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With its promises of workforce efficiency, meta-human analytics and — according to its 
advocates at least — an all but nearly unlimited potential for transforming organizations, 
artificial intelligence (AI) is the latest technology to dazzle the imaginations of many C-suite 
executives. But imagination is neither a foundation for, nor guarantor of, future success.  

From a board member’s position, potential alone is never a sufficient justification for 
investment. AI, however, is different from other technologies, which means corporate 
directors need new tools to thoroughly vet any new AI opportunity.  

It’s safe to say that most large organizations will incorporate AI into the business in some 
way in the near future. But how the board plans, communicates and implements its change 
strategy will separate companies that use AI to drive their businesses forward from those 
whose AI investments produce only costly failures.  



Companies that consider AI to be just the latest entry into the technology hype parade or 
that fail to apply the right integration process or that simply execute badly will not survive 
the disruption that AI promises to bring to every industry. Gartner Inc. — which views AI as 
“... the most disruptive class of technologies during the next 10 years” — estimates that AI-
linked business will reach $1.2 trillion globally this year and $3.9 trillion by 2022.  

 

Cultural Shifts  

Fundamental changes in a company’s near-term and longer-term strategy will be required 
for holistic AI integration, but these changes won’t even begin to address the massive 
cultural shifts that a large AI transformation will inevitably induce in a company. For 
example, the board must take special care in communicating AI’s positive benefits to a 
workforce that may see it as a job killer. It must also encourage customers to give full 
permission to the essential data that will drive the company’s AI tools.  

Similarly, it will be important to convince the company’s supply chain partners to invest in 
technology of their own to complement its efforts and investment in this area.  

If AI is primarily pitched as a labor savings vehicle, for example, employees at all levels of 
the organization from production to marketing are going to resist adoption and slow down 
implementation. 
 

It’s one thing to say that AI will create higher-value job opportunities, but such claims aren’t 
going to help unless employees believe the opportunities are real. Before any AI plan is 
approved, it should be accompanied by plans for a companywide education campaign as 
well as opportunities for employees to ask how the new program will, or won’t, impact them.  

Directors must consider their change management philosophy for this crucial technological 
overhaul. The case for a holistic AI integration cannot be made to the company’s workforce 
with only a handful of AI potential.  

Nobody fully realizes how much opportunity AI may be able to create, since, unlike most 
other technologies, its ability to learn makes it more and more valuable over time.  

 

Business Case  

From day one, the business case for AI must be centrally orchestrated and involve all 
functional stakeholders.  

Board members ought to insist that, before consideration, every AI proposal before them 
has been vetted in advance by a broad consortium of internal stakeholders, including each 
person in the C-suite and the heads of every potentially impacted area with special attention 



given to those in human resources, who will, after all, have to do the work of 
implementation.  

It is always important to remember what to avoid: a list topped by ad hoc, opportunistic AI 
initiatives that, while they can potentially generate some useful insights, are never a 
substitute for a thoughtful, comprehensive approach to AI integration.  
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