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Foreword

On the edge
of reinvention

Just how fast can an organization evolve? Gererative AL s pushing CECs o find out

Whenthe pace of change accelerates fo breakneck speeds, businesses begin 1o strain
umder the pressure. Bottlenecks cause back-ups. Organizational structures buckle.
Growth engines stall.

In this environment, CEJs say business model innovation is the top challenge they must
overcome.? For many, reinvention is the only option. To ensure theer organizations wikl
achieve operatronal excellence no matier how hard the wends of change blow, CEQs
must b ready to rip Faulty support struckurss doven to the toundation and rebuitd.

Gen Al can power this revolution. Over the next three years, exscutives say traditional

and gen AT wall support business and operating model innovation by providing access

to additsonal data (B5%), generating new insights from existing data (86%), expanding
access tonew markets [B5%), and accelerating product and services development [S4%).7

Itwill supercharge people and skyrocket produckvity, shifting business from a labor-baszed
modsl to one that is as=et-enabled. It will also open up new markets by emabling workers
to create high-value solutions that previously weren't teasible or attordable.

The key iz selecting use cases that drive value=-and not =preading the orgamnzation too thin.
Rather than looking broadly at applications and opportunities, CECs should ask how gan Al
can help solwe the company's bigdest problems, The leaders that winthe day wall he the
ones wha stay aligned fo their strategic plans and execute the fastest.

To see how executives are making the maost of this rapidly evolving technology, the 16M
Institute for Business Value (IBM 1BV} interviewed more than 10,000 CECs and ather
members af tha C-suite giobally in 2023 and 2024 We asked them where they expect
gen Al to make the biggest impact, how they plan toinvest, and what obstacles they will
need to overcome along the-way

Dur findimgs paint the future in an auspecicus light. These insights highlight a muliftude of new
challenges, but also showecase strategies that can hetp CEC= capitalize on the gen Al moment.

Thiz bock combines IBM's decades of experience working with clents to apply &A1 and other

technologies in meanmgful ways with the results of cur ongoing rapid-rasponse research
1BM's long hustory ot using technology to make the world work better puts us inaunigque
positian to helpesscutives make gan AL veork FOR them, rather than becoming something
that happens TG them:

Explore the following 22 chapters, packed full of potential applications and actian items,
ta tearn hiow gen AL can redeting your customer and employes engagement strategies,
acceterate enterpnse transformationowith data-dnven tech, and build restient operations
for a tuture detined by disruption and change.
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Gane are thedayewhen comersations about data and technology were relegated to therealm af 1T,
Az gaperative Al makes it passible for companies te deliver the integrated expariances and hyper-parsonalzed
products and serwces castomers dermand, CEOs must understand how tharr technalagy is hatding tham
back—and whera ther data could offer a competitive adge.

Az companies rush te gaina gen Al advantage, CEOs must demystily data and technology to make the mast
of ther finute tech spend. With the nght intel, they can flow funds to the platiorms, toois, and apphcations that
offer the greatest growth potential and retire these delivering dimirushed returmns, <7

“‘How can we use generative AI?" is not the right question.

guestions from customers, regufators, and skeptics as the [andscape evalwas, If they can ex Mhia
II'S, “What use cases have we got that we need the most was used o train their gen Al models, hoaw those cutputs are used, and wha is respansibl '_ ‘ .. :'s'.

Issises, CEOs will be prepared to address the challenges that are sure 1a come. Find out hol ICEOs
help with and what role could different areas of technology i E et s e T e Tl b W
and data analytics play?"”

Bernia Hickman
CED, Lepal & General Retail




Chapter 1

“For me, it is all about the flow of data.

People want information. How do we deliver
that information to those customers in a way
that’s meaningful for that individual?”

Digital product engineering + generative Al

Paul Graham

minate the
gUESSWOrk In

product development

What do customers really want? Te crack that eveschanging cipher, digital product teams must sift through
mountains of data, from market research and user surveys to devica metrics, all while navigating comples code
bazes and enterpnse architectures. It's a perpetual, pamstaking process, and there's na guarantee they'll get
it night. Even whan market signals and metncs seem to paint to a sure-fire wan, praducts can inaxplicably flog.
Ora release flying under the radar can lead 1o anunexpected spike in adoption.

Generative Al helps businesses optimize the product development process—from streambining ideatson

(o rapedly testing and valdating features—saving money and accelerating speed-to-markel. At the sama tima,

it frees humans to focus on solving complex engineenng challenges and differentiating products through design,
LX, and Ul—tha creative tasks that bave the biggest impact on custamer loyalty and satisfaction.

Gary AL can help digital product teams hit the mark more consistently by analyzing vast stores of data faster
and more effectvely than human teams ever could. Using machine learming algonithms 1o identify patterns
and trends in customer behaviar, gen AT can quickiy uncovar urirmat neads, suggast ens of featuras

ar new products that could fill a gap—and even validate these opbions agamst sp buziness critera.

It alzo makes it possible 1o develop dynamic products and hyper-personal
atdapt to shifing customer demands and rapidly validate changes with cus
capabilbties, t's not surpnzing that 86% of executives say gan Al now a

erces that can quic

and developrment,

Aesearch methodologdy
Thestalistics inlorming the insghis mihis chapdes are sourced Inom e proprigtary sarvey c
for Business Vakie in codlaboeatam with Gxlord Ecaramics. The survay gesned 450 global digital product ke adersin l'~

_' | v | irvduistries on Lhest AT adoption far digilal prodects and its impact anmestnes |.|.|.'|l-\_.-|:I:-1d||-\.
et bt RENIASIA.ORG



The three things to know
and the three things to do

[BM Institita for Businets Yalue ressanch kas idantilied

threa things CECOS nead o ko and 8o A ht hiow

1. Hyper-
personalization

What fo Roow 2. Ideation

Genarative Al h .EI".:

W hat to know 3. DE‘Eigl'I
: W hiat f0 Ko

Raped cade gateration

in minules—nat days

W loin ain des 1211
¥hat todo J’

MRTED I What to do
I\.II.:"."'."'!_'I.I:"u.'"l. o denve What fodo
Build augriented taam:
ngh=value product - ; i
' {o prepare for an il Hipskill prodiuct
nsights Irdm'every
nf tanprative Al-nfuzéd [B2ME an BRperEnce
cusiamer interacion 2o I |
ek il e =ME 10 N aiEon

“The speed of innovation these days is mind-boggling.
There almost isn't a week when there aren't two
or three new developments in the enterprise.”

Amit Bendow

LEL and Lo-ia a1, LEon

3| Sedtian 1 Al-pddansd dat Rt technolod

Chapter 1: Digital product engineerning

1. Hyper-personalization
2. ldealion

3. Les

What vou need to know

Generative Al helps products hit
the high bar of hyper-personalization
at scale.

Imagine aworld where every preduct i tailored to a specific
customer—ehera mobsle davicas, subscrption sarvices,

ard the Internel el Things work together to curate
experences for an audienca of one. This s the workd of
hyper-personalization, and it's no longer 2 distant dream.

A% generalive Al comes of age, execulives expact it to pave
the way for personalized expariences af a scale we've never
spen, By analyang every click, swipe, and mteraction, gen Al
can stitch together bespoks product experiences for every
customer. But enly 30% of organizations have been able
toharness this power, tapping gen Al Lo quickly analyze

and summarize customer feedback. Those leading the way
hawe an early edge: Thay re BA% more likely ta be creating

hyperparsanatized expariences Han their counterparts.

Whila gnly a quarter of orgamzations are using gen Al
tocreate hyper-parsanalized digital product experiences
today, that figure 1s expecied to more than double to

E4% by tha end of 2024, Using gen ALin tandem with [oT
could ba a powerful way for campanies to delivar true
hyper-personalization at scale. IoT devices can feed larrents
of data inta Al madels, which may be wihy executives say IaT
will be a top digital product disruptor, after traditional and

gen Al owver the next five years.

Looking ahead, 70% of executives expect gen Al toimprove
the personalization of thesr digital product portfolio. How
far they go—and how fast thay get there—will ikely decide
wihi gains acompebitive edge. Incthe generative AL future,
products will nesd to be functonal and personal, adapting
to meet every customer's unicque preferences, needs, and
expectations, no matter haw rapidly they changes.

What vou need to do

Redesign product development to
derive high-value product insights
from every customer interaction.

Stop letting market trends cateh yvou by surprize. Bypass
the compeatition by cultivating propnetary data mputs and
differentiating how vou use generative AL Centinuously
lear and genarate the axpenances, products, and content
customers want—at exactly the nght time

Think beyond cross-sell and upzell. Capitalize on

the U /UL potential of hyper-personalization by using
ger Al to create dynamic interfaces thal adapt based
on user behavior, preferences, and contex!. Customize
evarything—search results, product designs, and even
pricmg—to increase customer engagement and drive

FEVENUE,

Invite customers to incorporate their data into

product experiences on their own terms. Let customers
optin o shanng therr data and cleardy communicate how

it will be used and protected. Use gan AL to uncover hudden
custormer preferences and use pradictive analybics
forecast what customers will want in the future.

Tap into customer data to create hyper-personalized
experiences. Orchesirate des te data, mcluding from
IoT devices, to enrich the us penance. Usa gen Al o
A yeur product pricrit fa-driven custamer pain
points, Keep yvour prod

by using gen Al toco ine a bac

delivar tha mest bus

AENASIA.ORG




Chapier 1! Digitat product engingarng

1. Hyper-perscnalization

2. Ideation

g

. Uesign

What you need to know

Teams using generative Al
can conceptualize and evaluate
new products in minutes—not days.

Gerarative Al has turned tha tradibonal praduct design procass
aryits head, Gone are the days of endless bramstorming and
exhausting pitch sessions. Today, gon Al can use large data

sets toincubate ideas that have high market potential in
seconde—freeing teams o validate wath customers and focus
an the best opportunities.

As thes tachnology matures, twa-thirds of executnes anticipate
that gen AL will inform—or even create—their product roadmap
by 2026 Already, nearkhy ana-third of organzations are using
gen Al for digital product idea generation. Compames that hawve
embraced thes early use case deliverad a 17% revenue pramium
far new products and 5% greater revenue from existing product
enhancements m 2023,

Bust the revenue boost e st the baginnmg, Mingin 10
expcutives already using gen Al for product idea generation
say itdifferenbiates ther company by helping it respond to
market shifts faster, Going forward, they also beleve gen AL
will postively impact product differentiation (38%), product
trust (33%0), and product quality (BO0%).

Organeations already using gen Al for product idea generation
are buillding the foundatson needed o augmeant human work:
29% moare are focused on bulding interdisciplinary tearms and
39% more are focused on governanse, But executives say

the sxilis shortage s the top constramt that could hold digital
product imtiatives back,

White gen Al cancreale product deas at ighinng speed,

it 15 hurmans wha must reaw, validate, refine, and perfect
them. This means people will be more important than ever
as human-machine partnerships evoive.

6 Sectionl Al-powered data and technology

What you need to do

Build augmented teams to prepare
for an influx of generative Al-infused
workflows.

Laverape goan &1 1o bath deate and rapidly val:date s high
volume of ideas with customers. Focus the product team's
talent on reviewnang, enbancing, and buildeng aut the ideas
that seem most Likely to succeed inthe market.

Treat generative Al as ateam member. Embed gen Al

to create team workflows that ara truly augmanted

Define which mputs and outputs team members and gen Al
assislants are responzible for, respectively, Ask gen AL

to carry outdiscrete activives. Usea il to analyze feadback,
generate design options, cut development lime, or reduce
waslted affart.

Reinvent the review process to lower costs and improve
efficiency. Implement an idea management system te track
ahigh volume of Al-generated ideas, patterns, and trends,
includirg KPIs that help predict success, Sireamline

the process of generation, evaluation, and implementation
of iaeas.

Augment repetitive tasks to drive down testing costs

as the pace of innovation increases. Generate and execute
test cases based on cede and product requirements to
reduce the lkelihood of bugs and defects in rapidly
evolving digital products.

What yvou need to know

Rapid code generation frees teams
to double down on design.

Consumer expectations ara evalving at breakneck speeds—
and preduct tearms are racing to keep up. Tapping gen AL
Far rapid code generation can halp tham roll out prototypes
faster without sacrificing the guality and design that
custamers demand.

How doas it work? Gen Al speeds up the coding pracass,
letting teams fest and iterate faster o increasa ther
cpeed-ta-rmarket—f development teams know Bow

tex wse ik respansibly, With the right trameng, governanoes,
and adopbon ncanbives, gan Al can help teams mowe laster
while managing nsk, fresing up resources to focus on the
creative aspects of UX and UL design.

Today, B7% of pxecutres say their organizations sink at least
a famr amount of effortinto testing code, while B3% say the
carns for developing new features guickly in shorl release

cycies, And they're eager to rabeve themselves af this burden.

More tharn 2o in 10 leaders plan touse gen A1 for codea
generabion intheir digifal products by 2025, nsing ta mare
than nire in 10 by 2026 But thera's a real benalit in starting
early. Only a quarter of organizatsons have mplemented
gen Al for digital product code peneration @o far, but these

peoneers are already seeing real results.

They're 25% mora Likely to outperform thesr peers in revenue
growth and 48% more ikely to say their teams dedicate
sipnificant effort to UX and UT desipn—focus areas that do

mars te differentiate tham from the compebbion. What's mare,

only 30% of executives at organizations already usmg gen A1
far code genaration say UX and UL des:gn o a challengs,
cormparad to £45% of those that plan todoso by 2026,

Chapter 1! Digital product enginsering

1. Hyper-personalizaton
2. Ideation
3. Design

What you need to do

Upskill product teams on experience
and innovation.

Identify ohwvious time and maney drams in the build and test
eycle thal can be powered by generative Al Redisinbute
these resources in a way that supports the development

of better UX/UT and mora innovative products,

Liberate developers and designers from traditional
skill Limitations. Encourage teams to experiment with
mew trammg models that will beost thesr gen AL 2cumen
so they can usait creatively. Alocate dedicated resaarch
and development days and sponsar hackathons to give
tearms opportunibes o enhance thar skills.

Offer more training on creativity and customer context.
Advocate for all team members to gain domain expertise
inexperience design. Encourage collabaration wathin
crass-functional teams ta enable strategic innovation.
Provide opportunibies for expenmentation without fear

of failure.

Expand the role of testers into user research.

Reskill quality assurance testers e suppart highervalue
activities, such as concept validation and usability testing
with cuslomers,

AEBNASIA.ORG



Chapter 2

IT automation + generative Al

Outdated technology
S dragging you down

Technical debt Is back In the spotlight. 11 erodes profitability, drains resources, infibts growith, and stifles
creativity, It's an albatress CEOs carry, impeding their push fo accelerate transformation with generative AL
A5 a resull, many CEDs find themselves mortgaging the future to survive in the present. Infact, the 2024

4 1EM I1B% CED study found that twa-thirds of CEOs say they e meating short-terrm targets by realiocating
gy [Hﬂa}r as a stand-alone y ; resgurces from longercterm imbiatives 2
[luﬂE not make sense; tE'LhIlﬂlﬂgﬁ' ‘ Thereis a better way. CEOs can have their caka and eat it oo, But how?

- i
ere, lI] I'Ell'[l-ElElﬂE' and power the 4 It starts by changing bow we think abaut IT spending. Bather than viewing IT as a cost center—an gxpense
SIIIE'SS. And this I‘El:]lll[‘E‘E a much / businassas must eat o keap tha hghts an—we nead to ratfunk fiow echnology can betler boost ROL

y {JiﬂEE'.I' intﬂgrﬂtiﬂn and collaboration ; That means automating more than simple tasks that alfar quick productvily boosts, Instead, leaders
; must assess entire IT workllows looking for ways tosmprove processes with a combination of automation

with business leaders."

ard augmentatian,

Mohammed Rafes Tarafdar " ;

s @ beg rundsal shtk Today, & typecatl crganization spends st 23%6 ot its tech budget to dnve revenue
RLERL SRSy according to recent IBM IBY research.” But generative Al changes the eguation. Three-fourths of IT
executives say the value created from gen &I will be reallocatad o new investmenis that drive business

infawvation and growth,

This is wihy CEDs shouldn't view tech upgrades as a series of isolated 1T costs, ThHBy Paed to connact

thefy irvest accord ngly

g shat we call -
PIZENEDS can incrag8e s

IT automation to busimess strategies that will dova improved performanca. A
By delberately upgrading their 1T estate with business priorities in mind—ag
hytorid-by-design principlas 1o IT programs—I1BM analysis suggests that ord
RO thirae-told over fnva years .-

=

Research mathodolagy p
The slalzhcs informing 1se msighits.m this chapterare sowced fram fhree proprietary surs, F -Idh.:lri.he.'.EH\:. atit
far Busmess Waliee n collabarntion wiih QOxtord Ecencmece The first - ;.-: ~d|:1-:qn.:| unﬂEnr-‘.. HE

B Seation i Abpiviered dkts and tethaatogy . i : p 4 ALand autoerat ..I. e i . ram Al ly 2023, The i ey n B m n S I n n n G
denerahye &l enaoppliEatico madermiEatsan m Joey S




The three things to know
and the three things to do

1BM [netifule lar Business Value regsearch has identitiad

thiree things CEDs need 1o Bhow and deright nows

1. Innovation

What to know 2. Transformation

IT Butomation o
What 1o know
15 * 1L fais

for butinass innayalion

What 1o da
Wwhatiodo
Break away frtm

. r.'ﬂ e L....I
thve “lreaklix" mcdal akatech

less fachy

“0Our objective is not to reduce workforce.
We just want to let people spend their time

more productively and more creatively,
so that they can also be happier.”

Hiroshi Chuyama

3. Prediction
What fo kniow

Ganerative Al automation

Whattodo

Cone e Cormpiexly

wrth e ligand wisilay

. B 1 |

Lhrecinr-and Mamber of Tne Board, Chet Lugitsl Cfncer, Yanmar Holdups-L

Chapter 2: IT Sutoamation

1. Innovation
2- Transtormation

3. Frediction

What you need to know

IT automation is the launchpad
for business innovation.

Generative Al slreambines thework 1T does avery day, Trom
coftware deployment to network conliguration to capacity
rmansgarment. These tlasks are essenbal to keep operations
rurning smaosthly—but they arely boost the bottom lne.

When IT automation liberates teames from the day-to-day drudgery
of maintenance and suppart, they're freed to emwvisson a future bl
an few fransformative technologies—ncluding, of courss,
peneratve &1 Gen Al alzo fusls their ereative fire, sparking ideas
far nes digital products and revenue streams. And mest
cormparies Pave bl the groand runnng.

Taday, 62% of IT executives say ther argamzations are wsmg gen
Al for code gereration—and that figure will pump 1o B7% by 2024
GH%: of tech leaders axpect gan Al solulians 1o automat:cally
resalve IT issues wath litle to no human intervention: &nd B2%
of IT executives expect ganerative Al to improve DavsecOps,
the aulemated workflews that incorporate security practices

throughout the development lifecyele, over the next e vears,

Organcsations that see automaton as essential to fast-1rack

gen Al capahilities are already gasning an edge. They outperform
irvworkforce agility, profitabibity and effciency, innovation, and
resvenue growth—demanstrating how Al-powearad autarmabon
cary transform IT into a business incubator and foster an
entreprensurial cullure:

By gdiving evaryons access o generative Al 1ools and axpartize;
IT dempcratizes innovatsn, empowenng emploveess to develop
thear i ideas to unleck busmess value—and pradict which are

mast bkaly lo succeed

Gan Al not only drives growth but also attracts and retamns top
talenl, wha are drawn to crganzations that pnoritize creatpity and
autonamy, And i IT leaders funnel this cunesity mio ashared,
collabarative platfarm, they can feed a wbrant innovation pipeline
that can help the organeation meet armbitious growth targats
gquarter after quarter.

What you need to do

Break away from
the “break-fix" maodel.

CEDs nead to focus onmodermizing all aspects of the IT
extala o enable greater sutomation. Empower i2ams
to move bayond fixing what's broken to focus anmore
strategic work. Ensure that IT systermns are aligned with
strategic business goals and specific operational and
financial metncs.

Automate to make hard work easier. Identify the
systems, applications, and data flows that must be
mtegratad to streamling and avtomate work, Geva 1T teams
aceess o a ganerative Al plattorm ard teals they can use
to guickly create the code and APIs needed 1o connect
dizparala systems. Encourags teams to dentiby new ways
fo automate and augrnent routine tasks.

Get more out of every IT automation dollar, Align tech
spend with business objactives—and fast track inttiatives
that accelerate parformance improvement. Go bayond
finding efficiencies to invest in tech that will create new
revenue streams and pramote rapid grawth,

Measure what matters. Establish a feedback loop
fo continually mamtar and imprave gan Al madel
perfarmance. Look past traditsonal IT metrics, such
as uptime and downtime, 10 gauge success. Instead,
be automation efforts to -..'I/I.(Eﬂ-lﬁb"_-. centric malnes,

such as user satisfactopfieufite growth, and

speaed-fa-market.

AENASIA.ORG



Chiapter 2: 1T Autemation
1_Innovation
2. Transformation

3. Frediction

What you need to know

Anyone can become
a generative Al genius.

Emplayees don't need to be 1T experts to transform business
with technology. But they do need IT expers to provide the
toals and platforms that put the pawer of gen Al automation
at their fingertips.

I IT provides the right low-code and na-cade platforms,
armpone can create or modarnize web and mabile apps—a
process that, unbil recently, reguired a team of developers.
At the came ime, gen Al code assistants Lot develapers
quickly translate code from one language to another,
reducing the nead for same hard-to-find technical skilis.

Whele IT must be the catalyst of this transformation,

the benefits wall extend across the businass: B1% of executives
say gan Alwill fundamantally change how people do ther obs.
And IT executves are up far the challenge, with 70% saying their
arganizations will design AT systerns to seamilessly cellaborate
with humians by 2026,

To praduce tha best rasulis, they'll need Lo bring emplovess
alang for the ride. Technelogy can be mbimidating far
nan-technical teams, but trasning and reskilling can demystfy
gen &land encourage peopie 1o try somethmng new. And
proaccing s sepport iz mare smpartant than ever. In 2024,
global CEDs said 35% ol thewr worklorce would require
retraining and reskilling over the next three years—up from
Just &% n 20210

Forvears we've been saying thal IT needs to work more closely
with the busiress—and the business needs to work more closaly
with IT. Gen AL could finally make this a reality; 68% af executives
say it will Bridge the gap between IT and the business, By
providing a shared canvas for collaboration, gen AL halps 1T
develop adeeper understanding of business problems and
buziness feams harness the full pover of technicat salutions,

12 Section 1 Al-powered data and technology

What vou reed to do

Make tech less techy.

Embed ITin the baardraom. Make technalogy

ard automatian central to every business strategy—and
challenga leaders to connect performance metrics o the
gystems, platforms, and tools that enable their success

Assemble multi-disciplinary dream teams. Build squads
of people with drverse skills and backgrounds, including
data scientists, engineers, domain exparts, and busingss
ctakeholders, to collaborate on gen Al projects. Organce
workshops, hackathons, and other cormpetitions that spur
innavative thinking and knowledge sharing.

Empower DIY developers to get creative with automation.
Evaluate and select a lew-code or no-code platfarm that
aligns with the enterprse s technology stack and gen Al
plattarm. Establish gudelines for data management,
=acurily, and compliance—then push people 1o explore

wihiat they're capable of.

Challenge cultural norms and let digital natives drive
change. Flatten higrarchical decizion-making to gre younger
team members a stranger voice, Launch reverse mentorship
programs that pair peopla just entermg the warkforce with
seniar leaders, Give them space 10 ask wiy. And why nol.

What yvou need to know

Generative Al automation makes
IT clairvoyant.

Al systems already help IT teams accurately predict and
prevant system failures and bottlenecks. But with gen AT,
businessas see éven farther into the future.

By deploying gen Al and AIOps in tanderm, teams gain
intelligence that lets therm anticipate and prepare for
cognarias that might otherwisecatch them by surprize.
Forinstance, by automabeaily sdenbifying and mapping
relatianships acrass the IT estate—a pracess knawn as
topalagy discovery—teams can quickly spot dependencies
between different systems and companents.

This process reveals how problems mone areacan cascadsa
across the business—and lets IT hmit the domino effect.

It also makes it easier fo optimize network performance,
strengthen sacurity, and keep teams across the arganizatian
i lockstap,

1T leaders can alza vse gan Al to supercharge simulabions,
Gen Al-enabled digital twans can madel multiple dimensions
simuitanacusly, letting teams test response stralegies more
effectively. Rather than wondenng how well their plans will
wiairk, thay can see them n aciion.

Gen Al alzo helps 1T more confidently estimate the busmess
value of different IT automaton nvestments. Today, 57%

of [T execubves are already usmg generative Al to predict
pufcames, efficiency gains, and ROLin IT and network
automation intiatives—and thes figure will grow to 75%

by 2026, This level of visthility can help manage the cost side
ol the equation, as well: 76% of IT executives say they will
uze gen Al to enhance FinDps prachices for mare precise
control of clowd costs,

Chaptes 21T Autemation
1. Innovation
2. lranstormatian

3. Prediction

What you need to do

Conquer complexity with
intelligent visibility.

s gen Al-enabled digital teans to madel the effects

of specilic disrupbons acress the enterprise and the
peasystem, Irmprove ROTwith more accurate estimates
of how much imvestments in technology and automation
will cost—and haw much valua they will deliver.

Hunt for treasure across your IT estate. Provide operations
visibnlity into applicabons and infrastructure by using gen Al
to uncover the relationshups that are key o building
resifience and driving growth. iscover hidden riches

by modeling different improvemants—and imvesting

i the IT automation solutions that promise the best returns.

Head off hazards at the pass. Get out infront of risks

by automating the process of predicting how different
scenanas could influence complex systams. Use gen Al
tosimulate potential outcarmes and valdate crmis respansze
plans, then forge confidently into unaxplorad fronters,

Right-size technology spend with IT automation—then
right-size your team. Broaden FinDps capabilites

to provide wisibility inte costs and spending acrass all AT
hybrid cloud, and appleatinmodermizabon invesiments.
nt [T aperations o avond
osts of overprovesianing.

Dptimezs, aulamate, and augm

the hinancial and ererranm
Realign your tech team t pensive talent that

vou no longer need.
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“Wehave miore than 40 proprietdry e AT X - Chapter 3
Al models thatwe train and fine-tuneg— < i ' :

P o : - - Al model optimization + generative Al
for revenue teams with our customer -

s £ = i
interaction data. The results are more |

5}':' Accurate and meaningful.”
I o ‘ . "

' W Y e model Tor that

ChatGPT made everyone feel like an ALexpert. But itz simpheity s daceptive. It masks the camplexity
ol the generatme A1 land scape that CEOs must consider when building thesr AT model partfolio.

Gen Al models come mmany flavers. What they can do, how well they work—and how much they cost—vyaries
wadaly. Wha awrs the madel, haow 11was daveiopad, and the size of ity traming dataset are Just a faw af the

A . - - variables that influance when and how different madals should ba used.
g gt - ¥ ]

= e .
: 'f- - With the massive amount of data and resources it takes o frain a single large language model (LLM), the question

Of S1EE 15 manapoiEing many comvarsations about gen AL As & resull, rmany CECQS wander whether they should

The answeer is, thay need 1o dao bath. And many already are. A typical organeationuses 11 gen AL moedels

teday—and axpacts o growits moadel parttoha by -50% within three years

Why S0 many? Because evary use cage comes with ils cwn regquiraments and constramts, And dilierend

busimess problems demand dadferant bypas ol models

Forazampla, tasks that are beghly specialized, such a5 image edtmg o data analy=is, need gen Al models
that are tramned on smaller, neche datasels, Wark that iz sensitove or proprietary reguires gen &1 models thal
can be kapt conhdential—and closa 1o the vest, Maore ganeral fasks, such as text geggration, may call for

gen Al models traned on the largest datasets possible.

BE=-

While CEOs shauld have teams that understand all the details abaut what '.1t-rtsjd|IfErE||t models apart, yai
need to know that picking the mght model for each task—each application gl @ERBREN ve AT—mall s KnEWIne
wihial dnvas cost, enviranmental impact, and bussiness vatue wall ledpyau ﬁp;l.lr'l”lIIE the perfopfiSnes ol yaer 2 [
partfolio—and give yvaur teams the tools they need ta boal the competiticiiid

Research methodalogy

tiar stk Oxfard rece. The survey quered 2 2115 i - ORI < BEEE | A e
gred data amd techmogy

a
e b
=% =

T

seale largs gen Al models tor ther Business, O if they should develop smalian, miche madals tor speclic purpases.
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The three things to know
and the three things to do

[BM Inatne for Bustness Yalueresearch tias gantilied
thees ings CEOs nead fo knoweand do nghl now

1. Agility

YWhat to know 2. Cost

There s necsueh thing

What to Know 4. EﬂmpEtitiUEﬂEEE

Genaralviie Al costs

asar allplorptss

Fanaralive Al modal
£=1 >

Winat o know
are complelaly

l N Yo gantal Gefaraliva aladvantage

5 Heehing,
WWhat toodo l

e S0me Barms l
kbt i Whatto do

the slad tehammer=and :
= e Blal H e Wihat o do
athvirs e scalpal. et

gonpralive Al Makoyour models

swasl spol wWork igrdis

“It used to be that people didn't ask a lot about
what models were you using, what types of
Al techniques, what is your data source. Now
executives are asking these questions, as they
should, because these do impact their business.”

MEcole Eagan

Chiet Strategy wod Al Oificer, Darkirace

18 Sictlonl Al-powered data and technology

Chapter 2; Al model aptimization

What vou need to know

There's no such thing as an all-purpose
generative AI model.

Ganegrative Al helps organszatians mave faster with precisian
and agility—if they use the right model, runming in the nght

erwiranment, for the nght purpose.

Size is oneof the first Factors leaders consider when deciding

gen Al model to use for which woerkflow " Large medels
offer greater breadth and depth of expertiss and can handle more
complex tasks—but they come with a2 higher price tag and larger
carbon fostpnnt. Smaller niche medels can perform more

precisely, quickly, and afficently when traned to do specialized

work, such as translateng code ar content it a specific language.

Model awnership iz another crucial consideration. While publbe,
cammercial gen Al models are popular—making up about hali
of the average organization's Al portiolio—they have ther
himitations. Because they're avallable forany organizabon

to purchase orlicense, they can’t demuch o drve compatitive
differantiatian, Public modals can balp tea rk faster and
maore efficiently but they don't offer the pris rcontrol

businesses need o tackle mission-cntical tasks.

inform ther outputs. This reds he chance work products will
be polluted by bad intel They also give tech leadars more control
awver whera and how data s stored and used. THis s a crucesl

s misUga, privacy, and accuracy are piecutives

swhen selectng a g2n Al madel.
Cpan gen Al models, which are built transparantly with the help

of spen-source developer communibes ard can be large or small

aver the next three years, with open models leading the way. On

average, execulives expect ther Al modal portfolias toinclude

What vou nesd to do

Give some teams the sledgehammer—
and others the scalpel.

s vour portfols of foundabon modeals and determine
v they align with strategic workflows. Invest inlarge
ity and tap niche models

for maore targeted tasks,

See the full gen Al spectrum. Understand what
distinguishes different iypes of generatve A1 madels,
including LLMs, & company's custorn-developed proprietary
medels, open medels, and mare. Be prepared ta invest

in different madels far differant purposies

Map the Al terrain. Ask yvour &1 l=aders fo creals

rmance matncs, Ensure theonvantory s regularly
updated o retlect changas in the Al landscape

Find perfect pairings. Ba sune your teams are appropriataly
rmatching gen &1 models with tha night workilows based

on thar strangths, weaknesses, and quirks. Identify where
gaps exist—hut don't use a set of encyciopedias when

ona dictionary will de




Chapter 3: Al model oplimization

1.5

Mhat you nead to know

Generative Al costs are completely
in your control.

CED= Knowy [hey nead gen Al—DBul at what cost? When
axprutives congider barrers o adeplion, 63% ate madel
costand 58% cite model complexity as ther top cencerns

Why s costsuch animpartant consideration? Because itcan
wvary widely dopending on the mode! bemng used. For example,
larger models come wath more data starage and computa
coste—wich can resullin higher cloud-ralated bills: Larga
madels also raguire mone regquent updates, hne-tuning

and mantenanca, which come with talent cosis.

Cin theothar hand, nncha madeds have lower compula, data
storags, and arergy costs—and reduce the environmiental impact

of an organization's A1 partfolo. They can alsa be deploved faster
and ragquera less upxeap, wiheth kpaps peaple costs Lo,

As technology matures, niche madels will became more protcient
at handling a broader set of tasks, ghang arganizations achance

to get granularwith enst management. By usang maodals thal

are "f-for-purpose,” meaning they 'va been designed, trained,
and validated to meet specific requirements and obpactives,
teams can use anly the resaurces they need for each task

Ard if compamnes uselarge models ta tram mere fecused mche

rmadels, they can make model development more cost-af hoient

In thee rezar future, leadars may be able tosmprove cost
managemant by using an enberprise gan Al control canlear

to streamline decisions about which model should be used for
which task. Adding a user-frerdly expearience Laver that connects
madels, assistants, and prompts acrose the portfolio could let
leaders bake incost controls—as well as security, prvacy, and
compliance guardrails—1to help ensure models are being uzed
appropriately and efficiently by avery emplovee, every time

18 Sectionl Al-powered dataand technology

What you need to do

Find your own generative Al
sweet spot.

Discover the value of versatlty, Right-size the gen AL
madals you use lareach task to cantrol cests and boost
overall AT ROL

Cultivate a model-agnostic mindset. Remain agile
teradopt the models that have been aptimized for price
and parformance striking the nght bafance between

Accuracy, resaunta usaga, and speed.

Engineer for efficiency. Tailor model scope tothe
deployment amaranment, favaring faster miche modeis
for mobdle and real-time apphcations and largsr models

fer high-accuracy, complax tasks.

Cut the fat. Extablish clear performance matnics and
beschimarks for each g2en Al deployment. Use data-driven
imsighis 1o see whare gan Alis delivering tha intended
valug—and wheare casls need to be renad in.

What vou need to know

Generative Al advantage is fleeting.

The compebbive edge that generabive 81 delners today
will be table stakes tomornow, As teams gam more gen AL
grpenence—and the models themselves get smarfer—CEDs

must prraritize continuaus |r'1pr-:.1'>'lr."11r=~||l.

Crganizations that commst to ongoing optimezatian

can expect anotable pertormance boost. According

toour research, organizations that use either fine-tuning

o prompl engineenng techigues repart madel outpuls
that are roughily 2 5% mare accurate than others. Greater
accuracy drives betler forecasting, resource allocation,

and personalization—all of which can boost the battom Line.

And vel, only 429% of executves say they always use prampt
engmeenng, the process ol desigiing mputs that wall delsesar

the deszired cutputs, o enhance model accurady

Drganizaticns also need clear processas bor fracking madal
performance metrics, dealing with-drift—where the accuracy
ol a model degrades aver ma—and correcting lor bias

i madel outputs. Ths s all on top of the work teams must

da tosiay in line vath rapidly changing regulatons.

Drganizaticns must also contfinually imprave their Al
infrastructure—their bwbnd cloud strategies—ta adapt
more powerful Al models. As both data volumes and mcdel
complexity increase, ech infrastructure must be able to
handie the heawer load—and as mare feams use gen Al
crganeations need to evalve therr infrastrecture or cloud
ernironment lo meetincreased demand.

What doss this ook hke? Today, at least hall of ergamzations
arg focused on oplimeaing network infrastructure,
accelerating data proecessing, or destributed campubing
Cwarall, 3% of executives say ther arganizations are using
al least one anfrastructure optimization technigue.

Chapter 3: Al model optimization
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3. Competitiveness

What you need to do

Make your models work harder.

Con't be satisfied with early successes. Continually
push teams te aggressvely improve modal performance
and oulpace he compeiion by using the lales1 Al

technigues and infrastruciore.

Raise the gen Al bar. Add enterprise data into
pre-existing ger Al models—in a private clowd or
on-prem enviranmeni—1a create valus that s unique

to vour organization. Use fine-tuning, prompt engineenng,
and ethar oplimezahan @chnigues 1a stay threa steps
ahead of the competition,

Future-proof your AT infrastructure. Investin
cloud-based services or specialized hardware, as well
as apen frarmeworks, 5o you can capialize on continual

Al-driven disrupian.

Don't get sidelined. Advance gen Al faster than your pegrs
by establishing a clear governance framawork. Question
assurmptions about your regutatory preparedness and
become your own toughest critic

-
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Chapter 4

Cost of compute + generative Al

“As Al develops, there will be three types > y
of people: those who create Al, those who '
use Al, and those who are used by AL" s O C O m ‘ ) U ( l

Kazuhiro Nishiyama

Fresgent, Ransai Mg Ban, Limines

Cost of compute may seem like an IT concern—and as recently as 24 months ago it would
have been. But genaratve A1 is elevating ot 1o the C-suite. That’s because, left unchecked,
ther massive compuling resources required to power gen Al can guickly lzad toa correspanding
surge i unexpected costs that, in wirn, might eopardee innovabion and business transformation,

" By understanding what drives the computing costs of gen &1, CEOs canmake mare infarmed
iImvastTient decisions, setling strategic prioribies that make innavation and transiarmatson

i rrare cost-efficient,

For nstance, enferprses must make signilicant capdal expendifures or operational investrments
o Py ' toansure they have the dedicated cloud capacity gen AL demands. But compute capabilitios
_ : and seryvers are only part of the eguation. There's also storage, data centers, and networking
g pquipment and services to consider—as well as all the energy it {akes to power gen AL systems.

- o When added together, these unexpected costs can send budgets skyrocketing. The CED:
. o that best manage these costs will be able to run their business ke a high-performance
it machine—reducing drag while using the Llatest technology to outpace the competition. Inthis
way, cosl of compute can offer a compatitive advantage, While ather orgamzations strugele to it
"4 gen Al into their budget, those that wrangle costs effectively can overcome financialobstacles
- P ard l2apfrog into the future.

Research methodolagy
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The three things to know

and the three things to do

IBM [nstitute lor Businass Value rasearch has identitied

thiee things TED: nead 18 Showy and e nght now
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“There's no safe space in the corporate world
where you can just hang out and enjoy your
winnings from the past. You've got to always

be driving forward to the next horizon.”

gill Anderson
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3. Optimization

YWhat to know
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Chapter 4: Cost of compute

. Scaling
2. Hyiorid cloud

1. Dptimization

What you need to know

Costs can derail your best-laid
generative Al plans.

Generative ALiS shifting computing cests into high gear.
Owerall, the average cost of compute s expected te climb
B89% between 2023 and 2025—and T0% of executves say

denerative &1z playing s key partin drvng this increase.

&g aresull, many organizateons are pulling back anthe
throttle. Every single axacutive we surveyed sasd Ther
organization has cancelled or postponed at least ona gen Al
irutrative due to cost of compute cancarns, On average, 15%
of projects kave been puton hold and 21% of gen Al indiatives
have failed toscale for this reason.

While many gen Al activities coninibuta to cast of compuie—
frorm traming ard fine-uning models to stonng data and
powerng procassing—mast of thesza will Be channelad
through cloud computing. Clowd

deploying gen AL are now Dwice a5 high as the costof the
miodels themselves—and this gapis wadening as douds
become the engine rooms where gen 81z built and run,

It's acatch 22 without the proper eversight, the cloud
sepryces required 1o scale gensrative Al can become

the top cost barrer to scalability,

To break out af this paradax, CEOs must setclear cost
obctives for pen Al programs, establish 2 cost governance
frarmework, find ways 1o collaborate with partniers to reduce
costs, and invest in more effcient architectures that can help
opImeze costs,

zing a bybnd cloud platform that includes a commaon
contraol plane and FinOps capabilities gives leaders the
visiblity they need 1o run data, workloads, and applications
i the lowest-cost environments, However, despite this
potentuzl, only 26% of orgamzations are currently laveraging
cloud platforms and container orchestration technologies
o agreat extent to reduce ther costaf compute.

What vou nesd to do

Get a grip on your
cost of compute.

Pinpoint the factors driving up generative Al expenses—and
stay ahead of the curve as your projects scale. Set clear cost
guardraits and assess compute needs as early as possible in

projct planning to avod expensive surpnses down the lire.

Identify cost catalysts, Understand how different elements
influance gen Al costs—ncluding hardware, cloud services,
mizdel selection and training, data collechion and cleaning,
integration, and mamtenance—and how these drivers can
change as you move from pilots fo projects at scale, Set clear
Cos niral parameters o puide every gan AL decisian

and give your teams the tools they need to assess, monitor,
and manage tha cost of compute implications of gen Al

at every stage.

Recalibrate your computing resources. Conduct a full
Ifecycle cost aszassment 1 preempl and anticipate
compute needs. Invest in mare cost-efficient infrastrecture,
fit-far-purpose models, and workload optirization tools

o keep costs manageable as you scale. Collaborate

with partners te reduce frainng, line-tuning, and
development costs.

Use FinOps and cloud optimization to cut gen AL costs,
Use a hyboid cloud platfor
tower. Deploy kubemete

reost af comipute control
age warkloads and services
in containars o roll ou plications in the
consistent and efficia Monitort
that come wvath . astong
and fina-tuning to s
anunexpected hit o
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Chapier 4:Cost of computa

1. Scaling
2. Hybrid cloud

g, Dptimization

What you need to know

Hybrid by design makes scaling
generative Al affordable.

Mot every applhcation of gen Al s created equal.

Each use casa has its own compute, data, and privacy
reguirertients. That's why hyind cloud, whach lats
organizations use the most cost-effective infrastructure
for every workload, is guickly becorming the go-lo
archifecture for helping organizations achieve ther

gen Al goals at scale—without Braaking tha bank.

Cwverall, 72% ol execulves agrae that hybrd cloud will

be eszential for scaling gen AT and managng the cost of
compute. This figure nises ta B5% for arganizations that have
moved beyond pilots and inte full-fledged pen Al projacts.
But to 1ap the full patential of hybnd cloud for gan AL yau
need toextend its principles acmss vour platforms, secunty,
AL cloud, and data efforts.

This type of hybnd-by-design architecture delivers both
a powerful engime for raw processing power, such as
onA-prem processng capability, and theagility of clousd
for rapid scaling and data access. [Talgns dizparate
technologes toward clearly defined business oulcomes
through wise design and intentional integration.

That’s whiy argamzations iooxing to scate thar gan Al
initiatives can baneht from a censistent hybnd-by-design
approach Today, 3% ofarganzations are managing their
cost of compute governance cenftrally, wath 73% expected
toda so by 2026, Hybnd by design s poised ta play a eritical
rale in this shift by provicing a uribied wew ef the computa
resources leaders need to monitor, oplimize, and

control costs,

24 Section 1 Al-powered dataand technotogy

What you need to do

Forge a unified front with
generative Al and hybrid cloud.

Channel the cambined power of ger Al and hybred
cloid to deliver en concrete business goals. Oplimize
and orchestratewith hybrid by design and contamnenized
worklaads to corral compute costs and streamline
pperahons.

Establish your nerve center. Gain visitality into where
and haw the demand for compule resources NCreases as
you scale generative Al Find opportunitias [oarchestrate
these resources more cost-effectively, deployving only the
precise amount of compute power needed for aach task.
Extend hybrid cloud architectural principles across your
technology estate.

Contain cost creep. Design for modulanty and flesability.
Fallow architectural pnncples that et your orgamization
choose the best and most cost-effective environment for
pach AT use case and imbiative,

Measure success with clarity. Centralize your cost

of compute management and create anterprize-wide
guidelnes, driven by clearly defined business objectves,
Create a governance struckure with a dehined responsibility
assignment matnx and parformance metrics.

o
.
ST \
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What you need to know

Generative Al stretches your
computing budget.

Gen Al may ba the cause of the cost of campute crunch—but
it canalsa be the solution. In fact, T3% of executives agree
that gen Alcan make thanr use of computing resources more
efficient—and they're already putting thas thedry into practice,

For example, 67% of organezations are using gen Al to
accelerate the development of new and more effcient
madels, algarithms, and applications, This not only reduces
the vme and effort required Lo devalop thess resources but
abso helps erganezations create more cost-efficient sclutions.

Inaddition, 85% of orgamzations are using gen A1t reduce
raguired compute resources by automating tasks. How s thes
different from traditional automation? One bnique aspect

is that gen AL madels can be designed to process datain
parallel, taking advantage of multiple processing units

and reducing the everall processing time and compute
resources required to complete an automated task.

ancther promasing application of gan Al s nmaking

the mamframe more cost-afficient. While the manframe

has devaloped a reputation for being costly 1o manage

and difficult to use, its abilty to shift workloads when systems
are compromised—and process transachions at enmatched
speeds—has given the manframe real staying power.®

fnd gen AL can take that speed and resihenca to the next lewvel
through Al-powersd automation, predictve analybics, and
self-tuning capabilties. Plus, by using gen Al toapltimize data

center layouls, organeations can reduce energy consumplan,

lawer casts, and improve overall efficiency. In 2023, 25%
of organezations weres applying gen Al for this purposs, and
this figure 1= axpacted 1o nee to 70% by theaend of 2024,

Chapter 4: Cost of cormpizte

1. Scaling
2. Hybrid cloud
3. Optimization

What you need todo

Move lightning-fast
at a lower cost.

Arm mianagers with intelligent decissan support fools
that zlash campute casts and fuel real-time adaptability,
Autormate warkTlows and prune models o uniock a new
era of efficiency, reduce costs, and unieash innovation,

Inject generative Al into the heart of IT operations.

Giva IT managers gen Al tools that halp tham create
autarmation scnpts, document aperathons, and spend lass
tmeon compliance. Revolutionize mainframe managemeant
with automated problem detection and resalution,
pradictive capacity managament, and real-time
performance monitonng.

Optimize and automate your way to efficiency.

Tap gen Al far eynthetic data generation, automated
code generation and aptimezatian, and dynamic resource
alipcation 1o reduce cost of compute.

Adapt to changing market conditions in real time.

Jze gan AL to analyze real-tme demand, markel trends,
and compeatitor pricing tooplimize prong straleges,
maximize revenue, and reduce price-ratated losses.
Seepss histonical spending patterns o predict budget
recuiremants, aptimze budgat aliocation, and
reduce waste.
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- “[We've got robots doing] millions of
experiments a week. So, we're training

machine learning models, foundation : } - i
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Platforms, data, and governance + generative Al

maodels, to make sense of those data to find TR e Sy [y (PP R e

connections that no human ever could. 7 e \ B s s o AT ) A A C |/_ ‘t I’_
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Generative Al is disrupting the disruptors—and platform-based businesses have the edge. From Netflix
to Mvidia, today's top performing companies are built on digital platforms that connect pecple and players
todeliver greater value. Rather than simply selling products, they serve as conduits for the market itsell.

The first wave of platform-based businesses look over entire sectors by serving custormers faster and more
pffectively than ever before. And many incumbents have vet to catch up® Infact, a quick search of share
prices shows the gap between platform-riatiees and trachbional businesses s only growing 1

Generative Allevels the playing held, letting busimesses do more with less on every front. Bul productivity gains
are just the begmmng. The tree reward will come from business modelinnovation—which s tha number-ane
challenga facing CEOS 10 2024

Towinn the new market landscape, companies must become creators—not [ust consumers—of business
ard technology platforms.

Business platforms faclitate interactions across an ecasystem. Technology platforms let employaes
deveiop and manage busimess apphcatons. And, in the business models of the luture, these platiorms
are mextricably inked. & generative Al platform, forinstance, provides tha technecal support neaded
toaperale a platlorm-based businass.

But business moedel innovation i dependent ona modern IT architecture- -and mﬁ pn.m_ ples of trustworihy AL

Both generative 81 and business platforms demand access o vast stores of d ﬂ‘faa' stratch beyand tr adlllnnal

Barders. In the platform econamy, opanecosystems are na longer optional

This gives Al and data governance—tradibonally an IT concern—firm 1n:||:ntui"| f E'EIJII:' comny : /--- :
To gaimn acamipetitive edge, companies Wikl need to cut threugh thea rad L ]
take astrategic approach to AL ethics, ensuring that platforms are tran Euaf&r_:_t, tm?’.satl, ﬁh‘. ’

Research methodolagy g . <l

The statstics infarming fve mgights in this chaplerare coeoead (am saseral !:.'l""..l'. 11, --;l.:npcn.n?b& LS LN

lor Busane<s Yaliss i collabaratimnasth Oxford Ecomommecs. This first surveyed 200 US-bas -.._FCI‘! -.l'n:h:heill\m
1 aﬂ.uﬁ!ﬂiu i AR s bl

- e o e " - 5 " L e B ' . - -’ - Py B
paroeptons ol demerative &1 in Apof and Moy 2029 The second surveyved 5,00

vizivs an generataie AL Eram Janoasy ko M dwoCLfive:

applcator ol generalive &1 Tar span innevation in Mayand June 2033 |!--
mousines réegarding busmess rassicemmaban i 2027
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[BM 1nstitute for Business Value research has ontified | 1"-‘-"-""&:1-.,“ v '

- i
thrga things CECks nead 1o kit and 2o slght now ¥ |

What you need to Know What you need to do
1. Platforms
What to know 2, Data g S | 4 o Generative Al offers a second Jump at the opportunity
: il o s ' bite at the platform business for a second chance.
model apple.

Generative Al

s 3. Governance

Data dependency

ollers-a second bite

a2l 1he 0sAal S[ET1 & s 3"
at the platiorm business el What to knaw ) : :
e e L Y = A ¥ ol Platforms are at the core of the world's most valuable Caollectall the platform puzzle pieces you couldn't
and an advaniage Al and data gavernance companies. Their success has been hard to replicate, gather the [ast time you thaught abaut becommng
but genarative Al makes a new wave of business model 4 platiorm business,

y l R T L T ns e _ 3R ! inrovation passible. In fact, 50% of executives say their

mode! anple

|
Arg-00dr d-ivel COnCerns

-

What toodo Act like a startup. Avord incrementalism, Dasign

iWhat 1o do preanizations will be aperating Al solutian platiarme at
Junp al the oppartunity What t= dio et T B s : enterpnse scale in bwo years, up from just 13% today ~
Dt s geherativa il - .

a gen Al platform business that could beyour biggest,
highast-greswth, most profitable business unit withen

hor = secand chanoa
data gxpediton Ful governance at the hearl ¥ e, ! Successful platforms unite the nght data, maodel three years.

ol the genarative Alliesycle : ., ; architectures, governance, and cempubng infrastructure : ;
\ e ‘ 3 i Design for outcomes, adapt to surprises. Structure the
Ioenabie relable value creation across the ecosystem, with Al i o
; platferm o daliver real value-adds 1o participants al every
"anyone, anywhere" However, il . ! o
touchpoint Establish a mecharsmto continually assess
found thatonly 17% of platforms have succsedad in the
2 : and iterate the madel bazed onincreasing data volumes.

past 20yaars Y

Test before you invest. Test the new gen Al capabilities

Generatve AL could be the missing ingredient. It instills :
: vour platborm depends on betare pulling the trigger an major
platfarm superpowers by transtarming bussies : ;
: inwestments. Learn lassons from how vaur customear-facing

functiors—hbut pen AI adoptionsn't spread evenly :
Al intatives are faring.

across the erierprse.

Many organizabions are priaritsing gen Al adaption n
low-risk areas where traditional A1is already delivering clear
busness value, Reughly two-thirds of e

organizatsons are adophing gen Al in customer service {7
b IT (658, and preduct development (653} functions. Bul
We have to understand the use of the data—and _ L S P i T

: ! ] fewer are adopting gen AL i areas closer to the core afthe
not see generative Al as a black box.” e '. i : business, such as

and supply chain, legistics, and fulfiliment (d6%). Howevar,

Stefans Tomasini
those willing te focus an these praviously underexplored

seneral Consulinnt of The Sinte Genersl ACcounian : AT
. i i :: areas of are seaing higher ROL

N =T TV, Of ECOrsomy and Firance
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Chapier &: Platforms, data, and governance
1. Flatrarms
2. Data

3. Lovernance

What yvou need to know

Data dependency is both
a challenge and an advantage.

Data is the new cil—expansive, expansive, and difficult
toextract IFit's dirty, it can pollute an entire ecosystam.
But whan tappad responsioly, it could be'a gold mine,

Generative Al has made data even more valuable,

a% companies race 1o tap its potential fazster than the
compatition. And those that get ahead have a ot to gain.
Avargga A1 RO bl 13%0 0 202 2—and early gen AT wins
(led by succassiul plots) boosted it to 31%%0n 20234

But thes type of success s often out of reach for companses
that try to goat alone. Infact, 429% of CED: say that a lack of
proprietary data wall be 2 barner to successiul generative AL
indtiatives. Platlorm business models can help companies
avercame this hurdle by sourcing proprietary data from

all ecosystem participants, as well a5 custamers

A generative &1 platform can, in turn, fuel busmess model
innevation by integrating cycles of data preparation,

madel trairng ard turng, and applscation development

ard deploymaent. This approach delivers [lywheel effacts:
The mare data on the platform, the mare value {o cusfomers;
the mare custormers, the more dala, and the better the gen AL
rmadel can ba traned, Infact, 83% of executnes say accass
to addibenal data s actvely supporting busness model
innowvation.

Infegrating data stores, digital products, and automated
wiorkflows will be assential, as mnovabon demands
interoperability. The IEM 1BV I

found that the highest-perfarming data operations employ

silo-busting practices and technologies, such as hwbnd cloud

[TE%), process and task mining {70%), and data fabric
architecture (58%) 38

30 Section 1 Al-powered data and technology

What vou need to do

Qutfit a generative Al
data expedition.

Find the data yvour platfarm needs in data [akes,
data mines, data warehousas, canten! managamant
gystems-—even laptop hard drives.

Define requisite data sets. Work backward from

the customer experience: what will a gen Al platferm
naed to offer to attract custamens and ecosystem
partcipants? What data will thase gen Al value
propositions depend on?

Explore all data sources. Ruthlessly rmine tha
unsiructured data that vou need. Develop this data
rmuring capability as a lever of competitive advaniage
that can differantiate vour platform value proposibon
fram the competition.

Ask the ecosystem for help. Expand your data
expedibon fo include vour customers, patential
ecasystem parbicipants, and their customers.
Arrplify the platfarm'’s networkseffacts by tapping
inte their data streams.

'5:'.1-, LY
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What yvou need to know

Al and data governance
are board-level concerns.

Can g2nerative Al be trusted? This question is at the core
of the debate around how and where companies should

tap this pawearful innovaton. In today's world, with massive
armcunts of data from multiple sources being used to tram
gen Al models, understanding data and its gevarnance

i mare impartant than evar,

CEDS get thatl. They say cancern aboul data accuracy
and bas i the top barner to adopting gen ALin thair
organEations.

In thes ervwirarment, &1 and data governance aren't

ust IT issues—ihey're strategies far value craation

What a cormpany can dowith Alis defined, in large part,
by biow i selects, governs, analyzas, and apples data
across the enterpnse. And trust s built by commumcating
thal procass ransparanily.

Besl-in-tlass companas, with A1 ROI that 12 mare than
1.5 tirmes highar than othar companies, succead by
assessing infrastructure and processes tobalance A1
expenmantation with industnal-strength scabng ' Data

teams review gavarnance, managament, ethic s, literacy, and
ather frameaworks needed for people to access, understand,

and hawve laith in entarpnse and acasystem data.

Companies that elevate tha Al and data governance
corversation to the C-suite have the potential to overcome
the obstacles hindenng their platform ambitions—and earm

the trust of employees, ecosystem partners, and customers.

Chapter 5: Plattarmis, data, and governance
1. Flattorms
Z. Data

3. Governance

What you need to do

Put governance at the heart
of the generative Al lifecycle.

Make governance a fixtura on the execulive leadership
team's agenda. Balance the power of gen AL with the
guardrails required for trustwarthy exacution.

Build a governance-savvy executive team. Educate vour
tearm and the board of directors. Then make Al and data
govarnance a recurring agenda item at board meatings,
arsunng ey gel the attention they warrant. Don't just
defegate and forget, active leadership s essential,

Govern the whale system, not bits and pieces. Build
governance into each stage of the A1 lifecycle. Break

the design and execubion of ALand data povernance

out of organizational silos to create an end-to-end system,

Put someone in charge. Appoint and empawer a senior
executive to lead AL and data governance across the
enterprse. Actively mitigate the risk of failure due to
fragrmented ewnership and accountability.

ABNIASIA-ORG
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"You have to take the entire organization with you on Chapter &
the journey. Enable teams through new tech solutions. - -

L . Open innovation and ecosystems + genes
Give them the resources to run a pilot and see the =

advantages it can deliver. Then they'll fight for it.”

g l Harness the DOWer
Of ecosystem
nnovaton

Innovation doesn't happen in avacuum. It's a team sport—and noorganization can change the game
on its owne Ecosystem partnerships, where solutson and servece providers combine their skills and capabilibies
ctralegdic gulcomes, are essential o creata innovations that are truly transtormative. tIEMIBY
gaina revenue growth premium of 0%,
And these investments could become even more lucrative in the age of ganerative AL

Gen Al canignite ecosysteminnovation by tapping into the collective brainpower of many orgamzations guickiy

witnch products will be most sudces: and optimize project plans fo deliver desired sutcames. But this

synthesis demands deep stores of data, massive compuling power, and sought-after skills,

That's why gaining a competitive adge with gen Al will require shanng the load with ecosystem partners—and
breaking down internal and extérnal barrers, Opennessis central to this precess, as the data gen AL reguires

sibs i mulliple orgamzatons, applcations, silas, clouwds, and Lakes

Of course, opennass must always be accampanied by good govarnance. To kee pvations bath ethical
artd sacurae, CEQ: should angapge ac

relatronships to the table—and pauge whether partners share thair princ ; As the nesx tql,unm'a)l.wq—

1R
ol gan AT models guickly comes _-_i'.'g_J._[ﬂ@_nH Mo

of transparency and trust.



The three things to know
and the three things to do

[BM Instituls for Business Value rasearch as idantilied
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1. Innovation

What to know 2. Data and skills

Generative Al reimvants
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“It's dangerous if we can't have heart-to-heart
discussions with our partners about how we're
positioned to navigate change—and what will
happen if things are left as they are.”

Bazuhiro Mishlyama

Presidanst. Kensad Miral Bank, Limiied

Chapter & Open mnovalion and ecosystems
1. Innovation
2. Data and skills

What you nead to know

Generative Al reinvents
innovation—and the value
of ecosystem contributions.

Gen AL isn't just another tool in the innovation toolbos,

It's the entire warkshop.

Every day, people are discaovering new
tevaulomate tasks, make business decisians, and plan for

future disruptian. And no leader waniks to be left babund

Two-thirds of executives say ther organization neads
tequickly adopt gen Al for innovaton ™ However, only 45%
of argamzations are currently using gan Al for imnovation

and resaarnch.

For companies pushing forward, gen Al promises to upgrade
pcosyslem innovaton by transforming the entira wark flow.

& large maority of execulnes say gen Al will greatly improve
ideatsan (72%), discovery (7 llaboratiarwith pariners

far mnovation (77%), and innovabion execution (78%).

The orgamzations blazing the trail could see big dividends.
Innowvation oulperformers see annwal revenus growth

that i 74% higher than thelr peers. &nd executives see
incraasing innavation KO as the most impartant benefit
that comes from using gen Al for innovation. By taking

a high-level view of strategy—and being willing 10 go back
torthe drawing board—leaders can find new ways to deliver
and capture valuee with inAovatson.

What vou nesd to do

Innovate the way you innovate.

Uz ganerative Al 1o spark creativity and enhance
collaboration threughouwt the inndvation cycie
g exparbse across lhe ecogystem to salve
e problems, develop campetitive proeducts,

and disrupt traditional business models,

Turn gen AL into an innovation game-changer.
Unlock the value of gen AT for innovalion by rathinkng
the innavation operating medel. Pursueitasa
transformative opporiurdty for greater innovatian

efficiency and affectivensss.

Augment and automate for more innevation. Adapt gam Al
acrass the imnavation warkflow for greater speed, scale,
andimpact. Use automaton 1o free up lalant to take greatar
eoaniership of innovaton work Hows across the enterprize.

Introduce experimentation at scale. Hypothesze, tmal,

and adjust how gen ALis applied 1o innovation in a controlled
manner. Measure gen AL mngvalion aulcomes agamnst
“manual” outcomes to prove valua,

r y
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Chapter & Open innovahian and ecosystems
1. Innovation
2. Data and skills

3. Ecosystem

What yvou need to know

Innovation will become
the new ordinary.

Ganerative Al frees emplovees from the mundane and helps
them realize their untapped potential. However, capabelity
canstramnts alten block Al-powered nnovation, bath within
the ergamzation and across the ecasystam.

More than twe-thirds (69%) of arganizations expect o usa
gen Al for opan innovation by 2025—up from 29% m 2022
But fewer than half of executives say their orgaruzation has
identified spacificinnovatsan use cases for gan AT (45%) and
15 ready to adopt gen AL formnovabion responsibly {38%),

Tawork more eflectwvely wath external partners, CECs must
first remave roadblocks. While adopting gen AT for open
inncvalicn reguires access 10 cuthng-edge tools, edecuines
say thesr top barriers relate to data and people, nat fechrology.
Concerns about data privacy, confidentiality, ard security top
the lest, follovead by inadeguate gen Al skills and expertise.

Yel, executives are hopeful that gen AT will help strengthen
thair teams" innovabion chops. A full 92% of executives
looking 1o apply gen Al te imfiovabion say they plan te
augment employess with gen Al rathers than replace them.

36 Section 1l Al-powered dataand technology

What you need todo

Prepare your organization
to do higher value work with
cross-ecosystem skills.

Unleashthe notental of ganerative Al-powered acosystam
imnovation by addressimgimternal barners. Build and develop
data, skills, and culture as cribcal ingredients to drive
lang-term ecosysbam success.

Fuelinnovation with premium data from inside and
outside the enterprise. Develop clear data governance
mechamsms, including data-sharing agreemaents and
pratocels, with partners o ensure transparency, trust, and
sacurity. Create an enterprise data fabnc thal makes data
available whereit's neaded atross the enterprise. Break
dowry tata selos te maka ik easier 1a share and intagrale
data with pariners, allowing your teams to focus on
nnovation=nol data wrangling

Tap into employees’ inner innovators and extend
capabilities outward. Define, builld, and manage
orgamzational capabilitios and skills for nnovation
and gen Al Make change management an integral
part of your innovation and gen AL journey, Work with
ecosystam parthers 1a enfiance capabilifies

Let culture eat tech for breakfast. Adapt incentive
rmiechaniems and KPIz to encourags collabaration and
inravation with gen Al and allocate decision rights fo drve
infovation zcross the enterprise. Change vour way of working
with partners and augment service level agreemeants with
shared objectives and koy results. This will foster a culture

of shared goals, mereased accountatality, and impraved
cverall performance.

What you need to know

Partnerships that worked in the past
might not be right for the future,
Generaln &1 has pul averylhing cn the negabating

table—and opened the door te unprecedentad
business propositions,

But as CEDs apply genarative Al 1o ecosystern imnovation,
they need fo be selective about wha they Brng to the table,

Successiul partnerships are about guality—not just gquantity.

By first azsessing their own strengths—and sdentifying
critical gape—leaders can determine where the organization
needs the most support, whether that translates 1o
compiemeantary expertise, speciabized data capabilibes,

or better market access,

Leatders should wss fhe generative AL moment as an
opporiunity to reassess their existing partnerships and align
their ecosystem around comman standards and shared
valuas. Mearly bwe-thirds of CEDs say their arganization’s
stralagy is to concentrate aon fewer high-guality partrners.
This iz perbaps to keep key vendors clese at hand, a5 60%
expect crntical expertise and capabibites o be indreasmgly

concentraied in a small clusterof organizations.*®

Understanding the strategic value of tha orgamization’s
praprietary dala, as well as whera it resides—inwiich
applications, with known cwnarship—should ba part

of this process. Deliming the competitive advantage it can
deliver—and haw it will capture value from the partnership
in guastion—will help leaders dacide whan and where to
shara intel with ecosystem partners te fuel nnavation

Chapter &: Open innovation and ecosystems

1 Innovation
2. Data and skills

3. Ecosystem

What vou need to do

Reevaluate your
relationship status.

Tap vour ecosystem's collective intelligence. Assess
iwhether you have the nght parbners fo spur vour inngvatson
forward=—and be preparad 1o swipe left.

Refresh innovation strategy through new ecosystem
partnerships. Engage partners for more data, more insights,
miore discoveries, and better outcomes. Focuson
partnerships that provide more pathways for raped
adaptatonand access on-demand capabihities and
technologies. Be clear about what iz umicuee 1o your
organization, whal neads to be propreetary, and bow your
partners will complement what you already have.

Regularly revsew and refineg vour partner engagemaent
strategy to ensura it remams effective and efficient.

Bulld a new relationship checklist, As=ess partners

for 2 common understanding of necessary Al puardrails
and principles, Establish clear povernance and standards
o focter trusted and secure collabaration and innavation
Be clear ondeal-breakers.

Expand your ecosystem EQ. Dan't treal your ecosystam
partners ke afferthoughts, Integrate them into the gen Al
journay fram the very begin ning, Thus creates a shared

r

understanding of obyechvesdh
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Chapter 7

Application modernization + generative Al

A new way to
~run the business

5

“It's crucial to prioritize the acceleration _ 4
of data capture and the establishment /y

' e £a
of data aceessibility. Embrace the necessary : "r f *
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updates and adaptations required to thrive
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Generative Al makes high-value modernization feasible in areas that were previously
off Limits. Frem finance to pracurament to risk management, even the most risk-averse
functions are beginning to see business benafits from transforming ther core operations
to take advantage of gen Al's game-changing capabilibes,

Same apps might still be inthe “don’t fixwhat's workeng" category—but far haw long and at what
cos1? Rapidly evalang gen Al use cazes demand a level of speed, flexibility, and connectedness
that traditional IT platforms just can't handle, While staying the source may seem salerin the
shart tarm, it will seon be & labildy that leaves orgamzations bagging.

Plus, most leaders want to captalize on the promise that gen Al can make medarnzation faster,
gasier, and more affordable. And roughly seven in 10 executves say they need to miodearnize
apps o use gen AL At the same time, gen Al has the power to transform app modarnizabion—two
sides of the same coir,

Reszarchmathadolagy
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The three things to know
and the three things to do
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What to know 2. Strategy

Combined, genarative Al Lk ek - :
What ta know 3. Transformation
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“There is a real cultural and training journey
to get people to understand that the balance
of really good data and experience gives us
a much better outcome. You can't have one
without the other.”

Paul Graham
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Chapter T, Applicabicn modermzataon

1. Operations

3. Translormation

What you need to know

Combined, generative Al and app
modernization fuel a virtuous cycle of
increased agility and revenue growth.

Apalication medernization—tha pracess ol updating
traditional systemns and apps o incorporate medem
technelogies and architectures—is a precondiion for business
agihity. Rathear than botbing moderm apps onto legacy systams,
making the technical environment ever more complesx,
businesses can e gen Al o speed app medernizaton

for digital transformation organizaton wide,

With gen Al businesses can advance transformation
irifratives that just weren't feasible batore. In fact, 98%

of executives believe gen ALwall turn deferred application
miodernization projacts intoapproved and launched projects.

This is dus, in part, to gen Al's ability o avtomate and
streambine parts of the application modernization process.
Far instance, N2 Ly pical arganzation medermzes legacy
apphications, 31% of the costs are due to code translation
and development. Bul gen AL can now generate code
sneppets and application companents, helping

organizabons reduce those costs

T7% of executives alsosay using gen ALinapp
modernization projects will ncrease business agility—and
CEDs who embrace agile prachces are 29% more likeby

to putperfarm their peers on revenue growih,

Althiough gen AL 1= key toall this progress, anly 274% of
executives say their organization has modermized major
warkflews. BT % say their argamzation knows which
application madermzation propects would deliver the mast
busness value—bul three in four say thesr arganizations
remainunmedermzed, with disparate systems using
fragmented technologes and tools.

What vou need to do

Grab low-hanging fruit
by applying generative AL
to already modernized apps.

Apply pen Al te mademn apalications to showease ks
potential. Demonstrate s abelity to deliver speoilic
business culcomes to overcome the inertia that plagues

some mcdernization mitialves.

Emphasize low-risk, high-visibility opportunities. Use gen
&1 e madernize specific business systems and applications,
such as apps withinan already-misderneed production

manufactunng system or service delivery aperation.

Track and measure the business benefits of gen AL
Duantfy productivity gains (o measure the cast savings
that come with modernizatan, Use this data to demonstrate
the value proposition to other businass unit leaders ard

Build buy-in.

Build expertise from within. Seed evalving tleams with
exporiencad talent Lo serve as cross-furctional gusdes and
advocates. Extend gen Al modernization o opparturities
across the enterprize to broadly expand value.

ABNIASIA.-ORG
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Chapter 7: Application modernization

_Dperations
2. Strategy

3. Transformatian

What you need to know

With generative AI, businesses
can retire their technical debt once
and for all.

Applcation modernizabiznis a big phrase for a complex
process—ang that lew executives are excited to SRONS0r.
Buttop business leaders agrae it's time o stop passing the
buck. 83% of C-suite executives say madernizing apps and
data 1= cantral to thair arganization’s business strategy,
And 90% say using gen Alin app modernization projects

will drve groawth by improving exsting preducts and services
and building raw capabilitsas,

When advanced in landerm, app modermization and gen Al place
appariunities that once seemead averly ambibous within reach.
Haw? Somea arganizalions are using gen AL o build or refactor
appications, create workflows for migrating legacy ERP systems
to Saals versions, or develop funchonatl requirements for naw
digital praducts buitt to run in the cloud,

Plus, by integrating gen Al-drven insights into every slage

af the application ifecyele, from design to deplayment,
companies can future-proof their applications. Bullding apps
that thrive in the cloud—and are aptimized for continuous
innavation—not only accelerates time-to-market but aise
reducas the associated technical debt

Yot more than hall of executives cite hnanoal or techmcal
challenges as hurdles to delivenng strategic oulcomes with
moderrzation projects. " Tha bde may be lurming—as many
axaculives now say gen Al affers opporturities tobreak down
thase techmcal (90%) and hinancal {59%) barmers.

Where to begin? Execulives expect gen AL hava the biggest
impact anapp modernezatian projecis m markaung, customer
servica, and information secunity,

42 Section 1 Al-powered data and technotogy

What you need to do

Go after opportunities that were
previously “off limits"—such

as applications and processes
in core systems,

Reach bevond low-hanging frud to igh-value opportunities
that were eithar tee difficult or too scary to attermpt
madernizing before, Urgently advance modernization
afforts mcore business systems—xsuch as product ifecycle
management systems m manufaciuring or fight schaduling
syetems incariines—where gen AL is expacied to deliver the
Biggest, most strategis results.

Find missed opportunities. Get a st from your CIYCTO

of modermization mtiabives thatl promized the most business
value but wera abandoned due to the estmated costar level
of difficulty, Tackle those priorities and build & running List

of new modermizatbion largets.

Update the operating model to align with new gen AT
capabilities. Reimagine workflows and decisieh-making
processas (o make the most of the gan AL opportumity.
Adopt modern architectural practices, such as
eompasability, o enable scalability.

Engage your ecosystem. Encourage tech service partners
te become full participants in strategic gen Al adopton.
Dpen cammunication channels with costomers and
potenbial partners. Avard unwelcome surprises by rampng
up marketplace intelligence and honestly assessing the
coempetition in the gen Al arena.

What you need ta know

Generative Al is closing the gap
between IT and the business—finally.

It's nolonger 1T or the business—IT 15 the business. With
gen Al technolegy dnvas innovalion and the busmess
propels the technology. That means, 1o gat the most value
from gen AL CEDs must break down traditional divisions
and integrate functions mara holistically.

68% of executives balieve that gen Al will bridee the gap
between [T and businass rales. But what will that leak lka?
It starts with a shared undarstandims of businass goals and
enhanced collaboration. This makes it easeer for teams to
identiby opportunities for imnovation and improvemaeant and
wark more effectively toward common objectives.

Tight=krut integrationwith IT helps leaders ensure that

the apps providing the most business value are getting

the mast support—and that low-performing apps aren't
monopalizing IT resources, Gen Al can carrelate KPLs 1o the
app perfarmance and suppoart requiremants, which halps
CEDs make fastar, smarter decisions about [T spend.

And batter decisions lead (o greater strategic alignment.
Fari of it is attitudinal. 80% of leaders who belieave thair

gen Alimvesiments are critical have already made significant
progress im akgrng their anterprise [T architecture with
business actvilies and processes. That's 40% higher than
tharr pears,

Although orgamzations aresphit onwhich roles 1T and
the business should play in app medernezation—half
eay leadership should be with 1T, while the other half
say it should be with the business—gen A1 can bring
them logether.

Chapter 7: Applicabion modernization

1 Cperations
2. Strategy

3. Transformation

What you need to do

Stop measuring business and IT
goals separately—explicitly prioritize
IT projects with the strongest links
to business value,

Rather than crafting alliances of corwenience, form firm
and unyielding parinershups between [T and the business.
Ge beyond establishing inrovation squads for generative Al
by holding all leaders accountable for both technology
modernization and business perfermancs, irrespactive

of thair rofes.

Make a statement with your leadership appointments.
Ask indnaduals who are plausibly teo promotions away
froem a C-suite poziean 1o lead your gen Al application
madernzzation intiatives.

Make urgency and speed-to-value your mantra.
Require, reward, and celebrate fast cycles of
modernzation, whera each iteration pushes toward
belter business culcomes,

Shut down any conflicting, competing, or siloed
ncentives, Staer recagnition and rewards info one
consistent program thal encompasses all business
obyactives and applies to avery team mamber.
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Chapter 8

Responsible Al and ethics + generative Al
— ‘ 3
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/'Before implementing f 3 [ \ 3 e d D O gatg d

a comprehensive Al strategy,

it 18 erueial to consider the
governance issues surrounding @
as well as the appligability

Human values are at the heart of responsible Al As compames race o discover all the incredibla new things

ﬂf!ﬂﬂlﬂl&lllun Lo :.F'-[I-lll' EPL'.L‘.I]IE' 3 - ' I \ A 1 generative Ala do, CEOs must lead the corverzation about what itd do.
environment.”

o | | \ Each use case cames with its ownethical dilemmas and complbance concerns. How can companies pratect
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While answering these questions lakes the antire team, CEDs must sat the organization’s mosal compass.
The course they chart will define how the business will balance cutling-edge innovation with the age-old
prnciples of integnty and trust.

CECs musbhimplemeant poles and processes that provede transparency and accountabilly across the board
effering clarity o hew and where Al should be used. This warkwill be ongemng, as the organzation will need 1o
continuoushy montor and evaluate ther A1 portiolbos to ensure they remam in bne as rules evolve.

Leaders rmust alsofoster a culture focused an AT ethies, which aimes to optimze AL's benshoalmpact while reducing

resks and adverse outcomes for all stakeholders. Teams should priortize buman agency and well-bemng, as wall

as erviiranmental sustainability, This will be 2 socio-technical challenge that can't be solved with technology alane.

Dngoing investments inorganizational culture, tzlent and skills, workflows, and [rameu)-mrka are nedessary lo be

successful al scale. d
p
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The three things to know
and the three things to do

IBM [nstitute lor Businass Value rasearch has identitied

thiee things TED: nead 18 Showy and e nght now
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CEOs can | pass

- WAt 1o Hnow
the Busk an AL alhes

Customers ar judging

BVEDY dacision you make

w |

Loh tjeopand s e Drusl

¥hat toda

aiye glhics l2ams A

g ueal dt thetable—nol .
' % What todo
an unfunded mandati
Eam trust by aligripg

AN CLSema

sxpeceations

“We're focused on making sure Al is not
creepy and is always helping people. If it's

making their lives easy, [ think people adopt

it guickly. We just have to explain to them
how it works.”

Sampath Sowmyanarayan
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Chapter8: Respons:ble AT and ethics

1. Strategy

s I"l"i|
L. LTUS

What vou need to know

CEOs can’t pass the buck
on AI ethics.

Gamarative AL s ke thewild wast. The resh o rickes has
pufpaced rule

have the chanca B strike it mch.

Butat what cost? Organizations that push farward without
considenng the intncacies of AT ethics and data integnty risk

damaging ther reputations for shori-ferms gains.

Executives understand what's at stake. 58% belbeve majar
pihscal nsks abound with the adoption of gen Al that would
ke very difficult to manage withoul new, or at least maore
matura, govarnanca structuras. Yet mary are strugglng
toturn principles into practice. While 79% of executives say
Al elhics i important o ther anterprise-wide AL appro:
have operationalized commoen principies
of &1 ethics =

That's why CECs must take the reins and blaze a trail for
oihers to follow. Roughly three mes mare executves laok
directly to CEODs for guidance on Al ethics than the board of
directars, general counsel, privacy afficers, or risk and
compliance offecers, And BO% of executives say business
leaders—nol technology leaders—should be pnmarnly

accauniable for Al ethics™

That accountability extends beyond decision-making,

CEDs must also held themaalves responsible for educating
olher leadars on emerging ethics 1ssuas. By elevaling
conversations aboutl trustwartiy AL tathe rest of the C-suila
ard the board of directors, CEQs can keep kay stakeholders
from being sidelined. Taking a proactive, inclusive approach
helps ensure everyone understands the risks—and the clear
action plan for managing them. Ths lets the arganization
move faster while keeping leaders in lockstep.

What vou need to do

Give ethics teams a seat at
the table—not an unfunded mandate.

Rollup vour sleeves to close the gap between intentions and
actions. Champson ethics teams, polices, and monitoning,
Report progress 1o the board of directors and externally,

as appropnate.

Take charge, even if it's outside your comfort zone.
Consider appainbing a chief AT ethics efficer, a chief risk and
comphance officer, or anather leadear that 1= nol responsible

for leading Al developrment Lo ran point an enferprise-wide

rodes. Align executives o comman Al ethcs goals and values

across business units and functions. Make sure the right

security, H

Create effective human + technology collaborations.

Set the tone and strike the right balance between automaton
and augrmentabon—offering psychologeal sataty for challenging
conwersatians within drerse and inclusive communities.
Recommend that a design guide for ALis created and adopted
and that a spacific secton an algonthmic accountability

is incorporated intothe company's code of business

ethecs. Pramota tha Aland data literacy and change
managamaeant aganda with ap training that grves pecple
across disciplines bands-og snce navigating ethical

1ssues. Treal impacted g 3wl dignily and resgpect,

Establish “ethical int

ecosystom by dentd

technology partners i, 5 ther business
partners, Affirm val ity and
culture—and make = | Zriners are
algned, Ensure amu - proach, incorparating
paychalogy, anthropold gy, desigy, law, and other

spacialles as appropn
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Chapter B; Responsible AT and ethics
1. Strategy
2. Trust

3. Complance

What you need to know

Customers are judging every decision
yvou make. Don't jeopardize their trust.

[t takes decades o build a Blug-chip brand—and only days 1o
destrovit. Inan era of data breaches and distrust, consumers,
ermployees, and partners are unforgreng of companses that act
withput integrety.

Mearly nina in 10 consumers say they care about data privacy
and want mare control over their datz, and 81% af thase
indrveduals say they rewilling to take action 19 protact ther data,
Ol thes group, 246% say they've already switched brands due ta
their data policies or data shaning practices ¥ Consumers rank
campaiies in many traditsonal industras, including retail,

insurance, and utilities, lowest in responsible use of technology. ™

Fartners, investars, and boards ol directors are also watching
companias closely, They appear inclined fo support responsible
Al advancement, though they're becomng more caubious a5
generative Al matures, CEOQs still say they feel nearly faur times
mare pressute from their investors (o accelarate gam Al
adeption rather than siow it dewn—but this gap is smalker

than it was last year.™

For thesr part, amployess are eaper ioowork for compames

that share ther values. 69% of workers say thay would be more
withing to acceptlajob offer framan organzation they consider 1o
be socially responsible—and 45% say they would be more willing
to accept a lower salary to waork at such an arganization. ™

Takan logethar, these parspectives shawcase why companies
with stronger data practces create more value, Jurll

Bound that roughly eight out of 10C00s from

these companies say ther crganizatson outper forms in data
athics, arganestional ransparency and accountability,

ar cybersecuriiy

48  Section 1 Al-powered data and technology

What you neecd to do

Earn trust by aligning with
customer expectations.

Build a collaborative culture of trust fram the botiom up.
Make ethics everyone's respansibility—and governance
a collective noun.

Stay ahead of customers' ethical expectations. Recogriza
that vour customers experience ethecal failures i evary part
of thesr lives avery day. Build trust by defining waur ethical
valuas clearly. Communicate therm widely and transparantly
Thar commuricate therm agzn: And again.

Put people first. Re-skill your employes base to understand
&1 holistcally and the proper and improper use of it Build AL
ethics, unwanted bias wentification, and othear traiming
pragrams for employees and partners to reinfarce the
importance of trustwarthy &L Clanfy when to get help from
domain experts. Empower your teams 1o be stewards of
ethics acrmss and beyvand yaur arganization to cultivate

customer trust.

Hold everyone accountable. Take personal responsibility,
with an expactation that executives and ather emplovees will
foliow suit. Ask businessand Al l2aders 1o sign their names
and pul ther indenidisal reputations on the Line—starting with
yourself—and make sure accountability crosses silas;
Prioritize technology ethues as a key part of procurement’s
ethical sourcing cnterna. Make these promises publc,

What you need to know

Some companies freeze in the
headlights of regulatory ambiguity.

The EU's AL Act s an the books. China is moving abead with
robust regulations and gudelnes. Federal agencies and other
organizations are alréady carrying out the US Executive Order,
along with other state and municipal statutes.

But, globally, fewer than 0% of executives think their
crgamzations are prepared for AL regulation—and 699

still expect a regulatary fine due to gererative Al adogptian.

In the {ace of this uncertamty and rsk, some CEOQS are pumping
the brakes. Overall, 87% of organizations will forgo gen A1
benehts due to ethical concerns.

& regulations comento clearer focus, CEOs will be able to
miove forward maore confidently. In fact, 57% of CEDs say the
duidelines proveded by the EU AL Act increase their willingness
o invest in ganerative Al 35% say that, gren the requirements
iri the EL AT Act, they will accelerate ther orgamzabion’s
adopton of generative AT, withyanly 179 saying their pace of
adeption wall stow down 2 Cultivating Al ethics skills inavery
area of the business will be essential for organzatans 1o pick
up the pace while navEating complex regulaiony changa.

Geod data and Al gevernance will also be necessary no matles
baw regulabars evalve—smce Al can ba “awhul but lawbul
&nd thase with strong athucs and gavernance capabilitias

have a chance to stand oul from the crowd, with three in four
executnes ciling ethics as a source of compatitive
differentiatsan

Pricntiang ethics can help CEO: act decisively and embrace
the early benefits of generative AL without compromising
values. This may be why executives expect investments in
Alethics to double between 2022 and 2025,

Chapter B: Responsible Al and ethics
1 Strategy
2. Trust

. Compliance

Lak

What you need todo

Bake in regulatory preparedness and
ethics for all AI and data investments.

Craft vour strategy based on the broad strokes of emerging
regulations. Course-carrect when assential detals are
finalized, align with internal policies and procedures—and
keep recalibrating as rules evobea, Stay focused on
trustwerthy A and good govermance every step of the way.

Communicate, communicate, communicate. Advacate
for regulabion that makes sense. Make sure use Cases are
easily explamable, that Al-generated artifacts are clearly
identified, and that AL trarungs ransparent and open

fo centinual entique.

Document everything—and then some. To help manage
foundation madel and othar Al risks. create a culture of
documentation of A1 use in the orgamization aswell as the
current gevernance around i1.3° Ensure Al-generated assels
can be traced back 1o the associated foundation madel,
dataset, prompl, or other inputs by asking tearns to maintan
an imventory of every instance where 8115 being used. Seed
this saurce information in digital asset managemeant and

othar syslems.

Be prepared to pivot on a dime. Stay informed, conduct
regular nisk assessmants, and devalop a culbura of agility.
tory winds shift—ar new
&1 athics skills to help

Make adiustments as ther
onas blow. Equip every t

the aorgandzabian adapt
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Chapter 9

“If you have a lot of data, you have
an apportunity—if you have the right

Tech spend + generative Al
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The three things to know
and the three things to do

[BM Institita for Businets Yalue ressanch kas idantilied
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“If you're a large company, the risk of underinvestment
is worse than the risk of overinvestment right now.
If you're underinvested, you could get left behind.
If you're overinvested, you might lose a little
money, but you're in the game and you live
to fight another day.”

Sarmpath Soewimyanarayan
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Chapter @; Tech spend

1. Spending
2. Paople
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What you need to know

The rush to generative Al is driving
unexpected spending.

Gen ALis exposing cracks in old-fashioned funding

practices. Lika any nascent technology, it's dynamic by
matura. What it neede—and how it can deliver value—s
changing by the day. And that throws a wrench intothe

traditional budgating process.

Ifleaders can't be sure which gen Al projects wall

e mostimpartant in the next quartar, let alone the next
fiscal vear, they won'L be able fo allocate funds efficiently.
This innawvation s already disrupting [T budgets—but

organizations are anly prepanng for incremental change.

While gen AL spend hasincreased exponentially in the past
few years, the average gen A budget was only 37 millson in
2023 And while IT and Al budgets will continue tograw,

IT executives anly expect gen AL budgats to chimb Z2%

as a portion of &1 spend between 2024 and 2026, Fora 520
billion organization, that trarslates to areughly 37 milbon
increase. Thatis double what we saw in 2023—butonly 13%

of tech execs expect te fund this uptick with nat-new spend.

Instead, many plan te plunder other parts of the IT partfola,
iwith 30% sayving the money will come at the expense of
ron-AL IT spen b expact to pull gery Al spending
from the broader Al imvastmeant portfolie, which could reflect
expected Synergies across tradibonal and gen Al prajacts,
some culling of the AI project partfola, or both,

This approach to redaliscabon s reasonable, but s o realiste?
& gan AL rolled out across the business, it will have cost
implicationes across the board, Labor and cloud spending,

i particular, will groa in lockstep with the increasing
demand for gen Al solutions. Overall, the impact i hkaly

to be far-reaching—and a 57 million budget increase wan 't
gela leading enterprise very far.

What vou need to do

Don’t get sidelined by a ballooning
IT budget.

Make sure vou have a clear understanding of how
hugh=impact progpcts will tap resources—ooth human
and technical—to accurately budget for associated costs.

View spending with a wide-angle lens. Assess the entire
weh of IT costs required to daliver the impact yvou expect
from gen AL Analyze spend hobstically—across 1T, cloud,
and people—1a delver enhancad businass value across

all imvastmants.

Extend FinOps capabilities across the enterprise. Gain
visihulity intocosts and spending acr all &1, hybnid cloud,
and application modernzation investments. Understand
what your peaple are working on and how moch thay cost,
and map that back to specific projects, apolications, and
initiatives to optimeze spand.

Keep GPUz on vour radar. Gen Al reguires the extreme
processing power of graphuc processing umt [GPU) chips,
which are in very short supply. The markel price far
GPUs will drive the cost of budlding and dielmvering gen Al
services in general and i likaly to show up inyaisr

enlarprisa cloud costs,

ABNIASIA-ORG
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Chapter %: Tech spend

1. Spending
2. People

3. Strategy

What you need to know

People costs could torpedo
your Al strategy.

While generative AL is already more intuitive than many
hype-cycle innovations, campanies need internal expartize
to gain a competitive advantage. But deep gan Al expenance
15 scarce, which makes 1alent expenzive.

] reparts thal senior Al engineers

ara felehing up 1o 900,000 salary offers, with entry-level
promptengineers startng at $130,000.% And they're looking
far wark that will elevata thar résumé—not pull them into

the weeds.

I companies want to bulk up therr bench, they'll have to be

willing 1o pay—and create positions that offer ermployeas the
purpose, autanomy, and opportunities for mastery that thay
seek, Yel, [T executives are still budgeting for the status quo,

While naw staffing hit 18% of gen Al spanding in 2023, it's
anly expected fo rise to 20% 0 2025, This may be wishful
thinking, az 56% of CEQs have vet ko assess theimpact of
gen Alon the workforoe, *°

A5 CEDs priortize specific use casas, the related labor-spend
caleulus i prone to shift. Each gern AL model comes withits
awen set of labor costs, wihich means net-new oosts will vary
far sach implementation. This puts leadersin a tough
pasition, forcng them 1o estmate the hinancalb impact

of sob roles that don't vet exst.

64 Section 1l Al-powered dataand technotogy

What you need to do

Unclog the people
cost bottleneck.

Bolder, high-ROI initiatives canattract top talant and help
abzorb spiking Al talent costs—ifyour organization can
stomach the higher price tag,

Get an unvarnished view of the current market for talent.
Be honesl about the types of talant your organczation can
compete for successhully. Innar-source ta secure skills and
flexibility by building a marketplace where those with the
rightskalis (or the interest in learming thamy) can be matched
wikh ocpporiuniies.

Build market-based people costs explicitly into all gen AT
business cases. Model the feasibility of business cases
based an the attractveness of the work, not just onthe
expected talent costs,

Engage with strategic partners, especiaily technology
providers and global systems integrators, 1o determineg
which parties can contribute the specific pecple required
o dasign and exacute your gen Al sirategy.

What you need to know

You can't cut your way to growth.

Running & keght ship can cut millions of dollars fram
a bloated [T budget. But streambming spand can only
take a business safar

Todeliver the exponential returns CEGs dreamof,

leaders must edantily where tach spend will dnve the mast
transformative growth. However, the averaga organization
spends ust 23% of its tech budget on efforts that actually
produce busingss income, while 47% is dedicated to keeping
the lights on

The same halds true for gen Al spend, Rather than focusing
onncome-generating areas of the business, orfamzabons
are spreading gen Al funding equally across several cost
centars, Almost three-guarters {71%) of gen Al spending
will ga ta HR, finance, customer service, sales and
marketing, and IT, whera investmants are axpedcted

focut costs, Only 29% will go to product-related business
functions, where growth-driving innovations incubate.

This makes it difficult to define business casas that break
the mald. CEQs need fo make data-driven decisions about
which gan AL plays do the miost 1o advance stratege
obectives—and fund them accordingly, At the same time,
don't let the perfect get inthe way of the good, Proving one
or teo quick wins can help build the business case far mare
grandinse visions,

Chapter %: Tach spend

1, Spending
2. Peopie

3, Strategy

What you need todo

Be intentional and stack
your investments.,

Dive into the data to decsda where your peneratie Al
programcan pravide the most bang for vour Buck.
Worry less about financial precesion until vau've
desigred nitiatives worth dong.

Appropriate the private equity playbook. Spply lessons
from tha way prvate aquity firms ineast in [T, Ruthiessiy
eliminate irbalves that wan'Limprove the value of the
entarprss within three years—and furnnal those funds to
programs that will

Radically modernize how you design strategic IT
investments. Allocate spend based on overall growih
potental, not just short-term savings, Stop spreading
ger Al funding equally across organizational siles.

Think ecosystem always. Engage vour strategic IT service
providers and yvour most valuable custamers in discussions
about how to maxirmize the value of gen AL Make buziness

miodal innovation a group project,

ABNIASIA-ORG
LB b | s o8 —_ 2 0. I E S B E |



“Technology has changed us.
It has changed the way
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Enterprise operating model + g

“You can't be good at everything.
That's why you have to find
partners—and find a model that
makes you comfortable working
with these partners.”

kel Brmgen
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“We see ourselves as a more horizontal organization.
That’s important because the tools in the digital
toolbox change so fast. If people feel like they have
to go through a traditional hierarchy to get buy-in,
we could miss the boat. Instead, we take a proactive
approach and encourage experimentation and
exploration in real-time with our clients.”

droan Gldsen
s

VAL .
p—— AENIASIA.ORG




e . W

bo know

IR R T TR LT

&2  Sacthan 2 Al-fusled operations

2310 Bl s

Gnt let leaderpaghe ol

perates [

FERRE RERRSE “40f =" ¢

I TR ERTY

-ur_ﬂg =]

?#I!iii | N J‘E’:

e teago gnke growih i

ERis

rge an okeakle chah olccontaliy b

=3

*ETEg

A

I

MHASIAAORG



a
Business process automation for operations + &

“Process automation is not about
replacing an individual. It's about
enhancing the value of individuals—
making human work more human.”

Eryvone hogry br the prodotly gangroad b generat CRAE
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Finance + gnetie A
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r&?rﬁﬂﬂﬂl think we are at a point where Al spits
gut something and we can trust it blindly."
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“It's important to forecast and create o
a roadmap—but it'’s even more important i
to be agile. So, we've decided to focus :
on being more responsive to trends -
and to move from a plan-centered -
to an execution-centered approach.” -
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“Generative Al has allowed us to lower

barriers between business units by

sharing business unit-owned data.”
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“My goal is to make sure that my customers
can sleep soundly at night knowing that
they're protected and that they can continue

to trust me as an institution.”
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Physical asset management + g

“What are the things that humans could
never do? We're not actually automating
the toil that was there before. You can

now create capabilities and value that ;
m '

were never possible.
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“The goal is to get Al to do the things people don't "
want to do and give humans the space to do E s
the things they want to do—to increase speed _ o,
and efficiency and create extra capacity.” —
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“Al has a role in helping us advance
to provide better service to our customers.”
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“If we can reduce our inventory by 10%

and Al, for example, we can easily generate : : _
several hundreds of millions of dollars y 4 N # Ny, , ]
more in cash flow.” ahVvHESY & 4 [
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’{ Neustomer care, or communications.

“"We introduced personalization guite quir:hh/

i

in our business, whether it’s in shopping, x. =8

The next step 1s, how do you make -
the personal even more personal? * “
From the tone of communication # e
to the images, everything is Liil'l'c;unil.”
Eprth BdpEnarEyan L p
o

Bpanehae long had the data they need to create hyper-perénaled eperences
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“Utilizing gen Al can lead to job creation, freeing
up time spent on mundane tasks that machines
can do in a repeatable fashion and unlocking time
for more strategic, impactful work.”
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“I'm seeing the increasing importance
of security because many things are
starting to connect. ... So we need
a strategy to protect all of them
with the same philosophy

and same Al technology.” _#J
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Sustainability + &
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is that all of the primary gas-and petroleum
electricity production. Right now, some of the

needs to be removed from [the] mix. At the
same time, we have to massively ramp up
hig bottlenecks are areas where Al can help.

What has to happen over the next 30 years
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I equate an efficient use of resources

to being better for the environment
and also better for customer service.
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Chapter 20

dlent and Hs+ dgenerative Al

o]

“Al empowers and then multiplies _ B — [
the abilities of talented people.” T B : : : ;

Pere Nebot ot ' : AR ’ ;
C]0; CarxaBank - : ' . ;o5
-
: | R * - .
i |_. L L ..“ &
L
. e .
Ll
Generative Al is transforming how we work and what skills we need-and
- the pace of change is only plcking up. Mearly twa-thirds {54%) of CEQs say their
<l i " - argamzation must take advantage of technologies that are changing fastar than
= - emplovess can adapt—and 1% say they're pushing their orgamzation to adopt
# : £ gen Al faster than some paople are comfortable with,"

0
f’ - ; ' o : Ta get people on board, leaders will need o help them Sea that pen Al1s a tool
L that can work FOR them, nat something that iz happening TO them. With the right
_, ; tatant strategy. ranming, and suppeart, gen AL can became a naw tech co-warker
- . that helps people work more preductively than ever bafore.
Y

The anterprises that succead in this environment will be thase that tuild
s flexible, thoughtful appreach that encourages crealivity, expenmentation,

. : and innovation. By putting people in the drver's seat—letting them determine

how gor Al should augrment their work—CEDs can soothe employ

and spark enthusiasm and optimism far the future.
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The three things to know s S Bl
and the three things to do &

IBM Institute far Buszinass Valus research has identilist

threa things CED: naed 1o knoweand do nghil nos aa ) 2 ; - i
- g : _ What you need to Row What you need to da

-

.-:‘1."""_ "

a4 _ Ir _ B
= dll AT i a n ' - Unlike new technologies that are all about what machines Gen Al isn't replacing people, but people whao use gen AL
anarglive Alie al i -

[ . [ o tan do., gen Al amolifies human canabulstsas. 1t allowes are replacing people who den'l Anchor on Buman talent
. I L ™ l F
AOOUL RO IS0 e . Fis ; '
a1 i i [ ] v a repetitive tasks to be automated, frarm market research and show your people how gen Al bopsts ther
NCTH ERlE dorns TSI R i ;
S o T bl PR A ] : v to content creation to data analysis to code development. praductvity—and their careers.
i LA Edllivily (> a 3 dye
generalive AL readiness N Py - j Practical applications abound. . .
gen Al skill, with Al lieraty y Elevate HR from purely administrative, Your HR team
a |r and cybersecurity close behing Y - . Customar servica agents can use gen Al tooffload will hawve a strategic rolen building the gen Al-enabled
. routine queshons, allow ng therm Lo spend hime on sales workforee of the future. Start by reskilling the HR
Mike people, & : enablement. Coders can automate mundane prograrmming prafessionals who nead to lead this effart,
b HECHRO o0y Pivet by ovalsating tasks and focus onimproving code gualty and secunty.
ikl e vt & . Create a roadmap for change. Devalop a formal,
TAREE-FCU potential rather than HR speciabsts can step back from day-to-day processing }
o e e Rethink vour aparalif . ; transparent, peapte-locused change management
generative ATstrateg) focusing solaly an skl e b el s Al 5 to facus on what really matters—growing talent. P PREE ARl i TRl
- madel 14 uniock " initiative that provdes continuows feedback across

ponprative AL skl Feedback loops are becoming near-instantaneaus, opening the enterprise about use cases, successas and falures,
: the door o new, better busirness outcomes. But gen Al's and lassons learnead,

impact doesn’t happen in an abstract digital enarenment.
Avold buyer’s remorse. Make sure yvou have a model

Compatitive advantage comes from scakng emplayes ;
far the ethical use of gen &1, with clear standards,

expertize and axpanding organizational capabilities,

duidelines, and axpectations, and share thesa with

In fact, 64% of CEOs say succaeding with AT will depend Your people across the enterprise,
moreon people's adoption than the technalogy itself. =

And 57% say cullure change s more imporiant ta

bBecormng a data-drven arganizalion than avercoming

techrcal challengas.

“We want to digilize all the know-how of our more 3 Leaders who understand how 1a power thair peapla with

g - gen Al will have a mulbipher impact an thesr business.
experienced sales and service people and try L T R T e S i
; Hall of all executrves say gen AL will im prove multiple

to teach it to gen Al. Then gen Al can hL"'P our ' aspects of ther business, fram decision-making to customer
I{.‘EEI ey pﬂriented HHI.ES -El:l'ld Scrvitu P{:UPI-E in K ; > E:-:[_'IED:E-"H'_'E- Lo revenue gfﬂ'l'l'lh. Bul rle.r. ”'IE'?' musi address

. . - : change fatigue and find ways to inspire the workforce
doing a good job. . _ ;

. te reimagine averything.
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3. Skaills

What you need 1o Bow

Gan Alis radehiming every job and every task, from entry
leveal to the executive suite. 77% of entry-level workers
will see thair jobs shift by 2025—and so will mora than
ane in four semor executives. " Over the next few years,
the use of gen Alwill deminate all roles and all levels
HErA5S an crganization.

Tasuccead in a shifting landscape, CEQs must prvat

to ook at people’s potential, rather than theer current
capahilities. The goal is to anbicipate haw a person
raght develop, perfarm, or contribute throughout thesr
carear—nol st s quarter, Using data modeals Lo make
informed predichions about future potential and i an
armerging use case for talent-related AL

124 Section 3 Al-enabled people

What you need to do

Con't be afrad of the seismie shifts spurred by generative
AL Demonstrate openness to change by integrabing
gen Al into every workflow—including your own,

Reward future potential now. Establish performance-
and readiness-based compensation and incentives that
align with buziness goals and gan Al adapbion priontias,

Encourage risk-taking and failing fast. Let teams
identify and test their own gen Al opportunities
To help get HR fully engapged, start With HR.

Create mutual accountability. Hold leaders from
Business, [T, and HR jointly resporsible for gen Al
outcormnes to underscore the strategic importanse
of gen Al adoplion across the enterprize.

What you need to kow

Ohaacsly, a tech-based transformation will reguira
new skills, In the past, about 8% of the worklorce

has required rezkilling each year. In 2024, that soared
o 35% of the worklorce—or more tham a billion workers
globally—largely due to ger A1

The skill executives say will be most valuable to their
arganizations by 202515 creativity, The thing about creative
people? They're clever. They will find productive ways of
interacting with their generativa &1 “assistants,” as well

as novel enhancemants 1o how they willinteract with their
fuman colleagues.

By 2026, exaculives axpect thar tearms to have Al lieracy
skills and expertisa in cybersecunty, along with hegghtensd
emationalmtaligence.”®

1. People
2. Readiness

What you nged todo

Transform yvour arganization by encouraging vour most
creative people touniock the power of gen AL Ask others
to follaws ther example and think outside of the box

to revolutanize workflows, eliminate inefliciences,

and build the augmented teams of the fulure;

Make gen AL upskilling an advancement opportunity.
Cpen new doors for top perfermiers, and those with future
patential, who are wiiling 1o revelutionzs work ] lows.

Crystallize a culture of curiosity, Make gen AT central
to feam bulbding. Use it to create clear feedback loops
whare they don't exest foday and distribuete learnings
and insights that previously sat on ashelfin a binder.

Redefine ways of working. Use gen Al-augmented
process minimng 10 analyze how work s dane, where
bottlenecks and nafficienoies exest, and how 1o
remediate them—including how decisior- making
can be accelerated and improved at scale.
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Chapter 21

tharerue + generative Al

Opportunity is knocking. Mo single area of an organization provides a betler
feundation ta demonstrate generativa Al success than custamer service,

Thae interplay between Al tools, human agents, and customers offers CEOs

a distinctive oppartunity to generate value while building operational proficiency
i e ways of engaging. Mo matier where anorganzation s inits AT jpurneay,
adding gen Al can provide a much-needed performance lift.™

“Godto the customer. Listen and tali \
to the customer. Explain your ideas . . A . | - \
to the customer and get some feedback.” \ p A R
y
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The three things to know
and the three things to do

1BM [nstifute for Busiess Value resaarch has identihec

three things CEDs naed Lo Kncny atd do right fow

Cizslomer sarvice has

leaptroggad othar funciions

te become CEOs numiber

o generative Al prionty

et

Tuir huan geents mio

heraes by Siving tham

Cus bormer-iacing
ganerative 4l

i changmg the Bame

l

L=e getieratl)vg Al
o learn mcreaboul you
CUSIOMmErs Ian you el

Hiought possibs.

“Customer sentiment and how we handle
customer interactions are really, really

Filaling pefierative 41 in cuslomer
sefyica tan spedad a seccessiul

anferprise-widea ratioul

Expleit yuecasess
and learnings

INCUSTaMer Service

1. Expernmentation

What you need to how

v 2023, CEDs told us research, innavation, marketing,
ckcompliance were the mast immedeate and valuable
user cases for gen AL Just months later, custormer service

mgre CEDS than any ather organizational lunchion ar service.

Thes makes sense, as gen Alis the nextiogical step for

i customerservice foryears. Infact, §87% of these
prganizations have already deploved gen AL in conjunction
wath tracibional ALin custamer serveta. By craating dynamig,
personaleed axpenances har bath customaears and hurman
agents, this approach has the potentsl o spur a saismic

chift in productivity and effectiveness &°

Exscutnves recognize the power of gen Al to deliver
transformation in custarmer service. They anbcipata
a lang tist of benafits, with enhanced customerand
pmployes experiences al the wop.

assislants are not anly usaful; they're essenbal,

What you needto do

Free up human agents so they can praat to mora
persanalized customer engagemenl—whers 11 matlars
micst—=to offer anhanced value to customers, differentiate
vour brand, and begin transforming custamer service fram

a cast canter info a revenude acceleralor,

Prioritize use cases that improve the agent experience.
Let agents tap gen Al fo answar questions aboul products
and services and offer personal recommendations.
Giva agents quick and easy access o call transcnptions

and summanes. Use gen Al for instant transiations,

Let gen Al manage standard customer interactions,

Ralay he mora caomplex and sensibive guenes 1o your
human agents. Along with empathy, ansure they hava

the busimess acumen to offer the top-tier secvice that can
convert unhappy customers into brand bayalists Gre agents
and team leaders access o personal analyhics o anhance

coaching and performance.

Don't play “hide-and-seek"” with your customers.
Tell them when they're engaging with a gen AL bot.

And let them request human agastance at wil,

no questions asked.

important to us. And so, we've used generative \ But executves are particularly interested in using gen Al
Al to read the collected transcripts of those calls . sist human agents. More than two-thirds say they w

. i - : ; hawve irvested in gen Al use cases 1o serve agents diractly
and help more quickly identify the problematic

by the end of 2024, including deploying gen Al for agent
ones where we need a leader to come in and

: _ . traiming (67%), and enabling agents 1a interact dire
coach the person to a better result.” w ' gen Al todeliver improved instant ass

Judy McReyniolds

Charman gnd CeEO ArcBest
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Wnat you need to Row

By 2027 B9% of execs sav gen Alwill be interacting
directly with custemars. It's high stakes when businesses
are putting gen Al on the front line where missteps with
custarmers could be catastrophuc far the brand.

It may be lemptng o deploy gen AL with customars
auickly, bul it's eszential that leaders understand the
custormer pan paints gen ALcan resolve best and apply
what they learn from agent interactions. Some concerns
are already top of mind for executives, including the lack
af a secure envirenment far organizational data, difficulty
integrating with business precesses, and issues with
transparency or auditability,

AL least in its early learming phase, unsupervised

gen Al has the potential fo create less-than-ideal
outcomes. Peaple—and for customer service, that means
agents—can provide the guardrails. Agents enhance what
Al brings while acting as a backstop lor Al-ganeratad
misintarmation. 4nd as the technology becomes

mare sophisticated, agents can torga the amolianal
connections with clents that can yield new insights

and apportunities. It's about agents plus Al—a winning

combination that can drive added value for the enterprise.

130 Section 3 Al-enabled people

What you need to do

Tocanguer high riskes and canture gh rewarnds
i customer service, gen Al deployment should
be about isterung, testing, and then capitalizing,

Investin direct engagement between customers
and gen AL But den't do it blindly. Start by detarmining
which challenges ars most Likely to posa the mast risk
fer your organizatsan and which gan Al use cases

can be designed to mitigate those pitfalls.

Use gen Al as aresearch tool. Cellect and analyza
cenbiment-based metrics for each customer sarvice
interacton. Start with low-risk, low-effort use cases that
addrass key custemar concerns. Stay mindful of whal
differentsates vour brand today and how Al can enhance
what makes your organization urigue.

Use gen Al for more than interactions and engagement.
Crrove innowvation by lapping inta new coportenikss with
custemears and frack customear sarvice succass. 5o how
autcmated appbeations influance sales and custamer
loyalty across the customer lifecycle. Refocus efforts
argurnd dala govemance,

What you need to how

The call center continues to ba ripe for transformation.
During pandemic lockdowns, it became clear haw much
customer servece could be automated—but we also suffered

far the lack af human contact

With genaratve Al, orgamzations gat the best ol bath worlds.
By paining automation weth humanity, cestomear sarvide
becomes a proof of concept, demonstrating 1o the rest

of the enterprise how new tech tools can improve

emplovee satisfaction, impact customer engagemeant,

and drive retums,

Uzing ganerative Al fo make automated responses better
and more conversational can quickly demaonstrate how
Al's impact can be used to upgrade semvice elsewhara

in the orgamzabion. And Tor most organizateans, tha
appartunily 15 wide apen. Far examgple, most businessas
say they haven't aphmwzed their abibity to reveow and retramn
customer zervece bats, and only 38% are able to distinguish
custamers by category, such as lovally program members

ar high-value custamers.

What vou need to do

Hecause generatve Al 15 a5 much about vour people
ak itz about technolegy, the very visible realm of custemer
service will serve to motivate change across the enterpnzse

Re-orient customer service from problem resolver to
innovation hub. Foster oulcomes-based generative AL
expanmentat:an that an be measurad, aptimezed, and
scaled, And package specif learmings that might be readily
apphed across other areas,

Shout-out generative Al successes. Share axemplary
putcomes al ndoidual and functional levels. Demanstrate
o employees in other areas how they can bepefit from
gererative AL by lighbghting the ways inwhich gen AL
capabifities mprove not (ust customer s experiences

put employess crcumslances.

Challenge and motivate your workforce, Push them

o explore how generative AL can helpn their day-1o-day
work—beyond the initial use cases. Create gamified
ppportunities for individual contributars to pitch

use cases thal can spark new ideas and applications.
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Chapter 22

gar and eployee eperence +

Today, every product is a digital product—and every company is selling a digital experience.
Regardless of industry, all busmesses are now campeting with the digital experiences that have
; ] - E redefingd consumer and employes expectabions. And the competiton |5 steep.
first toimprove the emplovee experience, then to improyve
the customer experience, and then to take cost out. Hyper-personalization is now the high bar, as customers demand targetad offers, f‘:'l-a-.-a,-.:
: : : i . recommendations, and seamless customer service. But bespoke interactions aren't enough.
T'he hlggﬂht Opportunity in front of us is to remove o1 Expanences must also be mtubve, serang upwhat customers and employees wanl belore
reduce the cug}liti\ru wurﬁluag on our frontline teams." gy W L ' : thiy've even asked far i1,

. = i o |

Sampafh Sowmyanarayan o , Lo P . [ . " ! Gen A6 promises o elevale these axpeclations—and give campanies the taols to meet them
CED. “orizon Consim .L Az w i : act, global culives say that gen ALis the top trend thay expect 1o disrupt the way ther
e prganzations design experiences gong larward,
=% F
‘ » Forazampla, ananhine retaler can use gen Al tostreamling its search tunction, Rather than usng
Ii. - - . - g - i | categones and ilters, customers can ; rwehal they want in natural language—typed ar
| - b ‘ J : Yol Ll e i i s spoken—speciying key details, such as color, size, or matenal. Thay could even inclieda their
= : - e 2 ; A budget and target delivery date to refing search results, In this instance, not aonly do customers
d H_ . ; ; get what they need easily, they provide valuable data the retailer can use te mform fulure
i ; " = s busmess decisions,
- L
- . In thes erviranment, every axpenence should incorparate Al and every applic
B . ke an experience—the two ara inextrncably lnked.
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The three things to know
and the three things to do

[BMH Instiiuia for Business Yalue rezaarch fas identited

thias things CEOE nead fo know and do fght now

14 BEBanEnces
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customar Coniigance
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they wani=and mora

“We firmly believe that developing a superior
customer experience is what truly sets us
apart. To achieve this, we are integrating Al
technologies, including generative Al,
to optimize and elevate how our sales
force provides information and knowledge
to our customers.”

Fermando Gaonzalez

What you need to how

You can'tplease all of the people all of the bime. Or 2t least
you couldn 't betore gen AL

The hyper-personalized journeys created by gen Al promise
to revolutionize how companes conneciwith custom
pmployees, Forexample, a financal sarvices compan

gen Al lo rapidly analyze therr own customer data—as well as
data from social sources and partner arganzations—to
determing which customers are most hkely to 1ake

actions, from opening a new checking account 1o imvesting
assets toapplying for aloan. Gen Al can then help bankers
achieve rue ona-ta-one marketng with a parsonalized
strategy and avtormated, point-in-time custormized offers,

translated into the customer's preferred languags

Globally, 57% af executves, creative directors, and designars
believe gen ALis the most disruptve force impacting how they
will design experences going forward, This outpaces other
consideratans—even those as serious as cybersecunty
threats, changing regulations, and sustainability issues ™
Personalzation s at the core of this evolution. In fact, the
combination of betier content quality and personalizabon is
the number-one Bamefil drving arganizatians to renvent thaer

expenences with gen 817

But how argamzations will get there i shil a bt hazy Whila
TB% af executives say therr cogamizatan has an approach

for scaling gen ALinto custorner zrdd employes experiences,
rost are shill figunng out how to ensure consestent quality. One
approach = 1o use a proprietary gen AL model that's trauned an
approved materials, programmed to mest specific performance
berchmarks—and ac bie anly ta emplovees. These models
car ba integraled seamlessiy into anarganization s exesting

infrastructure, whech provides a more cohesive user experience,

What vou need to do

While generative Alis accessible to all, haw CEOs choose

to s this capability can be a differentiator. By analyzing large
amounts of user data, gen Al canidentify common pain pamts
and help design expenances that areintustve, angaging, and
umnigue. Make this vaur moonshot to deliver steliar results.

Empower designers to become content curators.
Augment content creation with gen A1 to create adaptive
designs that automatically adjust based on how users
actess and interact with content. Apply the human touch

i the details that can make all the difference,

Prioritize everything proprietary. Mot all users interact
with experiences the same way, Complament open models
with desperinvestments n propnetary data to help gen AL
idartily patterns that are urique to your customars and
emplovees. Gen Al canalso use proprietary data to

persanalize, refine, and improve axperances over lima,

Lead with design thinking. Use gen AL to make the
complex simple, not the other way around. Embed design
inta everyihing vou do to change how things work—not just
b ey ook,
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1. Strategy
R

3. Employees

What you nead to kow

Generative Al can give customers what they want faster
thar aver befare—but that conveniences 15 only valuable
wihenit's built on a foundatsan of trust.

I customers don't tunk the recommendations they recaive
ara algned with their interests or values, personalzation can
harm rather than helpcustomer relabonships. Stniking the
right balance s crucial, but CEDS also feel pressurs to act
fast, To keep upwith the pace of changs, organizations are
rapidly relling out customer-facing gen Al in several areas.

Voice: 25% of organizabons are deploving gen Al-powersd
valce conversations with custamers today, and 71% predict
thay Il be offering thes by 2025,

Chat: 38% of organzations are using gen Al text-hasad
chatbats with customers, with 81% axpected to do so by 2025,

Dutreach: 31% are using gen Al for customer outreach,
and TE% plan to do so by 20257

But 80% of buzsiness leaders seeaxplanabulity, ethics, bias,
ar trust as a major concern on the road 1o gen Al adaptian.
And half say their organizateon currently lacks the governanss

and structures needed to manage gen Al's ethical challanges.

Samearganizations may cul corners to mave ahsad quaickiy,
but mast are commtted to respansible action: In fact, 72% of
execulives say they'll step back from gen AL inthiatives if they
think the benafits could come at an ethical cost. In this case,
less is mare. These same organizations are 27% more likely

toautperfarm on revenue growth than others,

136 Section 3 Al-enabled peopls

What you need to do

Lead with empathy fo build trust while vou speed toward
innovative new experiences. Priontize ethics and invite
customer feedback fo engage customers, ientify pain
points, and pival 25 therr demands evalve.

Empathize with customers to build trust. Make empathy
a guiding design principle for customer experience. Win
customer trust by developing your generative AL ethics in
accordance wilh thar concarns. Hold ecosystam partners
b thie same standards.

Turn data provenance into data wealth. Present custormers
with frustworthy experniences and gain data in return. Iterata
te improve and personalize products and services for growth
and greater ROL

Hyper-personalize marketing once and for all.

Build gen Al inte customers” expenence fram their first
brand encounter. Earn trust by powering personalized
marketing campaigns, targeted advertising, and direct
customer outreach with gen Al—and encourage continual
customer feedback.

What you need to how

Gen Al s transfarming work, automating tasks that were
previously foo complicated for & machine to handle,

But buginess leaders don’t plan to replace fuman talent
whaolesale, On average, 87% of executives expect jobroles
ta be augmented, rather than replaced, by gen AL

Devalaping humar-machine partnerships that will engage
amployass—nol enrage tham—is an argamzaticnal changa
challenge oneterads. And thase that got it nght have alot

o gam: Organizations thal deliver top employes experiences
autperform on revenue growth 21% maore than others.

& great expenencs s also the ulbmate change management
tool, a5 it inspires employess to adopt new ways of working,
Whan organizatons automate tedious tasks, such as
translation or device aptimizatsan, it can boost ermploves
praductiaty and satsfacton by letting humans fecus on
bighervalue work. These preductvity gains are ultimately
what will aliow teams to delwver innovations that bath
differentiate tha organizaton and make jobs mora intereshing.

CEOs need o ratfink the operating model with an aye

toward embedding gen AL inways that wall do the most i
improve emplayess” lves, For example, argamzations can
use gan Al to provede a seamless conversational nterface
for back-atfice systems, rooting the employes exparience

innatural languags.

The end goal is to give employees a one-stop-shop far
managing their dauly tazks. Rather than logging into separate
platforms, seamiessinterfaces let them de more within
asingle tool they're already using. And as companies
migrate balween systems, the emplayes experience
remams unchanped.

[ |
1 Strategy

2o CUstomers

What you need to do

Use genarative Al to put your emplovees in the operating
model of omerrow. Develop effective human-machine
partnershups o create more value than ether can alona—
and keep employes engagement top of mind.

Activate the ultimate change management tool.

Make a good imprassion with gen Al by showing amployess
haw it can boost therr efficiency and productivity—and what
that cauld meanlor ther carears. Gva emplovess avaica

o remediate negative experences.

Convert talent challenges into operating model
opportunities. Integrate corversabional A1, bybnd cloud
platfarms, intelligent workflows, and agile ways of warking
o empower people 13 perform at the fop of their pame.

Expand the remit of human workers. Lean onemployees
to help design human-centric experiences and determineg
which tasks are ripe for gen AL Pair human workers with

digital aszistants, Start with HR touchpaints and build out.

ABNIASIA:ORG
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IBM Institute for Business Value

The &M Institute for Business Yalue (1BM IBY) delvers
trusted, technology-based business insights by
cambining expartise from industry thinkers, leading
academics, and subject-rmatier experts with global
resaarch and parformance data. The [BM IBY thought
leadership portfolo ncludes research deep dives,
benchmarking and performance compansons, and data
visualizations that suppart business decision-making
acrass regeons, mdusties, and technologies. To stay
connected and informed, 5ign up to recelve IBM IBY's
email newsletter at ibm.comyiby. You can alse find

ws on Linkedin at ibm.eofibe-linkedin.

About the CEQ's Guide to Generative AL

The content inthis Book was informed by [BM Institute
tor Business Value propsietary research and expert
analy=is. All data comes from survays conducted in
partnership with Osidord Economics, unlass otherwise
nioted. Generatrve Al was used to accelerate the writing
process, helping our editonal team turn data-driven
insights inta compelling narratives faster than would
have been possibde otherwize. We used a pre-trained
gen Al volce and tone assistant and a series of
pre-defined prampts to cut our content creation
tirneline by 50% for each digital-first chapter.

The images in this report were developed
using generative AL

As part of our treditional concepting phase, [BM 18W
designess arrived at the idea of using particles

te communicate the relationship between data and

the design of experiences. The designers used Adobe
Firaily to genserate imeages of the thread shapes, and than
translated those images mto 30 art. The time saved using
this approach was substantial. What typically woubd have
taken four weeks to produce was campleted in justone.
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Conclusion

Make
‘einvention
a reality

How can CEOs future-proof the business when they don't know what tomorrow
will hold? 1t starts with building a flexable foundation.

Like skyscrapers constructed to withstand gale-force winds, companies must
be redesigned to absorb future shocks: They need adaptable data and technolagy,
responsive operations, and creative people who are ready to solve any problem

that might arise.

As markets evolve at a feverish pace, CEOs have the power to define
next. But to reinvent their business and operating madels, they'll
beyond iteration to embrace true revolution.

But no organization cando it alone. At 1BM, we're tapping deca
in creating technologies and driving enterprise transtormation

navigate the unknown,

Let’s create what's next together. Future chapters are ours to wr
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