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The challenge

The inner workings of Al models can be
complex and hidden, particularly with black
box models. This means it's hard to explain
how Al systems reach their decisions—

like declining a loan, for example. Changes
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Decision

Counterfactual Explanations help to
uncover these decisions, and to identify
. L. Desired
changes in conditions that would result Output
in the desired outcome —like how much
salary should increase, or the decrease in
debt needed. How can we ensure these
explanations are useful and trustworthy We can validate counterfactuals

from a human point of view? based on human input, and by
assigning a confidence score.
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Our research

Last year, we created a proof of concept for counterfactual explanations. We
piloted with a company in the FMCG space. Building on this knowledge, we're
now working to make counterfactuals more robust and actionable. Our latest
research aims to evaluate the confidence of the counterfactual explanation
produced. We're also working to incorporate human input when optimising
the counterfactual model, to create more useful, trustworthy explanations.

To find out more, contact Lisa Schut:
lisaschut94@gmail.com
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Bogdan Sacaleanu, Accenture.
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