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AI IS rapidly 
reshaping 
industries, 
with 
businesses 
across 
the board 
feeling its 
impact. 
Many people 
think of AI 
in terms of 

its potential to automate 
tasks and often fear its 
potential to supplant 
human workers, but its 
implications for business 
go far beyond that. AI is 
changing industries and 
we’ll delve into that more 
in this issue. But here are 
a few examples I found 
interesting:

In the healthcare 
industry, AI is expected 
to revolutionize patient 
care through more 
personalized treatments 
and improved diagnostic 
accuracy. AI-powered 
chatbots will also play 
a larger role in assisting 
with administrative tasks 
and providing accessible 
medical information to 
patients.

There are, of course, 
concerns about the 
ethical implications of AI 
in healthcare, such as 
privacy issues and bias in 
decision-making. All that 
data that goes into making 
decisions is personal and 
private, and so those 
are issues that must be 
addressed. 

In the sports industry, AI 
is increasingly being used 

for performance analysis 
and injury prevention. 
Professional sports teams 
are using AI to gather and 
analyze data on player 
movements, helping 
them optimize training 
and prevent injuries. AI-
powered cameras and 
sensors can track athletes’ 
movements and gather 
data on their techniques, 
allowing for more precise 
coaching and training 
methods. AI is also playing 
a role in enhancing the fan 
experience through virtual 
reality and personalized 
content recommendations. 

In manufacturing, AI is 
expected to streamline 
processes and improve 
efficiency through 
predictive maintenance 
and supply chain 
optimization. Often there is 
a fear that this increased 
reliance on technology 
could lead to disruptions in 
labor markets as jobs are 
automated or displaced, 
but as you’ll see in this 
issue, there are typically 
more opportunities 
being created by AI than 
removed.

You’ll find many more 
uses and applications for 
AI in this issue as well. It’s 
one of our favorite topics 
to do each year, and I 
hope you enjoy the issue, 
and the contributions of its 
authors, as much as we 
do. 

EDITOR’S LETTER
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NEXT-GENERATION CONTENT 
AUTOMATION: INTELLIGENT AND 

CONTEXT-AWARE
By John Bates, SER Group

Business output is directly proportionate to how well teams 
are supported to do a good job. If they can’t complete a 
task because they don’t have all the information at hand, 
teams become steadily less productive. Yet, ironically in 
this digital age, this situation still prevails across all kinds 
of enterprises. This is usually because of still-present silos 
across extended business processes.   
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Where once the issue was 

incompatible single-use legacy 
systems, today it is best-of-
breed business ecosystems 
such as SAP, Salesforce.com, 
Workday, ServiceNow, Mic-
rosoft 365 and more, which, 
when used together in the 
same business, create walls 
between related content and 
insights. 

As a result, despite extensive 
investment in the latest 

technology, knowledge 
workers continue to manually 
consolidate information from 
disparate systems to do their 
jobs. More than 60% of the 
time, this involves looking 
across four or more systems, 
according to SER Group 
data; in large companies, it 
could be 10 or more. Where 
process automation exists, it 
is typically only partial.

This is not the digital dream 
that anyone wanted. It does 
not drive up productivity nor 
does it delight customers. It 
does nothing to reduce risk 
or improve process efficiency. 
Nor does it help in identifying 
new business opportunities. It 
leaves businesses suffering a 
very poor return on their “new 
tech” spend.

THE LIMITED-KNOWLEDGE 
TRAP: DARK DATA

On top of interdepartmental 
dead ends, 80% of the data 
that exists across an enter-
prise remains unstructured, 
limiting its onward potential 
as a source of actionable 
knowledge. Confined to PDFs 
and emails, these information 
nuggets are difficult to call into 
play as part of wider company 
“intelligence.” 

Meanwhile, more than 50% 
of information in an organi-
zation can be categorized as 
“dark data”: there is a sense 
that it exists somewhere but 
its whereabouts are not easily 
identifiable and the content 
is largely unsearchable. If the 
failure to surface this informa-
tion results in poor customer 
service, missed sales oppor-
tunities or business accounts 
being prioritized despite re-
peated late payments, then the 
company is likely leaking value.

The answer must be to bring 
unstructured data into the 
light and link any embedded 
insights with existing struc-
tured data to complete the 
narrative about an account or 
situation, drive more informed 
decision-making, and facilitate 
more sophisticated process 
automation. 

MEANINGFUL AUTOMATION: 
IT’S ALL ABOUT THE 
CONTEXT

As demand for many goods 
and services soars to pre-pan-
demic levels, and organiza-
tions strive to do more with the 
resources they have, they need 
to be able to manage content 
in ways that are smarter, more 
connected and context-aware. 

80% OF THE DATA THAT EXISTS 
ACROSS AN ENTERPRISE 
REMAINS UNSTRUCTURED, 
LIMITING ITS ONWARD 
POTENTIAL AS A SOURCE OF 
ACTIONABLE KNOWLEDGE. 

  11 | 22 workflowOTG.com  9



And it is here that next-genera-
tion, AI-enabled content auto-
mation promises to help. 

AI technology is advanc-
ing all the time, as is general 
understanding about where 
automation can add real value 
for a business. Next generation 
automation systems will actual-
ly understand content, so that 
they are able to take the ap-
propriate actions in a complex 
enterprise environment with 
little or no human intervention. 

This is very timely, given the 
ongoing disruption to the work-
force. Now more than ever, 
smart application of integrated 
content and process automa-
tion has an important role to 
play in relieving the pressure 
on overstretched teams. 

APPRECIATING AND ADDING 
TO THE ENTERPRISE 
NARRATIVE

Next-level automation will see 
more human-like understand-
ing and contextual memory of 
what that information is, what 
it means, how it adds to the 
story, and how this knowledge 
could be applied in smart-
er ways across different use 

cases, expedite next courses 
of action, and deliver a broader 
range of business benefits. 

Take the example of invoice 
and financial management, 
and the potential for AI-en-
abled tools to “read” and make 
sense of incoming documents 
and intelligently trigger next 
actions, in the context of wider 
enterprise services like ERP, 
CRM, contract management, 
and so on.

This requires the application 
of more than one type of AI 
technology, and it is in blend-
ing the different capabilities 
that we start to breathe life into 
next-generation content man-
agement. To ingest and pro-
cess invoices automatically, for 
instance, pattern-matching AI 
such as deep learning is need-
ed to identify the type of docu-
ment and its constituent parts, 
while contextual AI recalls how 
documents of that class are 
usually handled – rather like a 
human’s contextual memory.

But how is all of this possible 
when departmental silos persist? 
Today an organization might use 
the SAP application ecosystem 
for ERP; Salesforce for CRM, 
Workday for HR, ServiceNow 

for customer service, and the 
Microsoft suite for everything 
in between. There may be 
specialist systems in use too, 
such as Cerner and Epic health 
record systems in a hospital 
context.  

While this best-of-breed 
software approach can serve 
a particular function well, 
inter-system integration at the 
content understanding level 
has become increasingly im-
portant as organizations have 
realized the opportunities they 
might be missing through a 
lack of cross-functional in-
sights. (They could be missing 
out on revenue opportunities, 
for instance, because the sales 
team has only been able to see 
information held within Sales-
force and not that same cus-
tomer’s request in ServiceNow 
for advice and support.)

Content-rich integration, at a 
process level, would alleviate 
this problem. 

THE RISE OF THE ‘PLATFORM’

As companies have sought to 
be smarter and more holistic in 
their information management 
and more ambitious in their 

TO INGEST AND PROCESS INVOICES 
AUTOMATICALLY, FOR INSTANCE, PATTERN-
MATCHING AI SUCH AS DEEP LEARNING 
IS NEEDED TO IDENTIFY THE TYPE OF 
DOCUMENT AND ITS CONSTITUENT PARTS, 
WHILE CONTEXTUAL AI RECALLS HOW 
DOCUMENTS OF THAT CLASS ARE USUALLY 
HANDLED.
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Dr. John Bates is SER 
Group’s CEO.

business process automation, 
the merits of a single, unifying 
platform over multiple discrete 
applications have risen to the 
fore.

Deploying an ECM system 
and related tooling might 
seem to be the obvious an-
swer, though too often this 
approach fails to produce a 
sufficiently timely return on 
investment. Given the ac-
celerating pace of change, 
and rate of new disruption to 
business-as-usual, few orga-
nizations can afford to make 
such a generic and wholesale 
change before seeing the 
benefits at a defined process 
level and in tangible business 
outcomes.

An emerging option with 
growing appeal is to have 
solution suites that can “snap 
together” and leverage con-
textual AI for a growing re-
pository of shared wisdom, 
enabling faster workflow and 
business outcome delivery. 

Take the example of a 
healthcare application suite 
for onboarding patients and 
storing their 360-degree 
view information, that can 
be readily linked to a finance 
purchase-to-pay suite for 
analyzing invoices and order 
confirmations, which in turn 
also connects into the hos-
pital SAP system for patient 
billing. Similarly, a finance 
suite might be able to link and 
share insights with sales and 
legal, and vice versa. Each 
specialist solution can do a 
task well and share its knowl-
edge, enriching the wider 
view of a customer, supplier, 
patient or business opportu-
nity. 

It’s this vision – of deliv-
ering more tangible impact 
and timely ROI at a functional 
level, while contributing to a 

shared higher purpose – that 
is driving the convergence of 
a number of adjacent technol-
ogy fields. These include: 

• Enterprise content man-
agement, for managing con-
tent;

• Robotic process automa-
tion and business process 
management, for orchestrat-
ing processes;

• Intelligent document pro-
cessing, for understanding 
incoming content; and

• Enterprise content integra-
tion, for bridging the content 
silos and content automation 
applications.

The converged proposition 
adds up to intelligent content 
automation, bringing together 
AI intelligence with content 
and process automation. 

ORCHESTRATING 
INTELLIGENT CONTENT 
AUTOMATION 

To address next-generation 
business process transfor-
mation requirements, there 
needs to be an intelligent 
content bridging mechanism 
that supports knowledge 
sharing between different 
software ecosystems - en-
abling workflows to be or-
chestrated across software 
ecosystem boundaries. 

A layer of contextual AI can 
then promote institutional 
wisdom, through access to 
every piece of content and 
the ability to remember how 
it was used previously, build-
ing on these learned patterns 
over time as more content is 
processed. 

The key to what happens to 
all of these insights is the way 
that different AI capabilities 
can be called into play. This 
requires a “composable AI” 
architecture that can harness 

and build on any or all of the 
latest AI frameworks. This is 
important, ensuring that com-
panies don’t find themselves 
locked into using particular AI 
functionality, which later loses 
its value as it is superseded 
by something better. 

DELIVERING ENTER-
PRISE-SCALE PROCESS 
TRANSFORMATION

As enterprises become more 
ambitious in their process 
automation and content man-
agement plans, and look to 
drive next-level ROI from their 
latest tech investments, the 
focus must shift to cross-en-
terprise knowledge integra-
tion and contextualization. 

A wide range of develop-
ments — in the global econ-
omy, in the reinvention of the 
workplace, and in the world of 
technology — are creating the 
perfect storm for AI’s extend-
ed and more deeply integrat-
ed role in an organization, in 
its knowledge management 
and in its processes – aug-
menting and accelerating 
the vital everyday work that 
human teams are working so 
hard to stay on top of.

It’s against that backdrop 
that composable, embedded, 
contextual AI use will drive 
the next, more ambitious 
waves of content-centric pro-
cess automation — and the 
potential is considerable.  
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3 WAYS AI HELPS 
ORGANIZATIONS ACHIEVE 

BETTER BUSINESS RESULTS
By  Bruce Orcutt, ABBYY

November is a time for giving thanks, and one thing that organizations should be 
grateful for is the impact of technology and artificial intelligence in helping them 
intelligently automate their business.  
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The last few decades have seen 
AI progress significantly – yet 
this is just the beginning.

Here are three ways AI is 
currently making life much 
easier for companies across the 
globe.

HELPS ORGANIZATIONS 
BE MORE CUSTOMER 
OBSESSED

“Great customer service” is a 
phrase that’s been a priority 
for business owners since the 
onset of mass trading. But in 

a new digital age, it takes on 
a whole new meaning – and 
is way more complicated than 
how long you wait in line at the 
cash register or how helpful 
your server is. As transacting 
business online becomes the 
norm for customers, technology 
expectations continually rise. 
Indeed, recent research shows 
81% of consumers expect 
more self-service options in 
the future. They don’t want to 
go to the bank to deposit a 
check, stand in line at the DMV 
for vehicle registration, or meet 
with an insurance broker to 
extend their coverage. Instead, 
they expect a seamless digital 
experience.

This is where AI has made a 
difference. Take the scenario 
of making an insurance claim. 
Gone are the days of the 
adjuster coming out to check 
the damage on your car and 
filling out endless forms about 
what happened, then waiting 
months for it to be dealt with. 
Most claims are now settled 
online. With specialist data 
capture technology comes 

the ability to upload photos 
and video to scan supporting 
information and allow intelligent 
automation to take care of it in 
a speedy manner, often without 
any human intervention. And 
the ability to connect with 
advanced vehicle inspection 
software to assess repair costs 
means the whole claim can 
be approved in days. In fact, 
simple claims – like replacing 
a broken windshield – can be 
resolved in a matter of hours.

There are also after-
hours expectations. Recent 
research showed three out 
of four consumers prefer 
communicating with chatbots 
due to their 24/7 connectivity, 
with two-thirds saying they 
would rather solve issues on 
their own. These chatbots 
are getting smarter thanks to 
AI, which allows them to use 
sophisticated technology to 
retrieve data and cognitive 
skills to recognize documents 
and answer more complex 
questions, thus resolving 
customer inquiries within 
minutes.

RECENT RESEARCH 
SHOWED THREE OUT OF 
FOUR CONSUMERS PREFER 
COMMUNICATING WITH 
CHATBOTS DUE TO THEIR 24/7 
CONNECTIVITY, WITH TWO-
THIRDS SAYING THEY WOULD 
RATHER SOLVE ISSUES ON 
THEIR OWN.
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From a customer profile per-
spective, AI is also helping orga-
nizations hit their target market 
in a more strategic and accurate 
manner. Algorithms that pick up 
key search words, assess brows-
ing history or monitor shopping 
habits are enabling businesses 
to pinpoint potential buyers and 
reach their target market faster.

And perhaps one of the biggest 
impacts of AI improving busi-
ness processes is with orders 
and payments. Many accounts 
payables departments, often first 
to be automated, are now seeing 
up to 97% straight through pro-
cessing. It means invoices and 
bills are executed without any 
human intervention – eliminating 
many errors and saving time and 
money on tedious paperwork.

HELPS PROVE PEOPLE’S 
IDENTITY (DESPITE THE 
AI THAT FRAUDSTERS 
ARE USING)

Cybercrime is never out of the 
news, with fraudsters getting 
smarter with their methods and 
scams – meaning the need for 
better AI to fight back. A recent 
survey showed 62% of banks are 
seeing higher fraud losses. The 

government itself is not immune, 
with billions lost through various 
pandemic relief programs — in-
cluding Paycheck Protection 
Program loans, unemployment 
insurance and others. However, 
thanks to the secret service us-
ing artificial intelligence models, 
they were recently able to return 
$286 million of that stolen cash.

Identity theft is a common way 
for these scams to be orches-
trated. Worryingly, someone 
becomes a victim of identity theft 
in the U.S. every 14 seconds 
and fraudulent images play a big 
part in pushing up cybercrime. 
More than 3.2 billion images are 
shared daily and hundreds of 
thousands of those are generat-
ed by AI — no wonder compa-
nies are struggling to tell if some-
one is who they say they are. It’s 
a huge problem, as organizations 
battle between strict security and 
offering a seamless service to 
tech-savvy customers who will 
abandon their application at the 
first sign of a multi-step and dif-
ficult process. This is the reason 
for many companies turning to 
artificial intelligence – with capa-
bilities like real time biometrics 
being introduced.

Let me give you an example. If 
someone is applying for a loan, 
they may be asked for photo ID 

at onboarding, such as a driving 
license or passport. This can 
be scanned via an online desk-
top camera or the user’s phone 
camera. Fraudsters simply use 
a stolen ID to bypass this stage. 
However, with artificial intelli-
gence providing real-time facial 
matching, this con can be halted. 
The ‘live’ photo of the person’s 
headshot will be biometrically 
matched with the one on the 
passport or driver license. The 
same high level of scrutiny can 
be undertaken to expertly exam-
ine documents, spot doctoring 
and check for authenticity– such 
as bank statements, proof of 
address, utility bills, and other 
forms of identity verification. Us-
ing AI, all of this can be done with 
one simple app – and no toggling 
between platforms to complete 
an application or enrollment.

This high level of service is 
a major priority for businesses 
when you consider not only the 
amount of fraud, but the soaring 
levels of drop out at onboarding. 
Abandonment rates have actually 
increased from 40% to 68% in 
2022 compared to 2016, accord-
ing to a study that blames stub-
bornly outdated identity verification 
processes for forcing customers 
away. It’s estimated that financial 
institutions in Europe lose more 

MORE THAN 3.2 BILLION IMAGES ARE 
SHARED DAILY AND HUNDREDS OF THOU-
SANDS OF THOSE ARE GENERATED BY AI — 
NO WONDER COMPANIES ARE STRUGGLING 
TO TELL IF SOMEONE IS WHO THEY SAY 
THEY ARE.
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than 5 billion euros each year due 
to onboarding abandonment. The 
main reason? Most people say 
they drop offline because it’s too 
time consuming. We can thus be 
grateful that AI will allow proof of 
identity to combine ID reading, ID 
verification, facial matching, and 
liveness detection for a faster, 
better customer experience, while 
also reducing security risk and 
meeting compliance.

IT HELPS GET BETTER 
BUSINESS RESULTS 
FASTER

There’s no doubt that invest-
ment in AI improves business 
outcomes. In a recent Sapio 
survey, a huge 89% of IT de-
cision makers said their digital 
transformation projects had been 
successful. More than half (51%) 
said introducing AI had resulted 
in growing revenue, 45% said it 
improved efficiency, and 33% 
said AI tech had increased their 
market share.

However, when it came to why 
a small amount of AI projects 
failed, the top reason was sur-
prising – 42% blamed “vague 
goals,” while a further 7% ad-
mitted to automating the wrong 
technology. Companies may 
choose to automate a task that 

occurs the most frequently and 
ignore opportunities to transform 
tasks that occur with less fre-
quency but offer better ROI.

The most successful intelligent 
automation projects are those 
that assessed current workflows 
before making any investments 
in change, resulting in better 
business results.

With deep discovery AI tools 
like process mining and task 
mining, organizations can take 
a data-driven approach to 
automation. It allows Center 
of Excellence leaders to know 
every aspect of their business 
workflow to see exactly how they 
operate – flagging problems like 
bottlenecks or time-consum-
ing practices and highlighting 
where there is room to improve 
or where they’re making prog-
ress or shining. Every click of 
a keyboard can be examined, 
showing how individual employ-
ees may do things differently 
and revealing which route is the 
most effective. This again takes 
us back to improving customer 
experience – the better and more 
efficient the workflow, the better 
the customer experience.

For example, RSM, the fifth 
largest accounting firm in the U.S., 
used intelligent process automation 
to discover and enhance employee 
productivity, and to improve cus-
tomer engagement. They were able 

to identify how work moves through 
their systems and uncover under-
lying challenges and barriers – thus 
setting goals to make upgrades 
and speed up the process. It saved 
millions of dollars.

It’s always important to remem-
ber that every part of the auto-
mation project will likely impact 
the customer. It could mean 
their queries are answered more 
accurately, replies made sooner, 
they are paid on time or receive 
delivery faster.

According to a recent study 
conducted by Oracle and Cus-
tomer Bliss, 41% of consumers 
are willing to pay a 20% premium 
for a more “impressive customer 
experience.”

Most business leaders are 
finding it tricky to balance the 
competing interests of cutting 
costs and continuing to delight 
customers. However, custom-
ers are getting more tech savvy, 
especially post pandemic, and 
are expecting an Amazon-level 
experience with a “want it now” 
attitude.

It seems the only way busi-
nesses can satisfy this need for 
speed is to turn to AI.  

Bruce Orcutt is SVP of 
Product Marketing at ABBYY

THE MOST SUCCESSFUL INTELLIGENT 
AUTOMATION PROJECTS ARE THOSE THAT 
ASSESSED CURRENT WORKFLOWS BEFORE 
MAKING ANY INVESTMENTS IN CHANGE, 
RESULTING IN BETTER BUSINESS RESULTS.
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CAN AI SOLVE OUR 
WORKPLACE WOES?

By  Christina Robbins, Digitech

By 2025, half of all current work tasks will be performed by artificial intelligence (AI). 
How will your humans adapt?  
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Offices evolved as a way for 
humans to join forces in the 
pursuit of shared goals. They 
have been a standard feature 
of the job landscape, but in 
late 2021 workers began aban-
doning the workforce in large 
numbers. It’s been called The 
Great Resignation, the Great 
Upgrade, the Great Rethink, 
and the “About Time” Res-
ignation, as roughly 4 million 
Americans quit their jobs each 
month starting in 2021 and 
continuing well into 2022, many 
without plans to return. Though 

the reasons for the exodus are 
complex, this phenomenon 
gives rise to increasing com-
petition for human workers, 
and those we do hire will come 
at a premium price tag. How 
can companies make sure they 
spend payroll wisely?

Enter the digital workforce. 
Automation and artificial intel-
ligence are emerging in inter-
esting and infinitely practical 
applications on a large scale 
for the first time, and these 
technologies are one way for 
companies to better manage 
their payroll costs while still 
providing outstanding products 
and services to customers. As 
the number of digital workers 
increases, companies will also 
need to find better ways to en-
gage and honor human effort.

WHAT DOES IT MEAN TO 
BE HUMAN-CENTRIC?

We tend to throw around the 
term “human-centric” these 
days as if we all agree on 
exactly what it means. Yet, 

human-centric job design 
emerges in a myriad of ways. 
For some, it may mean more 
parties, activities, and pub-
lic recognition for workers. 
For others, it’s an increase in 
benefits or downplaying the 
role of technology in business 
accomplishments. At an ex-
treme, some may think hu-
man-centric stands in opposi-
tion to the use of automation 
in the workplace.

I think the most practical 
execution of human-centric 
honors the contributions of the 
human workforce alongside 
responsible efforts to leverage 
automation and AI.

How do companies strike 
this balance? It starts by 
recognizing that “Although the 
pandemic changed how many 
people work and interact with 
organizations, people are still 
at the center of all business. 
And they need digitalized pro-
cesses to function in today’s 
environment,” according to 
Gartner.

As technology resellers, 
the move to digitization and 

BY 2025, 85 MILLION JOBS 
MAY BE DISPLACED BY A SHIFT 
IN THE DIVISION OF LABOR 
BETWEEN HUMANS AND 
MACHINES. 97 MILLION NEW 
ROLES WILL EMERGE. THAT’S 
A NET GAIN IN THE NUMBER OF 
AVAILABLE JOBS. 

— WORLD ECONOMIC FORUM
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automation offers significant 
revenue potential, but it’s im-
portant that our offerings and 
efforts are balanced by a more 
human-centric perspective 
that considers the best ways 
to help companies continue 
to honor investments in their 
humans.

By 2025, 85 million jobs 
may be displaced by a shift in 
the division of labor between 
humans and machines and 97 
million new roles will emerge 
according to the World Eco-
nomic Forum. That’s a net 
gain in the number of available 
jobs Human-centric offices 
are characterized by a focus 
on collaboration and open and 
honest communication. They 
invest in smart job design 
that offsets repetitive, man-
ual tasks to digital workers 
and reskills humans for more 
meaningful job tasks that in-
clude analyzing, visioning, and 
creating. Finally, leaders at all 
levels of human-centric com-
panies are skilled at recogniz-
ing and aligning the strengths 
of all workers both human and 
computer to get to the best 
results.

HOW DO AUTOMATION 
AND AI SUPPORT 
HUMAN-CENTRIC 
JOB DESIGN?

Technology can support 
human-centric job design, 
but it won’t happen automat-
ically. It’s important that you 
support businesses that are 
implementing automation by 
transitioning their workforce 
to a digital/human hybrid, 
what Harvard Business Re-
view calls “augmented intel-
ligence.” Augmented intel-
ligence occurs when both 
humans and AI perform at 
optimal levels as they work 
side by side. According to 
their experts:

• AI is suited for “lower- 
level, routine tasks that 
are repetitive and take 
place within a closed 
management system.” 
These tasks are charac-
terized by clear rules,  
rigid procedures, and  
little influence from  
external factors.

• Humans are suited for 
tasks that require them 
to “imagine, anticipate, 
feel, and judge changing 
situations,” and work 
that requires shifting 
between short and  
long-term concerns.

All of this means that AI is 
another tool along our jour-
ney toward more meaningful 
work. Just like the farmers of 
the 1800s who plowed, seed-
ed, planted, and harvested 
crops largely by hand, we 
have spent a significant chunk 
of our work lives performing 
simple, routine tasks like data 
entry. Over time, this type of 
farm labor shifted from human 
to machine allowing farmers 
to focus their energies on 
maximizing crop yields and 
improving soil quality while 
protecting longer term envi-
ronmental concerns. Our jobs 
are now offsetting mundane 
tasks to computers, and en-
ergizing our daily work with 
tasks that more fully engage 
our creativity, leverage our 
ability to forecast and vision 

OUR JOBS ARE NOW OFFSETTING MUNDANE 
TASKS TO COMPUTERS, AND ENERGIZING 
OUR DAILY WORK WITH TASKS THAT MORE 
FULLY ENGAGE OUR CREATIVITY, LEVERAGE 
OUR ABILITY TO FORECAST AND VISION FOR 
THE FUTURE, AND ENABLE US TO MAKE 
COMPLEX DECISIONS WHILE WEIGHING 
A SIGNIFICANT NUMBER OF FACTORS. 
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for the future, and enable us 
to make complex decisions 
while weighing a significant 
number of factors. Humans 
working alongside AI leads to 
a bright work future!

WHERE IS THE AI OP-
PORTUNITY FOR TECH-
NOLOGY RESELLERS?

The market value for AI tech-
nologies is expected to top 
$15.7 trillion by 2030 accord-
ing to the Harvard Business 
Review, so you should be 
looking to this marketplace for 
new revenue. As a technology 
reseller, your existing custom-
ers will value your insights and 
offerings to help them contin-
ue to execute their automation 
strategies, so vet potential 
products carefully before add-
ing them to your lineup.

Since many resellers in our 
space already offer workflow, 
automation and AI tech, some 
of the most helpful guidance 
may be for shifting your mar-
keting and sales messaging. 
Here are my top three AI mes-
saging suggestions:

1. Re-message your automa-
tion and AI campaigns to 
focus on the benefits as 
a solution for companies 

struggling with their work-
force (either resignations 
and hiring or engagement 
and job satisfaction). Find-
ing the right balance be-
tween digital and human 
workers often leads to the 
best results for business.

2. Explain that instead 
of expensive human 
workers, digital workers 
often complete tasks 
for a fraction of the 
cost. Rather than pay-
ing expensive humans 
to perform menial work, 
offset those chores to 
technology while engag-
ing humans in higher lev-
el tasks that have more 
value to the organization.

3. Package your AI and 
automation offerings with 
some down-to-earth job 
design consulting that 
helps HR professionals 
redesign jobs with dis-
placed tasks into careers 
that offer opportunities 
for more meaningful 
work. For example, 
finance professionals 
whose primary job has 
been to input debits and 
credits and maintain fi-
nancial statements (tasks 
already being automat-
ed at a rapid pace), can 

be reskilled to evaluate 
spending and focus 
financial resources on 
projects with the highest 
projected return.

CONCLUSION

Every day draws us fur-
ther into the high tech, high 
touch office of the future. 
It’s high-tech because of the 
amount of work being done 
by machines and AI-enabled 
applications. It’s high touch, 
because the human work-
force needs to feel seen and 
appreciated alongside their 
digital coworkers. As we sell, 
implement, and support the 
very technologies leading us 
toward this new office diver-
sity, we need to demonstrate 
significant sensitivity and 
understanding of the ways in 
which it will affect humans at 
work. In speaking with pros-
pects and customers, empha-
size the synergistic power of 
a fully enabled, diverse work-
force founded on augmented 
intelligence.  

Christina Robbins is Director 
of Strategic Communications 
at Digitech Systems LLC

RE-MESSAGE YOUR AUTOMATION AND AI 
CAMPAIGNS TO FOCUS ON THE BENEFITS AS 
A SOLUTION FOR COMPANIES STRUGGLING 
WITH THEIR WORKFORCE.
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ARTIFICIAL INTELLIGENCE 
GOES MAINSTREAM

By  Ken Payne, Hyland

Artificial intelligence (AI) has gone mainstream. It’s a key piece of nearly  
every part of our lives — embedded in areas you may not even realize. That 
solicitation email that gets automatically routed to your Spam filter? A result 
of AI. Are you still commuting to a physical office in a quasi-post-COVID world? 
Hopefully, you’re using a traffic guide app, whose algorithms and mounds of 
data help you get to work on time thanks to an AI engine.  
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Yes, AI is all around you, and 
it’s also already a key part of 
one emerging trend that hasn’t 
quite gone mainstream yet — 
but will soon, and similarly will 
impact many parts of our lives.

Hyperautomation, a 
“business-driven, disciplined 
approach that organizations 
use to rapidly identify, vet and 
automate as many business 
IT processes as possible,” per 
Gartner, is heavily influenced 
by AI — and many other key 
emerging technologies that are 
impacting enterprises.

It’s also a buzzword that’s 
only growing in popularity 
in the business world. The 
“hyper” part, which specifically 
refers to an enhanced level of 
automation in an enterprise, 
indicates the pace at which 
automation is implemented 
should be even faster, and the 
depth to which automation is 
deployed should intensify.

Simply: A hyperautomation 
strategy is crucial to enterprises 
looking to not only keep up, 
but also stay ahead of the 
accelerating pace of change.

How does hyperautomation 
drive that change more 
rapidly? It involves several 
different key technologies 
that, when combined, can 
help an organization achieve 
end-to-end automation. Those 

technologies include, of course, 
artificial intelligence, but the 
list goes on to include machine 
learning (ML), robotic process 
automation (RPA) and more as 
essential digital building blocks 
that automate tasks and create 
a data-driven culture.

BUT HOW DO THESE 
TECHNOLOGIES WORK — 
AND WORK TOGETHER?

The Emerging Technologies 
and Trends Impact Radar: 
Hyperautomation report 
from Gartner, highlighted key 
emerging technologies in 
hyperautomation based on 
time to adoption. Of the more 
than a dozen technologies the 
firm predicted will make an 
impact in the next decade, four 
were vital in the eyes of digital 
transformation experts.

FOUR WAYS TO  
WIN WITH  
HYPERAUTOMATION

Here is how we believe this 
trending tech will help create 
the most impact and value for 
organizations in the coming 
years.

Low-code development
If you need a quick app build 
that bypasses costly and time-
consuming custom coding – 
while avoiding engaging your 
overburdened R&D teams – 
low-code platforms may be the 
answer.

They make it quick and easy 
to build applications through 
visual design elements (think 
point-and-click and dropdowns) 
that, in a business context, 
accelerate the delivery of vital 
applications such as enterprise 
content management, business 
process management and case 
management tools.

Low-code is important for 
digital evolution for these reasons:

• By lowering the bar 
in terms of technical 
knowledge for end users, 
it gives the necessary 
flexibility to configure 
applications when 
needed.

• It reduces time and 
resource pressure for IT 
departments, freeing them 
up to work on more high-
value projects.

• It reduces development 
cycles significantly so you 
can rapidly design solutions 
and achieve ROI faster.

A HYPERAUTOMATION STRATEGY IS CRUCIAL 
TO ENTERPRISES LOOKING TO NOT ONLY 
KEEP UP, BUT ALSO STAY AHEAD OF THE 
ACCELERATING PACE OF CHANGE.
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Process mining  
and discovery 
Process mining identifies 
processes that are happening 
by examining event data and 
applying pattern recognition 
techniques to create workflow 
models.

Process discovery highlights 
how the processes are 
happening, bringing together 
digital applications with the 
human element to model 
how processes and people 
interact.

Three reasons process  
mining and discovery are  
important:

• They show actionable 
information about 
the history of your 
organization’s processes 
and highlight the potential 
you can unlock with 
process improvements.

• Together they give you 
a perfect view of what’s 
happening in your process, 
including where bottlenecks 
are causing issues.

• They enable your 
employees to better 
weather disruptive changes 
and black swan events.

Intelligent document  
processing (IDP)
What good is a ton of data and 
content if it is in the wrong spot 
or unable to deliver insights 
to the appropriate teams? 
Intelligent document processing 
(IDP) harnesses the power 
of machine learning, optical 
character recognition (OCR) 
and intelligent automation, thus 
unlocking the true potential of 
your content and ensuring it 
gets to the right person at the 
right time.

IDP matters because:

• It finds and extracts 
crucial data from incoming 
documents automatically.

• It accurately captures 
data, even from 
unstructured formats, 
allowing it to move 
efficiently through your 
organization.

• It speeds up data capture.

• It reduces input errors that 
arise from manual data 
entry.

Cloud ERP suites for  
product-centric enterprises 
Cloud-hosted solutions provide 

teams with secure access 
to all the critical information 
they require to do their jobs. 
With products that leverage 
distributed cloud datacenters, 
the most up-to-date data you 
need is always available when, 
and where, you need it.

Cloud accessibility matters 
because:

• It powers hyperautomation 
engines by hosting 
essential technologies in 
a decentralized space, 
allowing them to integrate 
and interact.

• It provides the flexibility to 
change solutions, upgrade 
or downgrade depending 
on your needs.

• It gives you the runway 
to achieve true business 
agility and scalability 
because you’re not 
weighed down by a 
particular solution. 

HOW HYPERAUTOMATION 
PAYS OUT

As you read above, the 
benefits of hyperautomation 
are clearly seen in how it 

WHAT GOOD IS A TON OF DATA AND CONTENT 
IF IT IS IN THE WRONG SPOT OR UNABLE TO 
DELIVER INSIGHTS TO THE APPROPRIATE 
TEAMS?
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improves processes. But it’s 
not limited to only that benefit. 
Hyperautomation also creates a 
better experience for all involved 
in the process. Most importantly, 
it improves the day-to-day for 
your employees and customers.

Increased job satisfaction: 
Hiring and retaining top talent 
is an incredibly important piece 
of today’s business climate. 
Leaders have had to go over in 
great detail what leads to higher 
levels of employee retention — 
especially as, in today’s world, 
an increasing number of factors 
are leading to attraction and 
recruitment challenges.

According to Pew Research 
Center, one of the top two 
reasons given for the mass exit 
is lack of career progression 
opportunities. Hyperautomation 
can ameliorate this situation 
by empowering employees to 
move from low-value to high-
value work. Hyperautomation 
provides them with increased 
opportunities to be a more 
integral part of an organization’s 
success.

Greater resiliency within 
the organization: Now that 
technology is taking on the 
manual, repetitive tasks that were 
once being done by employees, 
you can focus on improving the 
resiliency of your processes. 
Hyperautomation ensures key, 
everyday business activities run 
seamlessly as your organization 
changes and evolves.

Improved customer  
experience: Employees stuck 
with unrewarding, unchallenging 
and repetitive work often 
experience dips in morale 
and engagement. That’s bad 
for business and for your 
team. Hyperautomation can 
eliminate or relieve these types 

of dead-end work, driving up 
team happiness while creating 
meaningful efficiencies. A 
survey by ABBYY revealed that 
“six in 10 (61%) employees say 
their job is made more difficult 
through trouble accessing data 
in documents, and nearly a 
quarter (24%) lose a full day of 
productivity per week searching 
documents for information they 
need, to serve customers.”

Hyperautomation has the 
potential to give employees, and 
organizations, that time back.

Even if data is scattered across 
multiple systems and different 
departments, employees can 
retrieve all the information they 
need that pertains to their 
customers. Hyperautomation 
enables quicker response 
times and more productive 
interactions, leading to your 
ability to make your customers 
feel more valued by your 
organization.

CREATING A 
HYPERAUTOMATION 
STRATEGY

Many organizations already have 
some automation technology 
in place. In this case their 
hyperautomation strategy should 
not overwrite what they’ve 
already established. Instead, 
that strategy should push their 
processes to the next level.

Here are the foundational steps 
you can take to get started with 
hyperautomation.

Identify business goals: What 
processes will benefit most from 
automation? Automation doesn’t 
have to be implemented across 
an entire organization in one fell 
swoop. Instead, focus on the 
low-hanging fruit that can provide 
quick wins. You can start finding 

these processes by pinpointing 
which are critical to achieving 
organizational goals.

Automate discovery with 
process mining: What’s 
happening on a process 
and people level? Once a 
hyperautomation project is 
identified, leaders should talk 
to their staff to understand 
the current situation. They can 
complement this with process 
mining tools to automate the 
discovery process, allowing 
them to know precisely what 
processes are happening and 
how employees interact with 
them.

Create a workflow map: How 
do processes and people work 
together? Look at how processes 
interact and what information 
should feed into each stage. This 
gives a view of the type of tasks 
that are currently being run and 
where the most likely potential 
obstacles will crop up.

Connect resources together: 
What needs to change and how 
do you handle that change? It’s 
important to make sure everyone 
understands how the technology 
works and what benefits it will 
bring. Change is challenging, 
but effective communication 
can help build the foundations 
so that teams can manage more 
complex tools and take on larger 
automation projects.

Review outcomes: Have you 
achieved goals? Hyperautomation 
isn’t about how much more 
advanced your modernization 
strategy is. It’s about achieving 
success. Leaders should set 
checkpoints to review whether 
they hit the goal they set out and 
why (or why not).   

Ken Payne is Product 
Manager for Automation, 
Hyland.
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STAYING AHEAD OF THE CURVE 
CAN HELP ANTICIPATE 

CUSTOMER NEEDS
By  Carlos López-Abadía, Atento

The global pandemic rapidly changed the customer experience sector. 
As physical stores were forced to close their doors back in 2020, a digital 
revolution emerged. Companies were compelled to accelerate their digital 
transformations as a means for survival. Where many had conducted the bulk of 
their transactions face-to-face, they were quickly forced to engage 
their customers from a remote digital landscape instead.
While there are many learnings from the pandemic, 2022 presents an opportunity 
to evaluate strategies adopted by businesses to stay relevant and evolve alongside 
their customers. The best practices found in this article can serve as a baseline 
methodology for small businesses to adapt to the evolving customer needs of the new 
normal.  
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IT ALL COMES DOWN 
TO PERSONALIZATION

The best way to understand the 
changing needs of customers 
in this new world ultimately 
comes down to analyzing their 
behaviors, and that means 
collecting more data. Sure, we’re 
all collecting data, so you may 
ask, “What’s so novel about 
that?” It’s not just about data, it’s 
about the right data.

The shift in shopping habits 
between 2020 and 2021 
prompted businesses to change 
the way they collected data. 
Businesses went directly to the 
customers to learn what they 
wanted beyond the historical 
face-to-face channels. They 
carried out surveys and 
feedback programs through 
text, chat, email, and social 
media to help shape their new 
business strategies. Businesses 
leveraged online tools to track 
purchase history and buying 
preferences. Understanding 
customers’ buying preferences 
enabled companies to create a 
personalized brand experience 
at every touchpoint. Indeed, 
delivering tailored offerings will 
not just increase revenue today, 
but will also create long-term 
customer loyalty that results in 
stable revenue streams for the 
future.

Of course, the challenge 
for leaders is to interpret the 
vast amounts of quantitative 
and qualitative data collected, 
deriving strategies that can define 
actions toward different types of 
customers. It takes a concerted 
effort by companies’ cross-
functional teams to make sense 
of these insights and identify 
key value drivers for building 
a successful personalization 
strategy.

To better define customers 

and potential segmentations, 
businesses have begun to deploy 
speech analytics to enrich 
existing data and build detailed 
customer and product profiles 
based on each interaction. 
Using data science, businesses 
are able to quantify at scale 
the customer’s preference for 
interacting and any product-
related feedback. These 
insights help identify the levers 
of both positive and negative 
experiences. They provide 
quantifiable results that can help 
measure the impacts of products 
and people across the entire 
customer journey, giving each 
stakeholder a measurable reason 
for action with each action always 
requiring some form of resource.

AI, AI AND MORE AI

The more data you have, the 
more you understand your 
customer, the greater levels of 
sophistication you can bring to 
each customer engagement. 
Artificial intelligence (AI) can 
enable us to increase the 
speed and efficiency of simple 
conversations, allowing for 
more effective conversations 
that create long-term customer 
loyalty. Customers should not 
have to wait for a person to send 
an invoice to them. Our customer 
experience representatives 
should not have to click into 
dozens of screens within an 
application to give customers a 
solution. The more we use it, the 
more sophisticated, intelligent 
and integrated it will become 
in how we interact with our 
customers. AI will continue to 
learn and evolve as the building 
block for better personalized 
interactions. Through better 
customer journey maps and 
segmentations, you can create a 
personalized relationship for each 

customer, whether that might be 
a grandmother in Arkansas or a 
teenager in Mexico City. A great 
AI methodology can bring the 
right information to the customer 
and our representatives at the 
right points in time.

Today, AI exists in many forms 
in order to enable the customer 
engagement landscape. AI-
powered chatbots are leading 
interactions using deep learning 
and NLP (natural language 
processing). Brands rely on 
chatbots as a digital frontline 
agent, offering a consistent, 
around-the-clock service that 
was not possible before. Other AI 
applications provide information 
to representatives, taking what 
was previously difficult-to-access 
information and putting it into 
single screens that enable better 
conversations with customers. 
In many instances, AI is used to 
take what was a time consuming 
task with dozens of steps 
and create a simple one-click 
solution, providing an efficient 
experience for our people and 
our customers.

SEAMLESS 
OMNICHANNEL

While AI is enabling more efficient 
and effective touchpoints with 
customers, many businesses 
also recognized the need 
for channels beyond voice 
throughout the pandemic. Strains 
on both resources and the quality 
of technology caused both 
businesses and customers to 
investigate previously unexplored 
channels. This accelerated 
adoption of digital channels that 
permitted businesses to handle a 
larger number of interactions with 
a reduced number of resources. 
Yet, businesses and customers 
found that the level of service 
between these channels was not 
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always consistent. The quality of 
the experience that companies 
offer their clients needs to 
become uniform and increasingly 
flexible, allowing for the use of a 
combination of different channels 
to cater to a single request.

AI has become a key 
component to syncing the 
different channels with one 
another. It is no secret that 
physical locations often operate 
with different systems than that 
of a contact center. Pairing AI 
with these systems provides 
businesses with the same 
experience for a customer and 
employee, without the hefty 
costs of a complete system 
transformation. This is important 
because each experience, 
regardless of where or how, 
is something each customer 
takes into consideration when 
determining if and when they are 
to do business with you again.

Omnichannel is more than just 
offering a mix of ways  
to talk to customers.  
It’s about providing the 
personalized experience each  
of our customer segments are 
looking for. Each company 
requires a tailor-fit approach 
in how they engage with their 
customers, but needs to 
recognize that both the presence 
or absence of a channel can 
have impacts to your business. 
Take social media for example: 
applying a comprehensive 
social media listening strategy 

can help companies pinpoint 
areas of improvement and act 
decisively to mitigate negative 
sentiment. When companies 
have a structured and internally 
connected channel strategy, they 
can offer rewarding experiences, 
while upholding the integrity of 
the brand.

LEVERAGING TECHNOLOGY, 
INSIGHTS, AND PROCESSES 
TO HUMANIZE THE 
CONTACT CENTER

Elsewhere, beyond the services 
they offer their customers, CX 
companies are innovating in 
the way they recruit, onboard, 
support and develop frontline 
agents to help drive a stronger 
employee culture that enhances 
brand connections. Within 
this context, companies are 
prioritizing ESG initiatives, with 
job candidates considering 
companies with values that align 
with their own.

But it doesn’t stop there. 
This new priority area is also 
about providing employees 
with innovative tools to make 
their job more rewarding. 
Implementing technologies such 
as speech analytics can lead 
to the development of quality 
and performance improvement 
models based on a deeper 
understanding of customers. 
This helps us provide agents with 

personalized scripts for target 
customers and strategies to help 
them succeed.

Technologies such as 
asynchronous messaging not 
only respond to customers’ 
demands of convenient and agile 
omnichannel support, but also 
make agents more productive: A 
recent report by Forrester found 
that incorporating asynchronous 
messaging increases agent 
efficiency anywhere from 15% 
to 30%. And by automating 
some of their more mundane 
tasks, agents have more time to 
focus on what really matters to 
customers.

The customer experience 
space is in a moment of great 
change, and it is exciting to 
see how it is evolving. While 
innovation is obviously a relatively 
assured route to take, given the 
events of the past few years, 
what is also required is for 
businesses to experiment so that 
they can find the best course 
forward. The most successful 
approach is to start small. By 
testing, monitoring, evaluating 
and adjusting, companies can 
detect which solutions are the 
most relevant and work the best 
for their business. As ever, in this 
space, there is no one-size-fits-all 
solution.  

IN MANY INSTANCES, AI IS USED TO 
TAKE WHAT WAS A TIME CONSUMING 
TASK WITH DOZENS OF STEPS AND CREATE 
A SIMPLE ONE-CLICK SOLUTION. 

Carlos López-Abadía is 
CEO, Atento
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IS YOUR ERP 
FUTURE READY? 
FORZA, built on SAP Business One, offers the imaging channel 

an all-inclusive ERP enabling growth both inside and outside 

the channel I 

With over 65,000 customers and 1 million users on 
SAP Business One, check out why FORZA is the 

best choice for your ERP needs. 

�•ffORZA 
♦ WITH SAP BUSINESS ONE 

Contact us for more information! 

https://www.allcovered.com/it-services/business-consulting-services/
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