GETTING INTELLIGENT
ABOUT ARTIFICIAL
INTELLIGENCE:

enough about AI to make informed
decisions.

6 WAYS EXECUTIVES
CAN START
Fortune Magazine asked all the CEOs
of the Fortune 500 what they believe the
biggest challenge facing their
companies was. Their biggest concern
for 2017: “The rapid pace of
technological change” said 73% of those
polled, up from 64% in 2016. Cyber
security came in only a far second, at
61%, even after all the mega hacks of
the past year.
So, what does “technological change”
entail? For almost all Fortune 500
CEOs, it means, in part, artificial
intelligence. And, as we wrote in our
white paper “Forget The Hype: What
Every Business Leader Needs To Know
About Artificial Intelligence Now,” AI is
on the lips of almost every global CEO
and Board of Directors.
But apart from the Big 8 technology
companies – Google, Facebook,
Microsoft, Amazon, IBM, Baidu,
Tencent, and Alibaba – business
leaders, especially of earlier
generations, may feel they don’t know
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We made a series of 6 suggestions of
how board members and C-suite
executives can begin to understand this
brave new world of AI, Machine
Learning, and Deep Learning. And, after
being asked by a number of people to
break that list out for them, we include it,
slightly modified, here.

1. Invest in an initial immersion into
AI, Machine Learning, and Deep
Learning, and their implications
for business – offered as a
separate training or tutorial.
2. Dive deeply into industry and

competitive best practices. You
need to take a deep dive into best
practices and benchmarks in your
industry: what is possible now, what
will be possible, what are direct and
indirect competitors doing, and what
are other industries doing that could
translate to your business to give
you a leg up?
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3. Assure you have the right talent

on board, across the board. Even
in an extremely tight market for AI
expertise, leaders need to be asking
whether they have the right talent in
their organization to make it all
happen – because vision and
strategy may come from the highest
levels of the organization and board,
while innovation and implementation
will need to be widespread across
the organization.

a proof of concept project to build
strategic understanding and
successes. Quick wins help bring
confidence to technological change.
And AI is accelerating – the
combination of faster hardware,
more data, and new algorithms
translates into new models that can
be trained in 3 hours, not 30 days.
This opens up wholly new
applications – those who do not get
started now will likely be left behind.

4. Assure your efforts are not caught
up in silos: AI adoption and
projects need to be crossfunctional, across leadership
levels, collaborative, and
informed. They require a synthesis
of AI expertise, domain knowledge,
business acumen, and corporate
strategy and vision.

5. Find trusted advisors who you

take to, and who can guide you
and your AI efforts wisely. Trust
and buy-in at the top are hard to
marshal in such a fast-evolving
technological environment. The need
to find trusted advisors to guide next
steps – experts who speak your
language, and keep pace with AI’s
rapid growth as the field reaches and
exceeds successive tipping points –
has become critical.

6. It is imperative to get started, even
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if you start small. You can start with
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About Temin and Company
Temin and Company Incorporated creates, enhances, and saves reputations.
Temin and Company also markets by leveraging the expertise, ideas and insight of its
clients to produce differentiated intellectual capital and content.
The firm helps corporations, professional services firms, and other institutions define and
strengthen their public image – and their bottom line – through strategic marketing;
branding; media relations; thought leadership; social media; speaker, media and leadership
coaching; financial communications; and crisis and reputation management.
Strategists, coaches, writers, and social media experts are available “25/8” to assure that
every crisis is addressed, and every opportunity leveraged.
Clients include the CEOs and Boards of some of the world’s largest and most well-known
corporations, financial institutions, portfolio companies, pharma and biotech companies,
law firms, consulting firms, publishing houses, venture capital and private equity firms,
authors, politicians, and colleges and universities.
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