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GIG HEALTH AI MANIFESTO 
At GIG Health, our ideas, judgment and craft are human, and always will be.
Firstly, because creativity requires original thinking, spontaneity, and courage, all human traits.
And secondly because we work in healthcare. Health-focused communication requires empathy. Empathy without real humanity at its core is empty and dishonest.
But AI has a place in our work, because GIG Health has always pledged to Make It Better. 
And AI is much better at some things than the tools we’ve had before.
So we might use AI if… 
it can broaden or strengthen our research… better than scouring pubmed links.
it can help us explore our own ideas faster… better than wrestling with iStock.
it can integrate and accelerate how we work… better than Monday.
Using AI effectively means knowing when not to use it at all. 
We will never AI-generate a patient photo. 
We will never scrape a script together from whatever an LLM’s been reading.
But when AI can make us better without compromising our values or our craft, 
we are free and encouraged to bring it on board

This is not a legal document or used for performance policing. 
It is our cultural commitment.

It explains how we use AI in a way that protects our craft, 
and reflects the standards we care about.

This policy is reviewed four times a year and permanently open to comments / contributions.

01. WHERE WE STAND (AND WHERE AI STANDS) 
Setting the boundaries
Only we, the actual people of GIG Health, can ever decide what will move the needle for our audiences. We answer the brief, and then AI is one of the tools we have at our disposal to help us deliver.
When we use AI, we bring the expertise. We provide the context. We explain what matters and what does not. We define what ‘good’ looks like. We set clear boundaries. If the output is not strong enough, we brief better. We give clearer direction. We inject our thinking and experience into the process.
FLUENCY REDUCES UNCERTAINTY
Whether or not we choose to use AI, we cannot ignore it.
Avoiding AI entirely would limit our ability to explore, compete and innovate responsibly. Understanding how these tools work gives us control. It allows us to make informed choices about when they help and when they do not.
If AI moves everyone up the capability ladder a few rungs, it’s on us to make sure we’re making use of that advantage, not just letting others catch us up.
Experimentation is encouraged. Not because we feel pressure to use AI, but because only through testing can we see where it genuinely strengthens our work and where it does not. This is a work in progress, for all of us. We must continue to develop and share our understanding of what AI can and can’t do, should and shouldn’t touch, so that our decisions remain deliberate, reliable and competitive. 


02. WHERE AI ADDS VALUE
More than just pictures
We use AI where it strengthens and speeds up our work. Not where it replaces our thinking. By nature, LLM AI can only re-package what’s already out there (in its training data) or the context that we choose to provide it. It cannot natively create anything ‘new’ unless we feed that new idea into it. Therefore, creative direction at GIG always sits with a human.
At GIG, AI is currently already being used in three areas.
1. EXPLORATION & CONCEPT DEVELOPMENT
AI can help us explore visual routes, test character ideas, experiment with moodboard direction and style combinations, pre-visualize live-action scenes for shoot planning/storyboarding.
It helps bring visual concepts to life earlier in the process. It can transform our capabilities under deadline, for example during pitches, by allowing us to explore more possibilities, faster.
What it does not do is understand emotional resonance, behavioral nuance or strategic depth. It cannot decide which concept will truly move the needle.
AI can offer options. We decide what is right.

CASE IN POINT: In a recent pitch to market a medical device (12 lead ECG) the client was unable to even provide us with asset photos or 3D models. Using AI we created the assets needed to present a full campaign concept… but the idea/concept, layout, art direction and “finish” of them, from the creative effects to the copy, remained human.
GOLD STANDARD: The best-case scenario for a concept presentation could include some concepts that were generated with AI support, and others that were sketched by hand. Showing our clients flex and breadth in this way will maximise our chances of hitting a bull’s eye.
2. RESEARCH & STRUCTURED THINKING
AI can help us organize research, summarize large volumes of information and spot patterns in the bigger picture that we may not have considered. It strengthens the foundation and broadens the lens.
It can support early-stage research, identify patterns across discussions and help structure complex material into something workable.
What it does not do is decide what truly matters. It does not understand the nuance of a patient journey, the pressures in primary care or the commercial context of a brand. That judgement remains human.
AI can support research. We interpret it.
CASE IN POINT: We have developed a research tool that, with a few simple inputs, conducts desktop research in minutes that would previously have taken hours or even days. The tool ensures all data are referenced, and turns GIG from a company that has no dedicated researchers into a company where everyone can research.
GOLD STANDARD: In an ideal scenario, we’ll use AI to accelerate the analysis of a research brief and present the findings to us. But we will then analyse what matters most from it against the wider context, and write the strategic analysis and recommendations to clients for ourselves.
3. WORKFLOW ACCELERATION & CAPABILITY SUPPORT
AI can also support areas where time, budget or capacity might otherwise slow us down. Boring or repetitive tasks. Structuring notes. Formatting documents. Generating code. Transcribing conversations. Early 3D modelling. Rotoscoping. Re-lighting. Background removal. Visual clean-up. Rapid prototyping.
Used carefully, these tools can fill gaps, support specialist functions and help us move through production stages more efficiently.
CASE IN POINT 1: GIG Health is exploring AI to create a plugin that will bring timesheets into Monday.com, saving us a Harvest subscription AND the expensive cost of a purchase-able plugin that does the same thing. If it works, we’ll lower our costs and improve our processes.
[CASE IN POINT 2: On Merz Tx the menus had to change for all 12 multi sites, which would have meant copying the settings by hand; split screening the global screen and the country sites screens one by one and playing spot the difference. So we used ChatGPT to find out where in the WordPress database the settings for the MegaMenu plugin was held, then got it to write a drop in plugin which allowed us to select which country sites we wanted to sync, and on run, synced the relevant global site tables of the database to the country site tables of the database. This cut out much unfulfilling and tedious, and it complied with our 'be careful with it' rule, as it was making the changes on staging, allowing us to check it before migrating the changes live ourselves. 
GOLD STANDARD: Through AI, we can do more for our clients with the same hours, rather than hacking hours out of budgets. If AI does some of the grind, we use the hours saved for high-end delivery that improves the quality of our deliverables.



03. WHAT WE PROTECT
Authorship, craft and client trust
Some things at GIG are non-negotiably human. Our clients trust us because of our expertise, our thinking and our craft. That trust is built on careful language, deep audience understanding and professional responsibility. Especially in healthcare, authenticity, accuracy and clarity are not optional. 
Writing
Final client-facing writing is 100 percent human-authored. AI may assist exploration, structuring or early drafts for internal thinking. But the final wording that goes to a client is consciously written, shaped and signed off by a human.
Final Outputs
We also protect creative craft. AI can inform, enhance and influence, but it does not produce audience-facing creative outputs. Final creative outputs are human-directed and human-approved. We protect the parts of our work that we are most proud of. 
Patient Imagery
Any imagery of humans in our final client work, must for legal, ethical and empathetic reasons be non-AI. 
If a client insists on an approach that contradicts any of these positions, we will insist on having that request on written record [/signed off with waiver].

Pitching

Whenever we are involved in pitches or concept development, even under short deadlines, we will always offer people the chance to do it themselves and give our internal team first refusal, before resorting to any AI solutions. 

If pitch concepts (i.e. key visuals) are pre-visualized using AI, we will ensure that these are always marked as ‘AI-generate’ in client presentations. This creates transparency and manages expectations that visuals are only temporary concept for consideration, and real future campaign asserts will need to be developed in a controlled and most appropriate way, whatever this may be (i.e. photography shoot, 3D/CGI modelling, photoshopping iStock images, etc). Therefore, when proposing AI solutions, we always have to understand available campaign budgets to ensure that our pre-visualized ideas are realistic and feasible. 



04. GETTING THE BEST OUT OF AI 
The art of the Prompt
AI tools are fast, capable and confident. They will always produce an answer. What they lack is judgement, context and industry expertise. 
Almost all AI usage as we need it is governed by ‘prompting’ requests into the relevant platform and receiving outputs. Prompting follows an identical framework to project briefs, where clients brief us and expect us to interpret the results and deliver the goods. Just as we know better briefs equal better work, so it is with AI prompts.
GIG has specific golden rules for all prompting to make sure the ‘brief’ is on point:
1. Anticipate the mistakes it can/might make. What are the obvious routes we want to avoid? What information could it potentially invent? Use negative prompts, instructions to avoid hallucinations, and steps to double-check it’s own work, to help AI stay ‘on track’. 
2. Treat and talk to it like a person. It might be a machine but it’s trained on human data and behavior. So have patience, think about how you would brief another human. What background and context does it need to do the work better? Which words might be misunderstood? Where should it start, what sources should it use? And when it makes mistakes, don’t give up on it, see if you can prompt it in a better way.
3. Include our specialist/technical expertise. We all have specialist knowledge that we should bring into our AI prompts. For example, prompting for a photograph with clear specification of what camera/lens/lighting/framing/color-grading should be used and asking for specific facial expressions and body language. When prompting for illustration, using specific combinations of examples/inspiration of art direction (i.e. characters, backgrounds, illustration style, etc), examples of layouts or specifying a precise color palette.  All of this can lead to much more controlled, less ‘slop’-like outputs.


05. HUMAN ACCOUNTABILITY & VERIFICATION
The buck stops with us
AI is a tool. It can bring information to the surface, but it does not guarantee accuracy. In fact it can confidently present fiction as fact. Personal/Human oversight is a necessity.
We take ownership for all our work, always. Work generated with AI assistance must be reviewed and approved by a project lead before it progresses further. 
This applies especially to facts, statistics, references and claims. No AI-generated medical or scientific claims are used without independent source verification. AI is getting better at providing references for its outputs. We should always demand and check them.
We remain transparent with clients about how AI supports our internal workflow.
06. DATA & CONFIDENTIALITY
Nothing is private
While LLMs promise that paid-model tools won’t share our content and data externally, they still use it to train their own models. 
So we assume AI tools will process everything we give them. That means we must be cautious about what we upload.
Confidential information must never be entered into public AI tools.
This includes any non-public client materials, strategic/regulatory documents, patient data, financial information or internal business plans.
If you would not share it externally, do not upload it into an LLM.
07. CONTINUOUS LEARNING
Discovery Time
AI will continue to evolve and new tools will emerge. Perceptions of what is and isn’t acceptable will shift. Workflows that were previously inefficient or infective suddenly become a reality. So will the expectations of our clients and our own teams. We must, together, build and maintain an understanding of how AI is shaping our world.
We encourage exploration. Not because we feel we have to use AI, but because fluency gives us confidence. Understanding reduces fear. It allows us to test where tools genuinely add value and where they do not. We keep what strengthens our craft. We discard what does not.
We are students in our own fields. Our designers should be watching design trends and trying out new tools, our developers on the lookout for the latest ways that AI can help or hinder their code. We are always studying.
And when we learn something useful about AI, we share it as we would any other topic.
08. ECOLOGICAL IMPACT
Visible steps against hidden costs
As a company that has planted 12,000 trees a year for 9 years, our cumulative carbon impact is a net reduction, and will remain so for the foreseeable future even as we use AI to support us more often. 
But we should still take every possible step to minimize the ecological impact of our use of AI. Every prompt consumes 5 drops of water and enough electricity to run a lightbulb for two minutes. This is less than it used to, but still ten times more than an ‘old’ google search. Meanwhile image prompts are much more intensive – requiring energy equivalent to half a smartphone charge.
The following steps are available for consideration for employees seeking to minimize the impact of their AI use on the environment.
· Compare footprints. Claude is currently the least energy-intensive of the ‘big three’, but is broadly comparable to ChatGPT. Google refuse to publish any data.
· Prompt with purpose. Make sure you know what you want from the system. Give it all the knowledge you have and guidance it needs.
· Disable smart search in google, which runs an AI prompt on all searches whether you want one or not (but which can be helpful… again these are guidelines not rules)
References for this section, and some further thinking, are available here. 
09. DISCUSSION

Have thoughts? Suggestions? Concerns?
AI in our sector is rapidly evolving. So too are we.
So don’t sit on a contribution. Share your thoughts, shape our direction!
art@gig.health 
tim@gig.health 
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