey Exploration

Page 6 Page 11 Page 23 Rate
Page 24 Page 65
Dec This research does not provide enough information to answer this question specifically for China. However, the key
2021 drivers for teeth whitening in general are making teeth noticeably whiter, preventing dental scale/plaque/stains, i 12 -

improving oral health, leaving teeth and mouth feeling clean, helping to reduce enamel stains, and remineralizing and
restoring enamel.

Whitenina Global Driver Renart



Results overview: Philips finds
Deepsights™ produces faster and
higher-quality answers than

ChatGPT or Bing

“The major benefit of
DeepSights™ is that within
seconds, you can get an answer to
a question that would otherwise
take you half an hour to a couple
of hours to answer if you go
through regular search.”

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips

Time efficiency and answer quality
— the Deepsights™ game changer

“The biggest strength of
DeepSights™ is the understanding
of the relevancy of a report and
the huge time saving benefit
(~7.5h saved for 27 questions).”

Philips insights team

Philips’ pilot study with DeepSights™
revealed significant improvements in
hit rate, answer quality, and time
efficiency. These improvements can
streamline the decision-making
process and foster an environment
where valuable time is not spent

sifting through information.

The results also provide invaluable
quantitative context to understand
DeepSights™’s impact and ROI for
consumer insights and market
research teams, as well as the larger
business.

Key Stats

DeepSights™ results:

e 57% higher level of answer
reliability, compared to
ChatGPT and Bing

e 30% higher answer hit rate
than Philips’ internal
platform’s search function

e Estimated 7.5 hours of
research saved per person
over the course of the test
(27 questions).

e 16.8 minutes research time
saved per question:
DeepSights™ vs. Philip’s
search function



After Deepsights™: Final
considerations from Philips
about a successful partnership

“Being able to say for certain that
the journey from a question to a
solution has been shortened ...
that really frees up a lot of time
where the user can focus on the
customer, the customer needs,
identifying solutions for customer
problems.

We all recognize that time wasted
searching for information is one of
the key obstacles for companies
to perform better. | think
DeepSights™ will really address
that.”

Tom Mostert, Global MI&A Head
of Knowledge Management &
Competitive Insights, Philips

In today's business landscape, the
ability to access accurate and reliable
market and customer/consumer
insights at a moment's notice is an
increasingly critical need for
organizations across every industry.
Markets change in real-time. Global
as well as local events can trigger
huge swings in demand. Consumers
(also B2B customers) change
behaviors and preferences almost
overnight. To ensure longevity and
gain a competitive advantage,

businesses need to be able to react
faster to what is foreseen by insights
experts as well as unforeseen events.

Generative Al holds the key, but
insights managers need to be able to
trust this technology. The success of
DeepSights™ in this pilot holds
promise not only for the healthcare
industry, but also for other sectors
looking for a reliable and efficient Al
solution to answer their business
queries — and that can effectively
bridge the gap between enterprises’
vast library of information and the
business intelligence they need to
make data-informed strategic
decisions, on a daily basis.

Leverage DeepSights™ Al to
get faster, reliable answers to
your market insight questions -
and optimize your insights
management at scale.

Contact our team for a free
consultation.

For more on this topic — read or
listen to our interview with Tom
here.
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About Market Logic

Market Logic is a market leading Saa$S provider of insights management
solutions. Our Al-enabled insights management platform allows insights teams
to equip business decisions makers with trusted insights at scale and speed.
Since 2006, we've helped hundreds of consumer-focused brands across the
globe to transform into insights-driven businesses. Market leaders such as
Unilever, Vodafone, Astra Zeneca and Tesco are driving innovation and making
smarter market moves with the support of Market Logic.

www.marketlogicsoftware.com
info@marketlogicsoftware.com
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