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A NOTE FROM THE FOUNDER
Since the inaugural edition in 2017, we've seen a huge growth in the interest and application of AI
within the retail and advertising space. Enterprises are investing more resources into transforming the
future of retail, with increased efficiency, enhanced customer service, and automation, via AI methods
and tools.
At this year's event, we heard from a range of speakers, from leading industry players including
Sainsbury's, M&S, MTC and Zalando, to influential researchers from Northumbria University and
Google.
We also witnessed a development in the topics explored at the event, including more emphasis on
personalisation and enhancing the customer experience. Sessions included Insights from Engineering
Europe's Largest Marketing Platform for Fashion; Improving Recommender Systems with Deep
Learning; and AI for Investment Management and Retail Optimisation. At the 2019 edition, we also
held the annual Deep Learning Summit as well as the AI Assistant Summit in parallel, to increase
collaboration and cross-industry learning at the event.
We're now looking forward to the 2020 San Francisco edition of the Applied AI Summit, to hear
further developments from the likes of Walmart Labs, MIT and P&G. We hope to see you there!
Nikita

ATTENDEE FEEDBACK
I’ve been coming to your summits since
you started and it’s been amazing to see
how they’ve grown. There are so many
AI conferences out there and it’s hard to
know where to go. It’s busy here which
is a telling sign that you’ve got it right!
Ali Shah,
IOC
Interesting to see a diverse mix of
attendees and exploration of different
technology especially within retail which I
have not been witness to before!
Claudia Hahme,
Accenture

Very well organised, this is my third
summit and I’ve really enjoyed them!
Vlad Korotkov,
SKY

I think you have got the format perfect,
its not all pitches to sell but actual
research and application. Over the last
3 years i have attended and the
content has gone from exciting new
ideas to the actual application of them
and its great to see.
Nevena Francetic,
Shopify

Thank you for a really well run conference,
it was my first time here and I really
enjoyed it. I’ll keep an eye out and see
when the next one is because I’ll
definitely be back.
Elizabeth Traiger,
DNV

AI IN RETAIL & ADVERTISING SUMMIT
This AI in Retail and Advertising summit focused real-life AI applications, case studies, business
insights & results from leading companies leveraging AI to solve problems in enterprise.
Speakers shared their insights & lessons learned to provide advice based on their own experiences,
case studies & applications with topics including Training Models, NLP, Trends, Computer Vision and
more.

EXPERT SPEAKERS INCLUDED:

Chris Hughes
Machine Learning
Engineer
Marks and Spencers

Errol Koolmeister
Head of AI Tech &
Architecture
H&M

Kallirroi Dogani
Machine Learning Scientist
ASOS

Sumanas Sarma
Machine Learning
Engineer
Sainsbury’s Argos

Daria Onitu
PhD Student
Northumbria
University

Chris Field
CEO
Fieldworks

Charles Ollion
CTO & Co- Founder
Heuritech

Darragh Kelly
Data Scientist
Google

John Spindler
General Partner
AI Seed

Andrea Picchi
Head of Experience
Design
River Island

Nevena Francetic
Data Science Lead
Shopify

Ed Snelson
Head of Applied
Research
Thread.com

PRESENTATION HIGHLIGHTS
Zalando is Europe’s largest marketing platform
for fashion. How do you set up an
organisation to be effective? You need tuning,
data and algorithms to make a successful
business, but you also need effective
communication within the organisation.
Dirk Petzoldt,
Zalando

As an advertiser, you communicate how much
you are willing to pay on Adwords, we had a
deeper understanding of the evaluation of
number of conversions vs bids in order to
figure out how to optimise this.
Hugo Palmer,
Blablacar

I don’t come from a fashion background, I’m
completely technical, so I look at River Island
from a perspective of how can we use and
manipulate data for customer benefit.
Andrea Picchi,
River Island

We can train our models in under ten minutes
if we have to, most are done in under an hour.
The next steps for us? Comparing our results
with the accuracy of large transformer models!
Fabon Dzogang,
ASOS
On the delivery network we need to make a lot
of decisions in real time on dealing with
restaurants and riders and also deal with the
uncertainty
Text that comes with the market place.
We launched the ML algorithm in 2016 across
12 cities with different customer interaction,
different restaurant trends and we needed this
to integrate across all. We now operate in over
500 cities.
Alessio Dore,
Deliveroo

AGENDA OVERVIEW

INDUSTRY INSIGHTS

Zalando is Europe’s largest marketing platform for
fashion. How do you set up an organisation to be
effective? You need tuning, data and algorithms
to make a successful business, but you also need
effective communication within the organisation.
We can now say “please, dear API train us a
model taking into consideration everything in the
last 28 days relating to X”. Fashion is an
integrated customer journey with marketing - it’s
cross fictional, and we’ve been able to train it to
be super specific and personalised.

PERSONALISATION AND CUSTOMER
BEHAVIOUR

At thread we’re not just about recommending
items to users but also styles and looks, however,
we need a bigger system to do this. Once we have
a set look, we can then use the data that we know
we can match these looks to our users. Once we
have a set of candidates we need another ranker
that takes the sets of candidates and decides
which looks we should use for which user.
Ed Snelson, Thread

Dirk Petzoldt, Zalando

TREND PREDICTION

Heuritch analyze 3 million images each day on
social media and we turn that data into
meaningful insights about trend behaviors,
demand planning and stock quantities
management. Computer Vision for fashion is very
challenging: the input images from the open
world are very diverse, and the nature of the
detected attributes (colours, patterns, shapes,
products) are constantly evolving with new
collections.
Charles Ollion, Heuritech

Robotics are smart, but not intelligent, you tell
them what to do, apply AI to make the steel
robotics smarter, and we’ve been able to train it to
be super specific and personalised. That said, you
need to check that AI can actually solve the
specific problem as there is not one solution for all
with AI.
Mostafizur Rahman, MTC

74% customers prefer experiences over products.
As a shopper you go from store to store and at the
end of the day you’re exhausted, not delighted. If I
see 2000 T-shirt’s on a page I’m not inspired. We
can automate experiences with AI and bring
personalisation to the masses both online and in
store!
Michael Michelis, Intelistyle

CUSTOMER SERVICE

Vodafone use machine learning in two buckets:
optimisation & prediction.Whenever
complaints come in, Vodafone have to classify
them into one of 26 topics with over 1600 chat
messages per day. There can be many issues
with this including grammatically incorrect
posting, slang, different languages and more.
To avoid making this too costly of a process,
Vodafone are to build an in-house AI platform.
This is to be seen as beneficial as no data
would leave the Vodafone premises. All
messages are then pushed to teradata
(labelled and unlabelled) which goes to text
processing then used as training data for the
platform.
Adithya Hrushikesh, Vodafone

DAY 2
AI APPLICATIONS

The phrase ‘An image is worth a Thousand words’
is relevant at Dataiku. We wanted to develop a
labelling model and feed those into our content
based recommendation system, which is to be
added to the meta model. That was a daunting
process - to train your own DL model you need
millions of images of labelled data, Human
Resources, time, and more. We didn’t even have
any labelled data! We had the images but not
information. Luckily there are lots of pre-trained
open sourced images. For this we used the SUN
database which is much smaller but has more
labels. We then decided to use transfer learning using a network that knows how to see. The model
in the first few layers of the network already knows
what it’s doing.
Adam Jelley, Dataiku
We have fully managed platforms for all data
scientists at H&M to sign in and write code, that is,
that we now cover the full chain from designing
and buying, to production to logistics to sales and
marketing.
Errol Koolmeister, H&M
We’ve already had a day and a half of
presentations and most of the things you're about
to hear have already been said today. I actually
find this extremely comforting. It means that we
are all meeting the same problems and coming
closer to standardising ways of dealing with them
We made some choices that are not on the beaten
path and that's what you're about to see with our
model at Shopify.
Nevena Francetic, Shopify
We started with an order timeline using ML to
predict trends our assignment algorithm. We then
use the algorithm to predict the outcome of what
needs to be achieved when we are busy. Orders
are then ordered by which one we think should be
delivered first, not on which is placed first. We can
then adapt riders to this.
Alessio Dore, Deliveroo

PANEL DISCUSSIONS

I am very lucky to have two points of view, one
from my technical experience and one from my
business perspective which allows me to see what
developers are trying to do but also what the
customers and users really want!
Retail is becoming more and more data-full.
Almost all supermarkets have an online option
which can then be enhanced by the use of AI. This
can also be seen to have an affect in even in the
physical stores, with AI is used to forecast how we
will navigate a store and how products should be
ordered.
Victor Moron Tejero, Nectar Loyalty
I don’t come from a fashion background, I’m
completely technical, so I look at River Island from
a perspective of how can we use and manipulate
data for customer benefit. Our model is based
upon value exchange with our customers, collating
both qualitative and quantitative data which we
can then feed to our algorithms.
Andrea Picchi, River Island
Hershey relies heavily on retail products.
Companies that just try to incorporate AI are all
very well, but we need to remodel the whole
business process and model, using the data we
collect to drive the business forward.
Nicholas Stapp, The Hershey Company

Key Points from the panel:
- The future of advertisement can use AI to
further personalise adverts for consumers and
accuracy of suggested products
- The addition of AI into retail means that
companies must adapt their recruitment,
structures, value proposition and more to thrive
- The motivation in implementing AI has to be
more than profit maximisation for it to work!

DEEP DIVE TRACK: HIGHLIGHTS
Deep Reinforcement Learning- DeepMind

Hado Van Hasselt
Senior Staff Research Scientist

Once automation became possible, DeepMind took another step
forward with focus on agents learning solutions from experience.
That said, the initial data used needed to be of the highest quality
due to the sequential nature of learning. Hado stressed that when
models are built on data with mistakes, the intended outcome is
not always achieved. Goal-optimised reward systems were given as
an example of the need for correctly formulated algorithms from
the outset. Hado suggested that DeepMind had to find a goal
reward which was easy enough to specify and deliver, but which
also gave us good results. One test completed saw a car driving
around a track with the goal incentive increased through quicker
lap times. The agent soon found that this was not through distance
travelled but simply speed - this found the car on its roof with
wheels spinning and earning high rewards without supplying any
usable data for DeepMind.

Machine Learning: A Detailed Study of taking ML to Production - Sainsbury’s Argos
Be agile, have the minimum MPP that you can get away with and
get to production ASAP. Have a cross functional team. We rejected
linear, soiled working.

Dave Romano-Critchley
Principal Engineer

We replaced a legacy third party service with in-house calculation,
followed standard software engineering practices and we kept
stakeholders included throughout the process. This became a
pipeline that we can use for other algorithms not just price
elasticity.

LIME- A Step Towards Better Interpretability of Deep Neural Networks- HSBC

Roshini Johri
Senior Data Scientist

We’re moving more and more towards an era where we work with
DNN’s. It’s impossible for our brains to comprehend the amount of
data the model is processing and what it’s doing. That said,
Roshini was also conscious of the ethical nature of her work: “It’s
our responsibility as data scientists to make sure we’re doing
ethical things. I need to be aware that my data is representative of
the demographic I’m working with”.

Rising Stars: The Next Generation of AI Pioneers
Green Feast is an automated web extension which reduces your carbon footprint and helps to
make more sustainable purchases by telling you its carbon footprint and possible alternative
purchases.
Green Feast, team of teens from the Teens in AI initiative
Early Catch is aiming to use ai to catch breast cancer earlier and prevent invasive diagnostic
measures by using an ai model which tests biopsy and works out if they are cancerous more

INTERVIEWS & PODCASTS
As well has hosting events, RE•WORK has a
catalogue of online resources with White Papers,
video interviews, our blog, and the Women in AI
podcast. At each event, we chat with speakers
and industry experts who share their expertise.
Laura Palacio Garcia, Live Smart

Shreyansh Daftry, NASA JPL
On day 2 we interviewed Shreyansh Daftry, from
NASA JPL. He discussed how deep learning is
being used in space exploration and how the
conditions in space can be emulated.

Laura Palacio Garcia is a Data Scientist at
LiveSmart, an AI health startup that provides
integrated solution to empower employees to
optimise physical and mental well-being at work.
Laura joined us on the Women in AI podcast to
discuss the use of supervised learning for food
recognition and her current work analysing
health data and trying to find
correlations.between different metrics.

Catherine Breslin, Cobalt AI

Aditya Guglani, Uber
We also interviewed Aditya Guglani from Uber
who delved into further detail on Uber’s
experience of using deep learning to improve
the customer support experience. We also spoke
about how he decided to move from
engineering into data science and AI, his typical
day as a data scientist at Uber and exciting
projects that he has in the upcoming months.

Catherine Breslin from Cobalt.AI joined us for an
episode of our Women in AI Podcast. Catherine
was listed as one of Business Insider’s 100
coolest people in tech in 2018. During this
episode she discussed scaling custom virtual
assistants and the main challenges associated
with this.

Katja Hoffman, Microsoft

Roshini Johri, HSBC

We were also delighted to be joined by Katja
Hoffman of Microsoft on the Women in AI
podcast. Katja leads a research team that focuses
on reinforcement learning with applications in
video games & believes that games will drive a
transformation in the way that we interact with AI
technology.

WHAT’S NEXT?
Video presentations will soon be available online and you
can access them here. On our video hub we also have
extensive playlists from our past events.

Subscribe to the Women in AI Podcast to hear the latest
episodes and learn from influential women working in AI.

READ MORE
Day 1 Highlights

Watch

Day 2 Highlights

UPCOMING EVENTS
MONTREAL, OCT 22 - 55, ’19
Women in AI Dinner, 22
Deep Learning Summit, 24 - 25
Responsible AI Summit, 24 - 25
SAN FRANCISCO, JAN 28 - 31, ’20
Women in AI Dinner, 28
Deep Learning Summit, 30 - 31
AI Assistant Summit, 30 - 31
Applied AI Summit, 30 - 31

LONDON, MARCH 19 - 20, ’20
Deep Learning in Finance Summit
AI in Insurance Summit

BOSTON, MAY 21-22, ’20
Deep Learning in Healthcare Summit, 21-22
AI in Pharmaceuticals Summit, 21-22

View our complete calendar of events, and register now for upcoming summits here. For ticket
enquiries, contact John: john@re-work.co
Want to contribute to our online or live event content? Email Yaz: yhow@re-work.co

