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86%

of organizations have
encountered ethical issues

resulting from the use of Al

Capgemini Research Institute,
2020

6%

Of consumers want

regulations on the use of Al

Capgemini Research Institute,
2020
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Capgemini Research Institute,
2020

535%

OFf consumers would purchase
more from your company if
they perceived Al-enabled

interactions to be ethical

Capgemini Research Institute,
2020
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Customer advantages
+ Anticipate upcoming regulatory developme « Enhance customer satisfaction through ethical
-in-the-loop”) « Avoid internal and external data risks . Al awareness and clear branding
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Spectrum of ethical c

Artificial Intelllge

cuﬂt

Incr

l n and cyber
availability creates
to cyber attacks
licious application of Al

l Al powered cyber attacks

$;

iderations relevant for

lementations
Implementing Al ralses%hlg n5|derat|ons for organizations and society

¢ Machine discrimination and
manipulation

Al decisions should not act discriminating
against sex or race

Manipulation of humans without consent

S

Responsibility and

accountability

- Assigning responsibilities for
machines actions to stakeholders

- Being accountable for Al based
decisions (adhere to moral values and
social norms)

Al monopolies and market
- Al development is driven by
oligopoly of organizations
Shift of power to the owner of
largest data / knowledge

- Too big to fail architecture with
societal risk

Impact on ethical
awareness and
responsibility for
workFforce

Al augmented actions tend to
reduce employee’s ethical
awareness

Workforce substitution by Al
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Ethical principles for Al are relevant for organizations ' 4
as they impact top and bottom line

D"V,e Top Corporate: S.o.aal Customer Trust Customer satisfaction
Line Responsibility
Contribute to society's welfare to Advertise how you keep your Customers are becoming
ensure a long-term prosperous sensitive data save and advertise increasingly aware of ethics which
growth and positive impact business control in line with all results in changes in consumer
regulations behavior and expectations

towards services

Value

Market risk

(too big to Fail structure) Operational risk

Reputational risk

Secure beneficial reputation in Al dependency can lead to Al applications are subject to seen
society and avoid loss of uncontrolled market forces data. Unseen data are difficult to
reputation due to data protection increasing risk exposure model and create operational risk
Manage Bottom breaches, misuse of Al exposure

I Line



What principles can organizations follow to conform to @®
ethical standards for Al

Key Questions to be answered when implementing Al solutions:

Ethical Principal
Augmented 9 Fully automated -
Artificial Artificial ¥
Intelligence Intelligence T
e Consumer
- i privacy & Data
security
Tral.msparen.t Complex
algorithms with . .
: algorithms with .
explainable high precision Algorithm
1
arameters ;C;ir:: * ~_ Workforce |
¢ =<Impact =
Select data to Q Use all legally Explain‘iity
guarantee available & Equal
s . . Trans, ualy
predictive equality | @ data S 3 iy treatment




Assess your Data and AI solutions along our six @
ethical checkpoints Your Contact

r. Jirgen Leobacher
™ juergen.Leobacher@capgemini.com

Capgemini Ethical AI checkpoints N | b045-151 40251145

Human agency & Oversight Transparency &

Empower humans to make Accountability

informed decisions through Al @ Al systems must be transparent -
oversight and e§tabllshed.control responsibility and accountability
mechanisms to intervene into must be assigned to specific

algorithm execution at any time employees to ensure liability

Technical Robustness and Non-discrimination

safety and fairness

Build resilient and secure Al systems Al systems need to account for
that guarantee accurate, reliable Non-discrimination and fairness
and reproducible algorithms and unfair bias must be avoided

and data Ethical governance &

Societal wellbeing

Rules of Al are bound to

anc > corporate governance, ethical
quality, integrity standards and contribute to

rights of data - societal wellbeing

FACT SHEET
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Capgomini@invent

ABOUT CAPGEMINI INVENT

As the digital innovation, consulting and transformation brand of the Capgemini Group, Cs
envision and build what’s next for their organizations. Located in more than 30 offices anc
around the world, its 6,000+ strong team combines strategy, technology, data science a

_ industry expertise and insights, to develop new digital solutions and business models of

Capgemini Invent is an integral part of Capgemini, a global leader in consulting, technolc
B ansformatlon The Group is at the forefront of innovation to address the entire breadt
< mg world of cloud, digital and platforms. Building on its strong 50-year heritag
, Capgemini enables organizations to realize their business ambitions throug
1s. Capgemini is driven by the conviction that the business value ¢
Iticultural company of almost 220,000 team members in

evenues of EUR 14.1 billion. People matter, results co



http://www.capgemini.com/about/how-we-work/the-collaborative-business-experiencetm
http://www.linkedin.com/company/capgemini-invent
http://www.slideshare.net/capgemini
https://twitter.com/CapgeminiInvent
http://www.youtube.com/capgeminimedia
https://www.facebook.com/capgeminiinvent/
https://www.capgemini.com/service/invent/

