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I’M HAPPY TO say this is the 
last Workflow of 2020. Not, of 
course, because I don’t want 
more Workflows, but because 
I’m just happy to see the last 
of anything in 2020. I’m sure 
I’m not alone. 

That said, I think this is a 
pretty great issue, so we’re 
ending with a bang. The AI 
Issue was originally scheduled 
for May, but as we were get-
ting ready to start production 
in late March, we realized it 
just wasn’t the right timing — 
work-from-home and security 
issues were far more pressing. 
So we’re now happy to bring 
you an issue that has been 
almost a year in the works. I 
think the timing is right. 

As we head into the last 
couple of months of 2020, 
nearly eight months into the 
COVID-19 pandemic with all 
the changes it has wrought, 
most of us now realize there 
is nothing temporary about 
some of the changes we’ve 
seen in the workplace, and in 
fact we’ve entered a complete 
paradigm shift. Remote work 
exists on a much wider scale 
than it did in early March, 
and every study and report 
indicates that it’s going to 
continue. We’ll never go back 

to where we were in those 
early days of 2020 — compa-
nies have learned too much 
about how much money can 
be saved with even a partially 
remote workforce, as well as 
the type of collaboration that 
can be achieved even when 
workers aren’t in the same 
building.

Some of those abilities are 
thanks to artificial intelligence. 
AI plays a role in allowing 
remote workers to collaborate 
effectively and for organiza-
tions to continue to func-
tion efficiently in this strange 
new world. From hiring and 
onboarding new employees 
to allowing those employ-
ees to collaborate through 
cloud-based platforms, and 
even keeping tabs on remote 
employees’ mental health, AI 
plays a role in many areas that 
help support a remote work-
force. And of course there are 
the other areas affected by the 
pandemic — online shopping, 
food delivery services, and the 
myriad other industries that 
have had to adapt to chang-
ing times and can benefit from 
automation.

One of the more interesting 
themes I found throughout 
this issue is the idea that, 
when it comes to AI, while 
there are always advance-
ments to be made, we’re in 
a really good place. Essen-
tially, AI is currently advanced 
enough to meet our needs. 
It’s pretty impressive — may-
be one of the better things 
that can be said about 2020.

EDITOR’S LETTER
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THE FUTURE OF AI IS TODAY
By  Kevin Craine for Workflow

There is a lot of excitement and discussion surrounding artificial intelligence these 
days ... and for good reason. Business leaders and innovators are working to 
capture the promise of AI to deliver a competitive advantage as well as cost and 
time savings. The technology is altering industries from finance to manufacturing 
with new products, processes and capabilities. And while Hollywood often 
portrays AI in a future world with smart robots with superhuman characteristics, 
the truth is that these technologies are already at work fueling important changes 
in the way business is conducted every day.  
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Artificial intelligence provides 
the potential to re-engineer and 
improve core business process-
es that drive the success of any 
enterprise organization. In many 
cases, those improved process-
es will operate in a completely 
different way; fully automated 
and autonomous, freeing up 
time previously taken by hu-
mans to perform redundant and 
repetitive activities. 

THE FUTURE, TODAY

The implications of AI are al-
ready being experienced across 
all industry segments. To begin 
with, AI is being used to drive 
productivity and efficiency 
across universal back-office 
operations that all organiza-
tions must manage. Common 
activities like order process-
ing, invoicing and shipping are 
all prime targets for process 
improvement using AI. Leading 
companies in manufacturing, 
utilities, insurance, and more, 
are all upping investments in 
AI with the aim of creating an 
intelligent enterprise that is 
more agile and innovative, and 
receptive to process improve-
ments that translate directly to 
the bottom line.

IMPROVEMENT  
OPPORTUNITIES

AI-enhanced tools provide 
the solutions and capabilities 
that organizations need today. 
According to research from 
AIIM International, two-thirds 
of organizations say that their 
core back-end processes are 
less than 50% automated. 
And organizations that per-
form below average report that 
their back-end processes are 
at least 75% manual – a deep 
challenge as digital disruption 
accelerates. The improvement 
opportunities lie in the growing 
disconnect in organizations be-
tween their desire for process 
automation and the information 
that is needed to drive those 
processes. As a result, compa-
nies are actively searching for 
new approaches using AI that 
make a real difference to or-
ganizational performance and 
profitability.

THE BOTTOM LINE  
ON BOTS

Applying AI in the real world 
requires a number of important 
tools, foremost being automated 
software known as “bots.” Bots 
are bits of automated software 
that run without the need for a 
human. Typically, bots perform 
tasks that are both simple and 
structurally repetitive at a much 
faster rate than would be pos-
sible for a human alone. Bots 
present a huge step forward 
in an organization’s ability to 
digitally transform and funda-
mentally influence organizational 
performance with higher levels 
of process efficiency, agility and 
service.

For most enterprise orga-
nizations, a combination of 
attended and unattended bots 
provides for the most optimal 
approach to intelligent automa-
tion using AI.

USING AI IN  
THE REAL WORLD 

The key to gaining advantage 
from AI is turning innovation 
into real-world process im-
provement. It’s not about the 
technology, it is about boosting 
the performance of the organi-
zation. How are organizations 
putting that desire into prac-
tice? Here are three examples 
of how AI is applied to pro-
cesses that nearly all organiza-
tions must manage. 

INVOICE PROCESSING
Accounts payable is a funda-
mental activity. Pick any en-
terprise and you can bet there 
is an AP function at the heart 
of financial operations. But 
for most, invoice processing 
is a people-intensive process 

  11 | 20 workflowOTG.com  9

https://info.aiim.org/incorporating-robotic-process-automation-into-your-information-management-strategy
https://info.aiim.org/incorporating-robotic-process-automation-into-your-information-management-strategy
https://info.aiim.org/incorporating-robotic-process-automation-into-your-information-management-strategy
https://info.aiim.org/incorporating-robotic-process-automation-into-your-information-management-strategy
https://info.aiim.org/incorporating-robotic-process-automation-into-your-information-management-strategy
https://info.aiim.org/incorporating-robotic-process-automation-into-your-information-management-strategy


requiring multiple steps and 
multiple staff members to 
administer the process. The 
result is an often costly and 
time-consuming activity that 
leaves companies victim to 
the inherent inefficiencies. 

Artificial intelligence is 
applied to automate and 
streamline invoice processing, 
thereby relieving humans of 
having to perform the repet-
itive, mundane and manual 
tasks that plague the process. 
A research study from Medius 
found that organizations that 
adopt AI in AP automation 
save an average of one hour 
per day in invoice processing.

ORDER PROCESSING
Every commercial enterprise 
needs to land customers and 
process orders. But the more 
successful a company gets, 
the more difficult it can be to 
manage the process efficient-
ly. Order processing involves 
multiple stakeholders and 
departments, such as cus-
tomer service, sales, manu-
facturing, logistics, accounts 

receivable, and finance. A 
number of applications can 
also be involved, including 
enterprise resource planning 
and customer relationship 
management platforms, not 
to mention accounting soft-
ware and business process 
management solutions. And 
do not forget approvals, along 
with exceptions for workflow. 
This all adds up to tremen-
dous opportunity for process 
improvement. 

Artificial intelligence works 
to eliminate the mundane, 
manual, and repetitive tasks 
that increase operations costs 
and slow the pace of busi-
ness. It meets many of the 
objectives for organizations 
looking to use automation for 
process improvement. Smart 
systems are used to monitor 
a customer portal or corpo-
rate email inbox for new sales 
orders, automatically process 
the orders, and extract and 
validate the information in 
accordance with predefined 
business rules ... all without 
human intervention. 

SHIPPING
Shipping is another key ac-
tivity where AI can be applied 
for process improvement. 
The shipping and handling 
activities in many organiza-
tions continue to suffer from 
paper-based and manual 
workflow. Vendors prepare 
shipments with a bill of lading 
document, the carrier accepts 
the shipment and provides 
a freight bill, the vendor val-
idates the bill and initiates a 
purchase order, the carrier de-
livers the shipment to the cus-
tomer with a delivery receipt, 
and the customer validates 
the delivery receipt against the 
purchase order. All of this is 
highly manual and fraught with 
the potential for human error. 

AI-enabled software works 
to streamline the process, 
eliminate error and speed the 
pace of business. Intelligent 
task bots automate the effort 
required to validate shipping 
and sales information, cal-
culate shipping charges and 
import data into ERP systems. 
And unlike workers on break 
or vacation, processing is 
continuous and automatic. Ac-
cording to a study conducted 
by McKinsey, 44% of execu-
tives say that AI has reduced 
costs with this “digital work-
force” approach.

BEST PRACTICES

What steps should you take to 
make the most of your efforts 
to use AI to improve process 
performance? Consider these 
five best practices. 

Define a real-world process 
improvement opportuni-
ty where AI can help. The 
concept of artificial intelli-
gence can seem futuristic, 

Attended bots work alongside humans and are useful when 
the entire end-to-end process can’t be automated. Triggered 
by a human user as needed, this bot/human approach works to 
optimize tasks by offloading portions for automation at the time 
of need, helping work get done faster. This is especially useful 
for front-office activities such as marketing, sales, service and 
support. A call center agent can get help from an attended bot 
in real time during a live customer call, for example. 

Unattended bots execute tasks and interact with applications 
independent of human involvement. They can be triggered by 
events or perform autonomously according to a predetermined 
schedule. Back-office activities such as inventory manage-
ment, supply-chain or logistics benefit most from unattended 
bots which typically perform batch operations that do not 
require user intervention. 

WHAT KIND OF “BOT” DO YOU NEED?
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but the advantages are avail-
able today. Work to clearly 
identify which processes are 
good candidates for automa-
tion and why. Detail the gaps 
in performance that will be 
improved, and set forth rec-
ommendations for solutions 
and technologies that address 
the specific points of process 
improvement opportunity. 

Work to automate gaps 
where automation has not 
been applied. Many organi-
zations have adopted discrete 
pockets of process automa-
tion, but many key business 
activities continue to require 
manual intervention and data 
entry. This is typically be-
cause the right tools have not 
yet been applied. Start with 
these and then expand to 
cover larger, enterprise-wide 
projects.

Calculate a return on in-
vestment based upon gaps 
in process performance. By 
defining realistic opportunities 
for process improvement you 
make the task of calculating 
a return on investment in AI 
much easier. Work to estab-
lish a clear linkage between 
the technology, the process, 
and the advantages that your 
improvement efforts will bring 
about. With a grounding in 
core processes that drive the 
organization you will more 
likely enlist the C-suite sup-
port and funding you need.   

Demonstrate the competi-
tive edge. All the technology 
and systems in the world are 
for naught if they don’t im-
prove the performance of the 
organization. It is important to 
understand and demonstrate 
how the effort to adopt AI 
gives the company an edge on 

the competition. According to 
the Medius study, more than 
80% of executives today feel 
that AI can lead to a competi-
tive advantage, so show them. 
Demonstrate, for example, 
how faster, more accurate AP 
operations improves vendor 
relations and ensures timely 
production. Show how im-
provements to order process-
ing will increase cash flow and 
ultimately land more custom-
ers. Reveal how streamlining 
and automating shipping 
administration saves money, 
increases customer satisfac-
tion, and sets the company 
apart from the competition.  

Leverage the right technol-
ogies and best practices.  
Companies that are success-
ful with artificial intelligence 
are the ones who are suc-
cessful at taking the robot 
out of the human being. Best 
practices all center on liberat-
ing employees from mundane, 
repetitive tasks, allowing them 
more time to use their exper-
tise, intellect and creativity to 
solve higher order business 
challenges. By automating 
core activities that make 
sense, and then reapplying 
their human capital in areas 
that provide greater value to 
the organization, companies 
leverage AI for process and 

organizational improvements 
that make a real difference in 
organizational performance. 

MOVING FORWARD

Adopting AI for process im-
provement is not a one-and-
done process. It is a constant 
and evolving approach to boost 
organizational performance. 
Solutions and techniques that 
leverage developments in 
artificial intelligence make that 
happen. You will be most suc-
cessful starting with discrete 
applications that streamline 
and automate core activities, 
and then expanding on those 
capabilities. 

Follow these best practices 
to maximize the value of your 
technology investments and 
bridge the gap between auto-
mation and innovation. Look for 
providers and resources with 
the right mix of expertise, per-
spective and capabilities that 
will help you make the most of 
using artificial intelligence for 
process improvement.  

Kevin Craine is a writer, 
technology analyst, and 
the host of The Digital 
Transformation Podcast. 

IT IS IMPORTANT TO UNDERSTAND 
AND DEMONSTRATE HOW THE 
EFFORT TO ADOPT AI GIVES 
THE COMPANY AN EDGE ON THE 
COMPETITION.
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FOUR AUTOMATION PREDICTIONS 
IMPACTING THE FUTURE OF WORK

By  Neal Gottsacker, Nintex

As enterprise automation rapidly accelerates during the COVID-19 crisis, it’s im-
portant to accurately understand its impact. While its effects are felt deeply across 
an organization, the phrase “enterprise automation” paints an intangible picture. It 
does not, for example, mean that androids will enter our homes or offices and com-
plete corporate tasks in our stead.   
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So, what does the automa-
tion revolution actually look 
like at the enterprise level 
— and what role will humans 
play in that future?

To answer these questions, 
I’ve outlined four key predic-
tions for the near future of AI 
and automation below. The 
takeaway: These technologies 
have the ability to dramatically 
improve our most tedious and 
mundane processes, empow-
ering humans to be more, 
well, human. 

1. RULE BUILDING BY AI

Within the next five years, 
I believe up to a quarter of 
decisions in human-centric 
workflows could be made by 
artificial intelligence (AI) and 
machine learning (ML). These 
technologies will study pre-
viously defined processes, 
past experiences and ongoing 
interactions to develop basic 
rules for common scenarios. 

For example, AI/ML could 
be used to develop rules for 
time-off requests. Today, most 
time-off requests require a 
manager’s manual approval to 
move forward. Yet the effort 
needed to track individual 
employees’ PTO balances 
and cross-reference their 
requested dates with upcom-
ing projects and deadlines is 
time-consuming and monoto-
nous. AI/ML tools could easily 
be programmed to automate 
the entire process.

Similarly, when a customer 
complaint is escalated, a cus-
tomer support representative 
typically has to go to a man-
ager to obtain approval for a 
discount or gift card to ap-
pease that customer. AI/ML, 
however, can learn from these 

patterns and develop rules to 
automatically offer a discount 
before a customer incident 
reaches an escalation state.

AI can also assist in opera-
tional enablement tasks, like 
improving data governance, 
security and compliance. As 
the quantity and complexity 
of data increases, so does the 
risk of human error. Automa-
tion can not only streamline 
data management, but also 
flag anomalies and prevent 
potential breaches. 

According to Microsoft’s 
Work Trend Index, 31% of 
U.S. respondents reported 
increased burnout at work 
during the pandemic. AI rules 
could provide much-needed 
efficiencies and give workers 
— who noted “unmanageable 
workload or hours” as one 
of their top four stressors — 
more time back in the day. 

2. THE DECLINE OF 
PRINTED DOCUMENTS

Considering we all have mini 
computers in our pockets, the 
fact that we still rely so heav-
ily on old-fashioned paper 
documents feels paradoxical. 
Yet while “going paperless” 
has long been predicted in 
workplace trend pieces, con-
sumption of paper products 
continues to rise each year. 
The confluence of current 
events, however, might finally 
result in that prediction com-
ing to fruition. 

During a global pandemic 
when many office workers 
work remotely, sharing paper 
documents is not feasible, 
and to do so would pose a 
health risk. Likewise, the shift 
to remote was abrupt, leaving 
many without access to com-

mon workplace resources, like 
printers, in their home office 
spaces. 

At the same time, climate 
change has been top of mind 
as wildfires continue to rage 
across the western United 
States. While a shift to digital 
documents wouldn’t solve the 
issue, it would help us con-
sume less, on both individual 
and corporate levels. 

Going completely paperless 
is likely a pipe dream, but 
current conditions have made 
it more likely we’ll finally see 
a significant decline in printed 
documents in the workplace. 
In their place, automated 
forms for enterprises will con-
tinue to gain popularity. 

Digital forms provide 
UX-friendly features like 
drag-and-drop tools, reduced 
errors with advanced business 
logic and responsive designs 
that seamlessly translate 
across devices. Additional 
features like barcode scan-
ners, geolocation tags and 
attachment uploading make 
digital forms a more natural 
fit for today’s increasingly 
dispersed workforce. And as 
health precautions remain in 
effect, digital forms can be 
used as check-ins for employ-
ees and visitors reporting to 
job sites. 

 

3. AR/VR IN THE  
WORKPLACE

No longer relegated to the 
gaming world, the augmented 
reality (AR) and virtual reality 
(VR) market is expected to hit 
$55 billion by next year. AR/
VR simulation technologies 
are already in use across the 
manufacturing, medical and 
aeronautics industries. 
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Of course, using AR/VR 
to learn how to fly a plane 
doesn’t make much sense in 
an office environment. But 
there are plenty of opportu-
nities for AR/VR to enhance 
certain enterprise processes, 
especially training and on-
boarding workflows. 

Imagine a personalized 
virtual assistant, represent-
ed as an avatar, available to 
walk you through onboarding 
forms and documents when 
you start a new job. In an 
office setting, a virtual assis-
tant could eliminate the need 
to track down HR every time 
you have a simple paperwork 
question. And with remote 
work on the rise, virtual assis-
tants could streamline hiring 
and onboarding employees at 
a distance. 

Workplaces could also 
deploy remote classroom 
technologies, like Google 
Expeditions, an immersive 
educational tool that enables 
students to go on VR trips 
and interact with AR objects. 
Microsoft’s Hololens, an im-
mersive mixed reality pair of 

smart glasses, could similarly 
be used to increase employee 
engagement during workplace 
training sessions. 

4. PROCESS AUTOMATION 
IN STEM

Lastly, STEM curriculums at 
all education levels will soon 
incorporate more diverse 
types of automation to en-
sure future generations have 
the skills to streamline work-
place processes. Many STEM 
programs already include 
robotics courses, which teach 
kids how to build robots that 
can complete manual labor 
tasks, like moving products 
on a factory floor. But the next 
evolution of STEM programs 
will include process auto-
mation courses designed to 
teach kids how to automate 
business workflows.

As the competition to pro-
duce top tech talent height-
ens, these curriculums will 
become a key pipeline for 
success. It’s likely we’ll also 
see universities engage more 

deeply with businesses. 
These partnerships will result 
in graduates possessing more 
hard skills out of the gate. 

Similar to vocational pro-
grams for electricians, nurs-
es and mechanics, process 
automation trade schools may 
soon pop up. These pro-
grams would give students 
the hands-on training they 
need to enter the workforce 
— without the price tag of a 
four-year university.   

Eventually, low- and no-
code process automation 
experience will be the new 
standard for applicants enter-
ing the workforce — just as 
experience with productivity 
software, like Microsoft Office, 
is now a given. In fact, Gar-
ner predicts that over 50% of 
medium to large enterprises 
will have adopted a low-code 
application platform by 2023.

LOOKING AHEAD

What sounds like the plot of 
a sci-fi novel may not be too 
far off. Imagine a future where 
humans leverage machines 
to maximize economic output 
while enjoying more leisure 
time to spend on hobbies, 
volunteering, relaxing with 
family or traveling. 

At the very least, the ex-
pansion of automation in the 
workplace would allow us to 
spend less time on rote tasks 
and tedious processes and 
more time ideating, innovating 
and engaging in truly mean-
ingful work.  

THE NEXT EVOLUTION OF  
STEM PROGRAMS WILL 
INCLUDE PROCESS 
AUTOMATION COURSES 
DESIGNED TO TEACH KIDS 
HOW TO AUTOMATE  
BUSINESS WORKFLOWS.

Neal Gottsacker is Chief 
Product Officer, Nintex
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SHOULD YOU BE SELLING 
INTELLIGENCE?

By  Christina Robbins, Digitech Systems, LLC

If you haven’t yet figured out how to add AI to your product lineup, now is the time. 
Though it’s fun to imagine our next robotic coworker and to visualize how artificial 
intelligence (AI) may change our lives going forward, the reality is that AI is already 
at work within many software applications. In fact, by 2025, IDC expects 90% of 
software applications to embed AI in some capacity. Why?   
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As the pace of data creation 
continues to accelerate, 
businesses are having more 
trouble locating what they 
need to make timely, informed 
decisions, and AI can help 
them sort through the noise 
to get to what matters most. 
Analysts expect the market 
for these technologies to top 
$23 billion within the next few 
years, so there is plenty of 
opportunity for information 
management resellers to get 
involved.

AI AND INFORMATION 
MANAGEMENT

Though AI has been defined 
in the past as any technology 
that replaced human effort 
with automation (which 
potentially includes all 
software applications), today’s 
AI goes much further. It falls 
into three categories. First, 
driven by more powerful 
onboard computers, robots 
have become smarter, and 

they are creating breakthrough 
efficiencies in manufacturing 
and inventory management. 
Second, the natural language 
processors (NLP) embedded 
in automated attendants have 
vastly improved over the 
simple yes/no responses that 
predominated 20 years ago. 
Many automated attendants 
have become so good that we 
really can’t tell the difference 
between automation and 
a live human being on a 
customer service call. You’re 
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likely using this tech at home 
in the form of Alexa or Google 
smart speakers that respond 
to your voice commands and 
can even tell you the weather 
or a joke. Third, machine 
learning technologies embed 
AI algorithms to sort through 
vast quantities of data to 
pull out patterns that may be 
meaningful. Machine learning 
has advanced significantly in 
the last couple of decades 
due to the prevalence of 
large quantities of data online 
and the advancement of the 
computer processing power 
required to churn through it 
all. 

Modern artificial intelligence 
algorithms, typically machine 
learning, already exist in some 
information management 
technologies. For example:

• Many data analytics 
applications leverage AI to 
sort through vast quantities 
of information and locate 
patterns in the data that may 
be important to decision-
making. 

• Some forms processing 
applications consider more 
data points than the simple 

OCR-based recognition of 
older technologies, resulting 
in much higher accuracy in 
the extracted data and fewer 
exceptions requiring manual 
handling. 

Take some time to 
familiarize yourself with 
artificial intelligence, and 
learn to discern between 
older legacy applications 
that are taking advantage 
of today’s interest in AI to 
market themselves as such 
without really changing their 
underlying technology, and 
those that have re-architected 
themselves to take advantage 
of today’s breakthrough AI.

CALMING YOUR  
CUSTOMERS’ FEARS

For some, artificial intelligence 
is a bit of a hot-button issue, 
and it can spark an emotional 
debate. Two of the most 
common worries are that AI 
will eliminate jobs and that 
implementation requires a 
complete shake-up in the 
day-to-day work experience. 
If you’re hearing either 

objection from your prospects 
and customers, you can help 
to calm these fears. 

AI WILL NOT  
ELIMINATE JOBS

After the fear of AI 
running away from human 
control, the most common 
misconception I hear is that 
artificial intelligence will 
eliminate jobs. However, 
the vast majority of 
analysts disagree. AI allows 
technology to reduce the 
human effort required to 
perform a task, but it works 
best in controlled settings. 
Humans still outperform 
artificial intelligence in higher 
cognitive functions such as 
evaluating, analyzing, and 
conceptualizing as well as 
creative endeavors such as 
design, artwork, and writing. 

So, what does AI really 
mean for today’s workforce? 
We should expect AI to 
eliminate mundane and 
routine tasks, which means 
many of our jobs will simply 
shift toward tasks that 
require higher-level thinking. 
According to McKinsey, 
only 14% of the global 
workforce will need to switch 
occupational categories 
by 2030 to compensate 
for this realignment of 
job tasks. For example, 
invoice approval processes 
today involve data entry, 
comparing information across 
multiple sources, obtaining 
approvals, and cutting 
checks — highly routine and 
redundant tasks. These job 
functions are likely to be 
replaced by AI. However, 
businesses will continue 
to need experts who can 
analyze financial information 
to make recommendations 

TWO OF THE MOST COMMON 
WORRIES ARE THAT AI WILL 
ELIMINATE JOBS AND THAT 
IMPLEMENTATION REQUIRES 
A COMPLETE SHAKE-UP 
IN THE DAY-TO-DAY WORK 
EXPERIENCE. 
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that leverage resources for 
the best results. The role 
of accounts payable clerk 
will likely shift toward that 
of financial analyst as the 
use of AI accelerates in the 
workplace. 

A couple of years ago, 
Gartner predicted that by 
2020, AI would create more 
jobs than it eliminated. Further 
good news: this shift creates 
more meaningful work, so we 
should see job satisfaction 
ratings rise as AI becomes 
more prevalent.

AI WORKS THE WAY  
YOU DO

Some SMBs have been 
reluctant to adopt AI for fear 
that it will be too disruptive 
to business practices and 
too hard for employees to 
adjust to the change. In many 
cases, AI can mimic human 
behaviors, so processes can 
often be automated without 
changing the underlying 
process structure. You 
simply substitute electronic 
task completion in place of 
manual tasks in your process 
flow, allowing the overall 
experience to feel similar but 
be completed more quickly 
and accurately. AI is often 
implemented with process 
automation, so look for 
technologies that include 
both to really improve your 
customers’ businesses.

AI OFFERS  
TRANSFORMATIVE VALUE

At this point, it is clear that 
the economic impact of the 
COVID-19 pandemic has been 
wide-reaching. Many compa-
nies are dealing with the dual 
realities of an anxious work-

force and lower overall reve-
nue and profitability. However, 
numerous studies indicate 
that their spend on digital 
transformation (information 
management offerings) is flat 
or even slightly increasing 
over their expectations as the 
year began. Why? In a time 
when it’s desperately need-
ed, information management 
delivers real financial benefits 
to organizations, and AI can 
be part of an offering with 
transformative value. Take a 
look at what happens when 
companies invest in AI-driven 
technologies.
• They build better 
products. 35% find that AI 
enhances R&D leading to 
faster innovation and next-
generation products.
• Customers love them 
more. After implementing AI, 
75% of companies have seen 
customer satisfaction scores 
improve by at least 10%.
• They make better 
decisions. 87% of CIOs 
report either substantial 
or transformative value to 
decision-making at their 
organizations.

Across the board, 
companies save money. 
Reducing administrative 
burden improves job 
satisfaction, boosts 
productivity, and leads to 

better results for employees. 
Organizations can expect 
to spend less on operating 
overhead, analytics, and 
payroll. In fact, Accenture 
reports that automating core 
administrative functions 
using AI unlocks $15 million 
in operating income for every 
100 full-time employees. 
That’s $150,000 per person.

CONCLUSION

If you haven’t found a way to 
add artificial intelligence to 
your product lineup yet, stop 
delaying. You need to adjust 
in order to stay relevant in 
the long term as more and 
more technology shifts in this 
direction. But it’s also critical 
for your success today, as 
organizations scramble for 
efficiency solutions to offset 
the economic challenges of a 
COVID-19 world. In addition 
to helping your customers, 
AI can be a source of new 
revenue for your business 
to help you weather this 
downturn until we reach 
better days ahead.  

Christina Robbins is 
marketing manager at 
Digitech Systems LLC.

AFTER IMPLEMENTING AI,  
75% OF COMPANIES HAVE  
SEEN CUSTOMER SATISFACTION 
SCORES IMPROVE BY  
AT LEAST 10%.
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PROVEN SHORTCUTS 
TO ENTERPRISE SCALE 

MACHINE LEARNING
By  Jelani Harper for Workflow 
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Although applications of natural 
language processing are increas-
ing, machine learning is still the 
most dominant manifestation of 
artificial intelligence in profession-
al use today. Traditionally, there 
were a number of needs asso-
ciated with this technology that 
served as inhibitors to democ-
ratizing its deployment — espe-
cially for small and medium sized 
organizations. These primarily 
involved:

• Data Scientists: At one 
point, it was widely believed 
machine learning required 
a slew of well-paid, diffi-
cult-to-find data scientists 
handcrafting machine learning 
models to leverage its benefits 
throughout the enterprise.

• Training Data: Traditionally, 
machine learning necessitated a 
great deal of labeled training data 
for commonplace applications of 
supervised learning. Depending 
on the particular use case, such 
data might be scarce or non-ex-
istent.

• Data Preparation: Worst of 
all, even if organizations some-
how could find enough mythical 
data scientists to build machine 
learning models, these profes-
sionals were forced to spend the 
duration of their time slogging 
through various aspects of data 
preparation before performing 
analytics of any type.

By now, however, the majority 
of these perceptions no lon-
ger apply. There are a number 
of shortcuts organizations can 
leverage to overcome the de-
mands for training data, data 
science, and data preparation to 
democratize the use of machine 
learning. By leveraging advances 
in transfer learning, ensemble 
modeling, and self-service data 
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preparation, even the smallest 
of companies can readily ac-
cess machine learning. And the 
business value derived from 
its deployment is expanding 
throughout the enterprise, clearly 
justifying its expenditures.

TRANSFER LEARNING

There are several ways to over-
come the obstacles to annotated 
training data that once prevented 
organizations from capitalizing 
on the various dimensions of 
supervised and unsupervised 
learning. The most proven of 
these revolves around the power 
of transfer learning, which reduc-
es the amount of labeled input 
data necessary to accurately train 
machine learning models.

The effects of transfer learning 
on enterprise applications of ma-
chine learning are considerable. 
Organizations can access trans-
fer learning models through the 
cloud or on-premises, and apply 
them to almost any machine 
learning use case. According to 
Indico CEO Tom Wilde, common 
unstructured data applications — 
such as text analytics — could re-
quire several million examples of 
the desired output of a machine 

learning model. Using trans-
fer learning, organizations can 
reduce this amount to a couple 
hundred examples for effective 
models that Wilde said “are built 
in hours, not years.”

Another prized dimension of 
transfer learning is its versatility. 
Organizations can use the same 
transfer learning model — typi-
cally accessed through a vendor 
— to create machine learning 
models for any task they see fit. It 
not only enables them to accom-
plish this task with much less an-
notated training data than they’d 
otherwise need, but also allows 
them to use more advanced 
forms of machine learning, such 
as deep neural networks. 

When working with unstruc-
tured data pertaining to text, 
images, or video, organizations 
encounter a significant amount of 
variability in the tasks that ma-
chine learning needs to accom-
plish, such as identifying all the 
different forms of PII in docu-
ments. For these jobs, they’re 
often “better off with transfer 
learning” and applying neural 
networks, Wilde said. While 
transfer learning reduces the 
amount of labeled training data 
(and time spent training models), 
neural networks abridge the time 

needed to solve business prob-
lems once organizations provide 
examples of what they’re needed 
to do.

ENSEMBLE MODELING

Data science is a lengthy, iter-
ative process. Once data sci-
entists devise machine learning 
models and implement them in 
production, they frequently go 
back and adjust them to im-
prove their accuracy. After doing 
so, the process begins again: 
models are operationalized, 
adjusted, and then put in pro-
duction again. The objective is to 
create the most accurate models 
possible. Ensemble modeling is 
an alternative technique to this 
time-consuming process that 
yields greater business value 
more quickly. Instead of attempt-
ing to create a perfect model or 
continually refining ones in pro-
duction to get as close to perfect 
as possible, ensemble modeling 
involves combining the predictive 
prowess of models to get more 
accurate results than individual 
models provide.

According to Smartest Sys-
tems Principal Consultant Julian 
Loren, many people became 
aware of the efficacy of ensem-
ble modeling during the Netflix 
recommendation engine chal-
lenge, in which the media pro-
vider attempted to improve the 
results of its recommendations. 
Despite the profound subject 
matter expertise of Netflix’s 
personnel, teams of data scien-
tists handily won the challenge 
by creating extensive ensemble 
models that bested Netflix’s 
approach “by double digits,” 
Loren recalled. The challenge 
demonstrated that simply com-
bining different machine learning 
models frequently delivers more 
accurate results than creating one 

ONCE DATA SCIENTISTS 
DEVISE MACHINE LEARNING 
MODELS AND IMPLEMENT 
THEM IN PRODUCTION, THEY 
FREQUENTLY GO BACK AND 
ADJUST THEM TO IMPROVE 
THEIR ACCURACY.
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impeccable one does — without 
having to finance costly subject 
matter experts or spend months 
in iterations.

Ensemble modeling is particu-
larly effective on business prob-
lems with a range of variables or 
machine learning factors, such 
as recommendation engines. It 
enables organizations to incor-
porate what Loren termed “all 
different sorts of math” into a sin-
gle, defined objective. Users can 
improve the results of ensemble 
models with ensemble man-
agement, which usually involves 
voting or putting more emphasis 
on the results of some models 
more than others in the ensem-
ble. However, Loren noted that 
even if organizations give each 
model an equal vote, the ensem-
ble is likely to be more accurate 
than individual models are. He 
observed that ensembling is ideal 
for “recommendation engines, 
complex analytics, or the kind of 
basic problem where there’s not 
one answer …  [For] these fuzzy 
problems the ensemble wins, 
and the bigger the ensemble, the 
better.”

SELF-SERVICE DATA 
PREPARATION

The ensemble model approach 
is much more cost-effective and 
efficient than continually financing 
dedicated subject matter ex-
perts to inform machine learning. 
However, it doesn’t overcome 
what many consider the biggest 
barrier to using this technology. 
The continual process of prepar-
ing data for analytics — including 
cleansing, implementing data 
quality, integrating, and discover-
ing data — is by far the most time 
consuming aspect of leveraging 
advanced analytics. However, 
recent advancements in self-ser-
vice data preparation platforms 

that expedite the process of 
transforming raw data into data-
sets useful for machine learning 
insights have all but eliminated 
this issue. These platforms em-
ploy various techniques to ready 
data for machine learning mod-
els, including:

• Machine learning: This 
sounds like a paradox, but credi-
ble options rely on many aspects 
of AI, from basic algorithmic 
AI to more advanced cognitive 
computing algorithms, to learn 
by example. For instance, if 
users specify a certain way to 
join datasets, when attempting 
to do so again the system will 
offer them the previous join to 
approve or decline. The same 
recommendations apply to 
downstream processes such as 
transformation. In other applica-
tions, these tools “utilize ma-
chine learning for identifying the 
structure of data,” according to 
Piet Loubser, Alation VP strategic 
marketing. Doing so is essential 
for working with semi-structured 
and unstructured data alongside 
structured data.

• Business friendly user 
experiences: While traditional 
data science tools for preparing 
machine learning models are not 
meant for the layman, contem-
porary data preparation tools are 
designed for business end users. 
“It doesn’t help us to create yet 
another IT tool and program it in 
SQL or Python or Spark or what-
ever,” Loubser said. “We just 
don’t have enough of those skills 
to go around.” Instead, using ap-
proaches centered on drag-and-
drop and point-and-click meth-
odologies, self-service data prep 
solutions are “visual, interactive, 
and designed for the business,” 
Loubser said, enabling these us-
ers to manipulate their own data 
for advanced analytics.     

• Collaborative features: With-
out the ability to share the results 
of previous work with other users 
and effectively reuse that founda-
tion to spur further data prepa-
ration, end users would have to 
constantly redo the work that 
others had already done to ready 
data for machine learning mod-
els. With collaborative features, 
users can further reduce time 
spent preparing data and devote 
more time to actually analyzing 
and acting on that data. “In most 
of these organizations, it’s not 
just you,” Loubser said. “You 
work on something; you share a 
result with another person who 
builds that into the next process. 
Then six weeks, 10 weeks, [or] 
12 weeks down the line we’ve 
got this whole ecosystem of 
self-service data access that’s 
been created.” The data lineage 
and governance capabilities of 
such platforms are critical for 
leveraging these collaborative 
approaches across organiza-
tions, so users can see what’s 
been done to datasets and how. 

SKIPPING THE LINE

These approaches to simplifying 
machine learning requirements 
allow users to access this tech-
nology much quicker and pain-
lessly than they could without 
them. Self-service data prepa-
ration platforms reduce time 
spent wrangling data for machine 
learning models. Transfer learn-
ing decreases the time spent 
training those models, while en-
semble modeling diminishes the 
time and subject matter expertise 
required to maximize machine 
learning accuracy. Each of these 
benefits also directly relates to 
reduced costs for using machine 
learning, making it much more 
viable to businesses than it once 
was.  
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INSURERS NEED TO RETHINK 
HOW THEY PROCESS DOCUMENTS
By  Reginald J. Twigg, ABBYY

Between a global pandemic, economic upheaval, volatile weather, and rising fraud 
concerns, insurance organizations had their work cut out for them in 2020. To 
meet these new challenges and maintain a positive customer experience, insurers 
need to get smarter about how they acquire and use their information, and more 
importantly, how they manage the documents that run their business.  
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How insurers process, 
optimize and leverage their 
documents and unstructured 
content can make or break 
their customer experience 
and bottom line. Between 
First Notice of Loss (FNOL) 
related forms, customer 
emails, contracts, ID cards, 
onboarding paperwork and 
claim forms, documents are 
what drive business forward. 
As such, insurers need to 
generate optimal value from 
their content.

The time is long overdue 
for insurers to advance 
their document processing 
strategies. Organizations 

need to rethink how 
they integrate document 
capabilities directly into 
mission-critical processes. 
Leveraging advancements 
in AI technology that make 
content-centric processes 
more intelligent, insurers 
will be better positioned 
to revitalize customer 
experience, retain loyal 
customers, and gain market 
share in the new hyper-
competitive and digitally 
savvy market.  

STOP PUTTING 
DOCUMENT 
PROCESSING IN THE 
BASEMENT

Document processing has 
historically existed as a 
separate, if parallel, business 
function to content-driven 
processes. Document capture 
was typically relegated to 
batch scanning and data entry 
housed in basement-level 
mailrooms or outside service 
centers. Or, if it is part of a 
critical process, it’s been a 
series of tasks that get done 
at the back end. 

Claims document processing 
was also typically a separate 
business function from 
claims management. It 
wasn’t uncommon for claims 
representatives to pull up 
a PDF document from an 
email after interacting with a 
customer over the phone and 
then key this data into their 
systems — all manually and 
after the fact.  

With digital transformation, 
this notion is being replaced 
with the idea that document 
processing should be at the 
point of customer engagement. 
Today’s digital transformation 

landscape demands that 
insurers re-imagine document 
processing as a capability in 
customer service as opposed 
to simply a function running 
parallel to it. 

When an insurance adjuster 
receives a claim, it contains 
essential documents that are 
critical for adjudicating the 
client’s loss and maintaining 
the relationship between the 
insurer and the insured. A 
claim can contain a number 
of documents that provide 
context and meaning to 
the situation, such as 
police reports, ACORD 
forms, statements, images, 
estimates, follow-up activities 
and client communications. 
Rather than thinking about 
these documents simply 
as data entry chores to 
be completed after the 
transaction, what if document 
processing happened as 
soon as the insurance agent 
or claims representative 
interacted with a customer? 

DEMAND MORE  
FROM YOUR DATA

Many younger, more agile 
insurtech firms have already 
begun spearheading this 
new approach to document 
processing. Traditional 
insurers, however, are lagging 
behind. Leading analyst firms 
have already predicted that 
embracing automation and 
intelligent technologies will 
be the difference between 
insurers who fall behind 
and those that get ahead. 
Forrester holds that “as 
legacy technology becomes 
outdated and less effective, 
automated underwriting will 
determine which life insurers 
will be market leaders.” They 
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affirm that organizations that 
provide smarter decision-
making capabilities and 
integrate new technologies 
position themselves well 
to provide better customer 
experiences. 

Insurance organizations need 
capabilities and technologies 
that enable them to understand 
each document in a greater 
context. A claim form, as 
one example, is not simply 
a document containing data 
to be entered into another 
system. It’s a document that 
can be a triggering event 
or a piece of content that 
provides valuable information 
for better decision making, 
fraud prevention and claims 
management. 

LEVERAGE AI TO  
AUGMENT HUMAN  
INTELLIGENCE

Content is not simply material 
for data extraction. It’s 
rich information that helps 
knowledge workers make 
decisions. When you read a 
document, you are not simply 
identifying data, you are 
understanding that document. 
This is what AI technologies 
enable when used for 

document processing. AI 
provides the context for data 
that helps drive decision-
making.  

Artificial intelligence 
technologies can be leveraged 
to transform critical insurance 
workflows, from underwriting 
to claims management, 
and from onboarding to 
customer service. Forrester 
recommends that insurance 
organizations “bring greater 
intelligence to underwriting 
with AI capabilities … It’s 
no longer good enough for 
the underwriting decisioning 
engine to be rule-based. To 
make the process faster, 
simpler, and hands-free, 
incorporating smarter 
technologies such as AI to 
make applications faster — 
and more accurate — will be 
critical for vendors.”  

With content intelligence 
capabilities, AI becomes a 
digital assistant that can read, 
understand and interpret 
a document – such as an 
accident report or claim form 
– while the agent is engaged 
with the insured. AI is able to 
read, understand and extract 
data from the document then 
have it ready for the claims 
representative to use at the 
moment of engagement, rather 
than after the interaction. 

It’s a modern approach that 
provides knowledge worker 
assistance using advanced AI 
technologies. 

LET TECHNOLOGY  
DETECT FRAUD

Infusing content intelligence 
capabilities into document-
centric workflows enables 
insurers to understand claims 
in context, and therefore 
adjudicate claims more 
intelligently and provide 
quicker, more efficient 
customer service.  

Artificial intelligence can 
also help spot fraud that 
may be challenging to detect 
manually. Some fraud can’t 
be easily identified by simply 
looking at one document. 
There might be indicators of 
fraud that are only spotted 
when reviewing multiple 
documents across different 
activities and workflows. 
Insurers need extra 
intelligence to detect patterns 
and find suspicious activity.    

Artificial intelligence does 
the work of a skilled expert 
by reading data with an eye 
toward unusual patterns. 
Claims adjusters that 
manually review documents 
may not be looking for 
indicators of fraud or may 
simply be unsure exactly how 
to spot it. 

Analysts have been 
espousing the importance 
of AI in preventing fraud and 
fueling digital transformation 
initiatives across core 
insurance workflows, 
with Forrester asserting 
that “machine-learning 
technology underpins digital 
transformation, improving 
underwriting and claims 
processing, differentiation 

ARTIFICIAL INTELLIGENCE 
DOES THE WORK OF A 
SKILLED EXPERT BY READING 
DATA WITH AN EYE TOWARD 
UNUSUAL PATTERNS. 
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through personalized 
coverage, and enhanced fraud 
detection.”

STARTING YOUR DIGITAL  
TRANSFORMATION 
JOURNEY

The benefits of intelligent 
document processing are 
far-reaching, but sometimes 
knowing where to start can 
be daunting. This is especially 
true for insurers with well-es-
tablished processes and 
legacy technology stacks. The 
good news is that it’s easy to 
get smart about document 
processes. These three steps 
offer a simple path forward.  

1. EVALUATE WHICH  
WORKFLOWS ARE PRIME  
CANDIDATES FOR 
AUTOMATION
If your organization hasn’t 
already begun leveraging auto-
mation, now is the time to do so. 
Many global insurance orga-
nizations have already started 
automating key processes to 
strengthen competitive advan-
tage. According to Forrester 
research, 37% of global insur-
ance analytics decision makers 
cite better customer experience 
as the rationale for automation 
investments, with 27% also 
citing deeper data insights.

Identify which workflows 
are the best candidates for 
automation by taking a ho-
listic look at your organiza-
tion’s processes. Process 
intelligence technologies can 
help prep insurers for auto-
mation by revealing a birds-
eye view of how processes 
are performing, enabling 
organizations to pinpoint 
workflows that offer the best 
opportunities for automation. 

Claims processing is a prime 
candidate for automation, 
as is customer service, sub-
rogation, underwriting, and 
customer onboarding. Auto-
mating core workflows, espe-
cially content-centric ones, 
enhances efficiencies, saves 
time, reduces costs and frees 
knowledge workers to focus 
on more valuable tasks.  

2. INTEGRATE CONTENT  
INTELLIGENCE SKILLS 
INTO AUTOMATION 
PLATFORMS
Any automated workflow that 
handles documents should 
leverage content intelligence 
capabilities. Document skills 
can easily be integrated into au-
tomation platforms. There’s no 
need to retool and re-integrate. 
Complement your automa-
tion platforms with advanced 
content intelligence technol-
ogies that leverage natural 
language processing (NLP), 
OCR, AI and machine learn-
ing to transform documents, 
even unstructured ones such 
as emails or invoices, into 
actionable and valuable in-
formation that can be further 
leveraged.

Insurers that use an RPA or 
BPM platform should ensure 
that not only are they inte-
grating content skills into their 
automated workflows, but 
that document processing ac-
tivities don’t exist as separate 
and siloed functions outside 
of these processes.  

3. CHOOSE ACCESSIBLE  
LOW-CODE TECHNOLOGIES
There’s been an emergence of 
skills marketplaces that make 
easily consumable content 
skills readily available on 
demand for the business user. 
These solutions don’t require 
significant IT involvement and 

can empower users to access 
these capabilities at the point 
of engagement. With easily 
consumable content skills, 
business users – from the 
insurance agent to the claims 
representative – can use 
document processing skills 
as they need them, rather 
than having to create a big 
document capture process 
that runs in parallel to, and is 
siloed from, core workflows.

IT’S TIME FOR INSURERS TO 
CHANGE THEIR MINDSETS 

Digital transformation in 
insurance is about getting in-
telligent about processes and 
content. The old approach of 
simply capturing and extract-
ing data from documents 
after the point of engagement 
doesn’t empower knowledge 
workers to make better deci-
sions. It’s long overdue that 
insurance leaders shift their 
perspective from viewing 
a document as something 
from which to extract data 
to something that contains 
important knowledge and in-
sight that can be leveraged to 
make better customer service 
decisions.

Equipped with content 
intelligence, insurance lead-
ers are empowered with the 
tools to spot fraud, make 
better choices, and engage in 
customer service more effec-
tively. This creates paths of 
opportunity for greater oper-
ational agility and more loyal 
and long-term customers.  

Reginald J. Twigg, Ph.D., is 
director of product marketing 
for data capture at ABBYY.
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ARTIFICIAL INTELLIGENCE 
AND MACHINE LEARNING 

INDUSTRY TRENDS POST-COVID 
AND WHAT TO EXPECT IN 2021

By  Pedro Alves, Ople.AI

There are two fundamental artificial intelligence paths for companies facing 
the pressures of COVID-19. The first path involves companies whose numbers 
are down, and they don’t see the value in doing research or have the money for 
research projects. They haven’t embraced AI or machine learning in the past, 
and they don’t see this as the right time to dive in. However, this will likely lead to 
problems over time.  
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The second path is to dive 
into AI and machine learning to 
make every dollar invested pay 
off in the short and long term. 
This means finding efficiencies 
in sales, operational processes, 
logistics, and other areas where 
enhanced data can find im-
provements. 

Most firms will land in the 
first group, especially those 
crunched for cash due to the 
pandemic; however, there’s 
no better time than right now 
to get a return on investment 
through AI initiatives. When 
everything is slowing down 
during a global recession, it’s a 
good time to find differentiators. 
Businesses that can improve 
their workflows and run all their 
operations more smoothly and 
efficiently can outperform their 
competitors even during turbu-
lent times. 

According to a McKinsey 
report, “While investments in 
analytics are booming, many 
companies aren’t seeing the 
ROI they expected. They strug-
gle to move from employing 
analytics in a few successful 
use cases to scaling it across 
the enterprise, embedding it 
in organizational culture and 
everyday decision-making.”

As leaders dive deeper into 
AI, they should consider several 
trends and ongoing use cases 
for AI and machine learning 
that will persist throughout the 
COVID-19 pandemic and into 
the following years. 

THE SHIFTING DATA  
SCIENTIST ROLE

When you put an elevated 
premium on the role of a data 
scientist, they have the power 
to decide how long they take to 
do their job. They are largely in 
control of what they do because 
there’s very likely another op-
portunity around the corner that 
may come with a pay raise. This 
isn’t to mean data scientists are 
not capable of producing valu-
able insights, but in the past few 
years, much of their research 
hasn’t seen the light of day.

Companies investing in AI 
during and after COVID-19 
want to see more measurable 
returns from AI. It’s no longer a 
dynamic where AI is presented 
as a beneficial public relations 
announcement or something 
to show off to investors. Now, 
companies are taking an “invest 
today and see results today” 
approach because they need 
impactful data to help them 
make the right decisions to get 
through these tough times. 

This shifting attitude puts 
pressure on data scientists. 

There are more expectations 
for them to produce quality 
work quickly. At the same time, 
the job market is not nearly as 
attractive and open. Their hand 
is forced into being more in line 
with their employer’s goals and 
delivering measurable impacts. 
Data scientists might push back 
on this new situation, but it’s 
actually a positive development 
as it encourages them to deliver 
more AI value to their compa-
nies. It will provide opportu-
nities for highly trained data 
scientists to shift into upper 
management roles. They will be 
more involved in transformation 
and providing guidance to other 
staff who will increasingly lever-
age user-friendly AI platforms 
that don’t require advanced 
technical knowledge. 

AI ACCESSIBLE  
TO EVERYONE

The proliferation of advanced us-
er-friendly AI platforms will con-
tinue to shift how and who uses 
AI to make impactful decisions. 
Currently, many firms employ a 
centralized team of data scien-
tists that helps every compa-
ny division, from marketing to 
finance. This creates bottlenecks 
where a department is excited 
about the promise of AI and 
orders a project but might end up 
waiting for years for the results. 
Firms cannot wait that long, 
especially in a COVID-19 world 
where margins are thin, and 
companies need to aggressively 
find competitive advantages. 

With a powerful, self-service 
AI platform, many projects can 
be completed in tandem by 
members of each department. 
The company might still need 
a resident leadership-level data 
scientist to translate and structure 
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a business problem with data, 
but the company thrives because 
they can drastically shorten 
AI production cycles, turning 
ideas into data-driven reports, 
and those reports into action. 
Processes and workflows are 
dramatically improved by cutting 
out the data scientist silo, and 
instead giving power to individual 
departments to make changes at 
scale. 

This “democratization” of AI 
will pay off tremendously in the 
next year for many industries, 
especially retailers. The shift 
toward online buying that was 
already progressing is now 
accelerated with COVID-19, 
and AI is needed to improve the 
quality of the shopping expe-
rience. Data from IBM’s U.S. 
Retail Index states that the pan-
demic moved this online shop-
ping shift forward by five years, 
noting the first quarter of 2020 
saw a 25% drop in department 
store sales, followed by a 75% 
drop in the second quarter. 

This change to primarily on-
line shopping is a tremendous 

opportunity for AI. Firms can 
use AI and machine learning 
to sharpen forecasting and 
logistics and remove workflow 
obstacles. They can make 
data-driven changes to these 
and other areas that will make 
online shopping easier, more 
engaging for consumers and 
more profitable for retailers. 

NO BIG  
BREAKTHROUGHS  
ARE REQUIRED

Advances in AI and computing 
power are needed over time to 
improve accuracy and results. 
However, the current AI and 
machine learning tools and plat-
forms are more than adequate. 
Through the end of 2020 and for 
the next few years, there are no 
technological advances really 
necessary in order for AI to con-
tinue to provide valuable innova-
tion in industry. Of course, there 
are important advancements 
every year in terms of accura-

cy, better computer vision, and 
faster computing; it’s just that 
the current 2020 platforms are 
already exceedingly powerful. 

Leaders simply need to shift 
how their teams use AI (if they 
use it at all) and change their 
expectations to get more out of 
the technology. This will require 
cultural changes in the way 
leadership views AI and how 
they can push their teams to 
find the most impactful results, 
which may end up being multi-
ple fast, small wins. 

MANAGING THE  
PANDEMIC REQUIRES 
INNOVATION

The pandemic accelerated the 
use of AI and machine learning 
within several industries due to 
the necessity of saving lives, im-
proving logistics, and managing 
and tracking infections. Through 
2021 and beyond, many of 
these AI-driven use cases will 
continue to evolve and provide 
organizations and people with 
measurable benefits. Some of 
the COVID-19-specific imple-
mentations include:

• Improving models to detect 
infections, especially those that 
could otherwise go undetected.

• Assisting political leaders in 
making better decisions re-
garding supply management, 
hospital capacities, and other 
related issues with machine 
learning. Improvements in this 
arena will see AI streamlining 
processes and improving the 
flow of information between 
decision-makers.

• Continuous forecasts on 
COVID-19 risks and develop-
ing conditions.

THROUGH THE END OF 
2020 AND FOR THE NEXT 
FEW YEARS, THERE ARE NO 
TECHNOLOGICAL ADVANCES 
REALLY NECESSARY IN 
ORDER FOR AI TO CONTINUE 
TO PROVIDE VALUABLE 
INNOVATION IN INDUSTRY. 
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• Disrupting logistics and 
supply chains throughout the 
pandemic to advance the use 
of AI-powered autonomous 
machines that can process or-
ders and encourage distanc-
ing among human workers. 
This trend will continue, along 
with AI’s usage in managing 
inventory dynamically, with 
the technology looking at cur-
rent conditions (COVID-19’s 
impacts) instead of just rely-
ing on past data. 

The pandemic exposed the 
need for greater collaboration 
and information sharing be-
tween various groups. Thank-
fully, this exposure is driving 
change, as healthcare orga-
nizations, PPE suppliers, and 
policymakers are embracing 
AI tools to streamline pro-
cesses, build more accurate 
models, and promote the use 
of AI in making decisions that 
impact people’s lives. 

AI CONTINUES TO  
IMPROVE WORKFLOWS

As COVID-19 pushes com-
panies to streamline their 
operations and get the most 
out of every dollar spent 
and earned, AI will play a 
continued role in workflow 
management. AI’s improving 
applications will help firms to 
offload routine tasks such as 
document tracking and team 
member reminders. It will 
also continue to reduce costs 
by eliminating human errors, 
especially for scenarios that 
require situation analysis that 
is free from human-related 
biases. Risk analysis with AI 
will further help project man-
agers gain needed perspec-
tive about their current work 
and find problems early in the 

workflow cycle. The contin-
ued trend of increasing data 
collection, especially in text 
and image, is essential for the 
healthy growth of AI, given its 
need for data. 

On the customer service 
side, more AI is needed to 
improve chatbots and other 
virtual customer service tools. 
With such a dramatic increase 
in online-based shopping 
during the pandemic, firms 
are struggling with frustrated 
customers who are confront-
ed with long phone or chat 
wait times. This provides an 
opportunity for AI to improve 
the accuracy, speed, and 
resolutions with chatbots, so 
some customer inquiries are 
offloaded away  from over-
worked live agents. A Gartner 
report from summer 2019 
found that “By 2025, custom-
er service organizations that 
embed AI in their multichannel 
customer engagement plat-
form will elevate operational 
efficiency by 25%.” The report 
discussed the need for con-
versational AI programs that 
could handle customer service 
inquiries and serve as proac-
tive communication tools for 

companies and government 
agencies. For example, these 
tools are screening people for 
COVID-19 symptoms and pro-
viding self-service information 
platforms for people seeking 
the latest developments about 
the pandemic. 

LOOKING AHEAD

After COVID-19’s end or on-
going management, there’s 
a tremendous long-term 
opportunity for AI and ma-
chine learning. A report titled 
“PwC’s Global Artificial Intel-
ligence Study: Exploiting the 
AI Revolution” estimates “AI 
could contribute up to $15.7 
trillion to the global economy 
in 2030.” It’s an extraordi-
nary sum that points to the 
technology’s promise to bring 
efficiency, accuracy, and fast-
er speeds to a wide variety of 
environments.  

Pedro Alves is the founder 
and CEO of Ople.AI

AS COVID-19 PUSHES COMPANIES 
TO STREAMLINE THEIR 
OPERATIONS AND GET THE MOST 
OUT OF EVERY DOLLAR SPENT 
AND EARNED, AI WILL PLAY A 
CONTINUED ROLE IN WORKFLOW 
MANAGEMENT. 
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INTELLIGENT AUTOMATION SPURS 
DIGITAL WORKFLOW TRANSFORMATION

By  Tyler Suss, Kofax

Across the business landscape, companies of all sizes are undergoing a digital trans-
formation, harnessing technology to reinvent themselves, innovate and expand. And 
with the emergence of low-code automation solutions, technology has become even 
more accessible, empowering non-technical users to play a bigger role in the digital 
shift.  
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As digital transformation 
spreads throughout the organiza-
tion, companies are setting their 
sights on digital workflow trans-
formation. This means optimizing 
and automating how employees 
execute tasks and workflows 
within traditionally complex 
business processes, as well as 
how customers engage with 
those companies in streamlined, 
satisfying ways. 

Organizations wanting to 
achieve business agility and inno-
vative digital experiences should 
quickly look to an intelligent auto-
mation strategy. Why? Because 
through document intelligence, 
process orchestration and con-
nected systems, intelligent au-
tomaton unleashes the full power 
of your workforce, and creates 
better customer experiences. 
It delivers the optimization and 
innovation required for true digital 
workflow transformation, creating 
a unified, powerful workforce of 
human and digital workers who 
can better engage customers. 

WHAT IS DIGITAL 
WORKFLOW 
TRANSFORMATION?

Digital workflow transformation is 
the automation of workflow exe-
cution along a high-value busi-
ness process. It’s achieved by 
leveraging digital and automation 
technologies to unlock the power 
of data, orchestrate human and 
digital workers, and connect for-
merly disparate systems. 

Enterprises achieving digital 
workflow transformation are able 
to:

• Fuel innovation across the 
entire organization.

• Accelerate the speed at which 
work is accomplished, improving 
productivity.

• Obtain more value from struc-
tured and unstructured data.

• Become more competitive.
• Be more agile and responsive 

to changing customer and mar-
ket demands.

• Drive efficiencies across 
remote workforces.

To succeed with digital work-
flow transformation, organiza-
tions must identify high-value 
opportunities for automation de-
livering efficiencies and a quick 
ROI. The fastest paths use an 
intelligent automation platform 
providing a suite of integrated 
applications, citizen developer 
tools and powerful embedded 
artificial intelligence (AI). 

AI should act as an extension 
of your workforce, applying 
cognitive services to think, act 
upon and interpret data. With 
embedded AI technologies of 
natural language processing 
(NLP) and machine learning 
(ML), and low-code develop-
ment capabilities, organizations 
can effectively orchestrate, gov-
ern and optimize data, people 
and automation to:

• Unlock data insights and 
streamline content-centric pro-
cesses. 

• Maximize workforce capaci-
ty by automating highly manual, 
routine workflows quickly. 

• Achieve greater compliance 
and decision-making.

• Enhance collaboration 
across your digital and human 
workforce. 

• Increase business agility 
and deliver rapid, personalized 
service to customers. 

Companies leveraging intel-
ligent automation technology 
can transform business op-
erations, create powerful and 
effective partnerships between 
human and digital workers and 
deliver more satisfying custom-
er experiences.

HOW CAN YOU ACHIEVE 
DIGITAL WORKFLOW 
TRANSFORMATION 
WITH INTELLIGENT 
AUTOMATION?

A successful intelligent automa-
tion platform automates, opti-
mizes and enables innovative 
solutions to complex business 
processes. Intelligent automa-
tion paves the way to digital 
workflow transformation in three 
ways: 

1. DOCUMENT 
INTELLIGENCE 

Organizations must be able to 
process high volumes of doc-
uments and unstructured data 
for successful automation and 
digital workflow transformation. 
In most companies, 80 percent 
of information and documents 
are unstructured, resulting in 
manual and inefficient docu-
ment processing bottlenecking 
business processes. That’s 
why document intelligence is 
a foundational requirement for 
digital workflow transformation 
that’s being used to further 
automate workflows in complex 
business processes — includ-
ing loan applications, employee 
onboarding, research, patient 
admissions, sales order pro-
cessing, customer service and 
contract management.

It’s essential to establish 
the specific features and 
functionality that are import-
ant. For instance, standalone 
optical character recognition 
(OCR) isn’t enough. Digital 
workflow transformation calls 
for cognitive capture, com-
bining intelligent document 
processing capabilities and 
embedded AI.
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Cognitive capture uses ma-
chine learning (ML), natural 
language processing (NLP) 
and workflow orchestration to 
classify documents, extract 
information and gain actionable 
insights from structured and 
unstructured data. Companies 
can ingest, classify and extract 
unstructured information from 
financial documents, contracts, 
forms, images and digital as-
sets. Tasks that were once man-
ual and time-consuming can 
then be completed quickly and 
more accurately. Unstructured 
information is transformed into 
actionable data that’s used to 
make better business decisions. 

In this context, prebuilt in-
telligent automation solutions 
making best-in-class docu-
ment processing accessible to 
non-technical users are the best 
investments a firm can make. In 
a real-world example, a finan-
cial institution used cognitive 
capture technology to automate 
the customer onboarding pro-
cess. Now customers can apply 
for accounts via mobile device, 
without visiting a branch. Since 
intelligent automation was im-
plemented, customer accounts 

have grown by 50 percent. In 
addition, the percentage of 
people who complete the appli-
cation process has risen from 
30 to 80 percent. Cognitive 
capture made it possible for the 
bank to grow its customer base 
and become more competitive 
in the market.  

2. PROCESS 
ORCHESTRATION

Digital workflow transformation 
requires organizations to ex-
pand workforce capacity across 
omnichannel workflows. By 
doing so, they maximize agility 
and provide superior custom-
er and employee experiences. 
Automation of manual, repetitive 
tasks is also key to sustaining a 
leadership advantage over the 
competition. 

To automate repetitive tasks, 
many companies are turning 
to robotic process automation 
(RPA) for task automation. But 
while this is an important piece 
of the puzzle, end-to-end work-
flow automation goes beyond 
RPA. It also calls for process 
orchestration to unite com-
plex-task and deep-process 

automation within end-to-end 
workflows.

Process orchestration makes 
it easy to build, run and manage 
high-value process workflows at 
scale, such as: 

• New customer onboarding.
• Claims processing.
• Loan automation.
• Citizen service providers.
• Supplier management.
• Bespoke operational processes.
Intelligent automation platforms 

including process orchestration 
enable companies to create 
digital workflows and manage 
them in collaboration with users, 
systems and data. Intelligent 
automation makes it easy to add 
and manage digital workforce 
capacity on-demand. Companies 
gain the flexibility and agility to 
scale as needed and optimize 
service levels. Employees are 
freed up to take on higher-value, 
strategic work improving employ-
ee satisfaction and productivity. 

Process orchestration fosters a 
seamless collaboration between 
human and digital workers im-
proving operations and output. In 
fact, one company used process 
orchestration to tackle two million 
contracts and thousands of an-
nual financial claims. The results 
speak for themselves:

• 75% faster claims adjudica-
tion.

• 30% boost in productivity.
• 25% reduction in customer 

calls to inquire about progress.
• 15% improvement in custom-

er satisfaction.
The bottom line: Process or-

chestration is a key requirement 
for any organization needing to 
build and manage a digital work-
force driving business growth and 
profits.

3. CONNECTED SYSTEMS

Connected systems are the driv-
ing force behind the innovation, 

PROCESS ORCHESTRATION 
IS A KEY REQUIREMENT FOR 
ANY ORGANIZATION NEEDING 
TO BUILD AND MANAGE A 
DIGITAL WORKFORCE DRIVING 
BUSINESS GROWTH AND 
PROFITS.
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productivity gains, data insights 
and agility that come with digital 
workforce transformation. In 
fact, high-value automation 
often begins and ends with 
key business systems. So, it’s 
important all automation efforts 
efficiently and securely leverage 
data across documents, work-
forces and systems.

Connected systems bring 
together all critical business 
systems – including enterprise 
applications, legacy systems, 
mobile and chatbots – across 
internal and external business 
processes. When systems 
are connected, organizations 
can streamline data and bring 
innovative business models to 
market more quickly. They can 
also speed automation and 
deliver a faster ROI.

A robust intelligent automa-
tion platform includes capa-
bilities to connect intelligent 
automation with other tech-
nologies and software compa-
nies have already invested in. 
Simple integration with existing 
applications, databases and 
web services empower organi-
zations to develop new busi-
ness models, leverage data 
securely, and accelerate auto-
mation deployment with low-
code integration and pre-built 
connector frameworks. 

THE POWER OF 
DIGITAL WORKFLOW 
TRANSFORMATION

Enable the innovator – and 
the enterprise

When citizen developers, 
administrators and profession-
al developers are able to have 
a low-code experience, they 
can more easily solve business 
problems and scale innovation 
across the organization by: 

• Fueling transformation by 
empowering employees to 
solve business problems with 
the power of low-code auto-
mation development. 

• Increasing access to un-
tapped knowledge.                                              

• Freeing up IT to focus on 
more critical tasks.                                            

• Reducing development 
costs with a high-productivity 
toolset. 

Unlock document value
By achieving greater efficien-

cies and harnessing the value 
in documents, data and con-
tent, organizations can accel-
erate business transformation 
and: 

• Reduce deployment time 
with built-in “AI for anyone.”                            

• Rapidly unlock the value of 
unstructured business data. 

• Become the ‘data driven’ 
enterprise of tomorrow – today                                                 

• Improve compliance and 
accurately detect fraud.

Accelerate work and drive 
productivity 

Deploying “smart” digital 
workers to enhance workforce 
productivity with decision 
making, faster task processing, 
and low-code digital workflow 
capabilities enables organiza-
tions to:

• Maximize workforce capac-
ity with an “on-demand” digital 
workforce.

• Achieve faster wins and 
ROI with low-code workflow 
development.

• Improve employee pro-
ductivity by deploying digital 
workers to take on mundane 
and repetitive tasks.         

• Streamline business oper-
ations and orchestrate end-to-
end digital workflow.

• Reduce errors and improve 
process adherence across the 
board.

AUTOMATE TODAY, SCALE 
TOMORROW 

It’s essential for an organization 
to have the ability to combine 
an agile IA platform with a 
broader ecosystem of technolo-
gy options adding flexibility and 
the power of choice.  Together 
with governance capabilities 
and security, there’s a clear 
path to solving today’s prob-
lems, and still growing and 
scaling to meet tomorrow’s 
needs. Best practices include: 

• Start small, win fast and 
grow.

• Reduce IT management 
costs and accelerate deploy-
ment with a pre-integrated 
platform.  

• Ensure your automations 
are enterprise ready, with global 
reach, smart integration, and 
deployment of choice – from 
on-premise to SaaS/cloud soft-
ware deployment .                                                 

• Manage the digital work-
force and your multi-vendor 
automation environment with 
security controls and analytics.

Intelligent automation tech-
nology can quickly make digital 
workflow transformation a reali-
ty. However, as companies map 
out their strategies, it’s import-
ant to select an intelligent auto-
mation platform that’s equipped 
with the capabilities outlined 
above. It’s worth the effort: 
Intelligent automation arms en-
terprises with the technology to 
make digital workforce transfor-
mation truly obtainable, so your 
human and digital workers can 
work like tomorrow – today.  
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