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Sector capability.

Arts, culture, 
attractions 
and travel.
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of marketers and advertisers 
believe AI is overhyped.

52.3%
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perspective.
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Are any familiar?

It feels too complicated overall.

I fear losing control to AI.

I think AI lacks creativity.

The learning process feels overwhelming.

The media makes AI sound dangerous.

AI seems impersonal and dehumanising.

I distrust automation replacing human tasks.

I feel overwhelmed by tech advancements.

I fear relying too much on AI.
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Are any familiar?
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A lot of AI tech has been 
a solution looking for a 
problem. Now real use 
cases are developing.

Crafted opinion:
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Think about any job:

Things we currently do

Any job

Most 
basic

Most 
complex
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Not all tasks are equal.
Any job

Most 
basic

Most 
complex

Things we have 

add value

Things we 
currently do

Things that 
create the 
most value
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AI will impact basic tasks.
Any job

Most 
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Which could reduce job scope 
(and jobs).
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But it can also allow us to 
do new things.

Most 
basic

Most 
complex

AI
Things we 

currently do
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create the 
most value

AI
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How I think about AI.

Automate Augment

AI 
Things we need to do, 

Things we currently do that 
create most value

AI

currently do
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Think not just of what AI 
can do for you, but also 
what you can do with AI.

Crafted opinion:
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Every job has evolved. Ours will too. 
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Over 600 use cases:

Content creation

Research

CodingData analysis

Ideation & strategy Automation
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Over 600 use cases:

Content creation

Research

Coding

Data analysis

Ideation & strategy

Automation

Automate

Augment
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AI strategy. 
You need a strategy 
powered by AI.

Crafted opinion:
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It will change 
behaviour.
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Summer camps near me
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The future of search.



30



31

Beyond: 
Agentic 
search
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It will increase 
expectations.
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Content generation at scale.
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Expanding your asset library.
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Expanding your asset library.

Animate for 5 seconds
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Expanding your asset library.

Camera stays still and person 
takes a drink out of their cup of 
tea on the desk.
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Expanding your asset library.

Camera pans cinematically 
around the person as he shuts his 
laptop and celebrates the end of 
his working day.
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Supercharge your creative.
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Supercharge your creative.
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AI has never been more 
powerful, and will never 
again be as bad as it is 
today.

Crafted opinion:
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W. Edwards Deming. 
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* This is 
now fixed
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Knowledge is 

knowing that 
tomato is a fruit.

Wisdom is knowing 
not to put it in a 
fruit salad.
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Knowledge is 

knowing that 
tomato is a fruit.

Wisdom is knowing 
not to put it in a 
fruit salad.

Philosophy is 
wondering if that 
makes ketchup a 
fruit smoothie. 
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www.crafted.co.uk
hello@crafted.co.uk

Thank you.
See our work in attractions:

https://www.linkedin.com/company/crafted-media/
https://twitter.com/craftedmedia
https://www.instagram.com/crafted
https://www.crafted.co.uk/
mailto:hello@crafted.co.uk
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