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Panel 
Perspectives

Digital
Workforce
Summit

During the course of IPsoft’s 
Digital Workforce Summit, 
pioneering executives who 
are leading the adoption of 
Amelia came together for a 
series of panel discussions 
examining different aspects of 
AI transformation. 

The topics included how to 
lead the introduction of AI into 
their business environment, 
how Amelia positively impacts 
the quality of customer service 
experience their company 
offers and, lastly, the skills that 
human workers will have to 
develop in order to thrive in a 
digital economy. 
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Our first panel of the day was chaired by IPsoft Chief Commercial 
Officer, Jonathan Crane and involved leaders from financial services, 
health, insurance and IT backgrounds. Based on their own experience, 
the panelists discussed the steps that should be taken in order to lead a 
successful deployment of AI. 

Stefan Visser, Digital Cooperation Catalyst for VGZ, remarked that 
he and his team made it a point to start small with Amelia, testing her 
cognitive capabilities amongst employees as well as customers in a 
controlled environment. “It’s really important to start the learning curve 
early on, to put it (the AI technology) out there, to get feedback from 
colleagues at first and eventually customers so you can really start 
delivering business results.”

Equally as important, is the need to keep the implementation team 
relatively small. Mike Brady, Global Chief Technology Officer at 
AIG, described the optimal composition of a digital transformation 
team as including only those individuals necessary to initiate the 
project and curate the testing parameters throughout the program. 
The more people involved, the harder it will be to shift gears from an 
implementation standpoint, in addition to tracking project changes. 

“This is about speed first and foremost. And when you’re trying to 
introduce speed into traditional companies, it’s better to start small — 
not a lot of people — move quickly with a business sponsor and then 
learn together.” He adds, “Every single week, every month (ask yourself) 
what did we learn, how do we know and with that as your objective, 
success will follow.”

Leading an AI Transformation
“This is about 
speed first 
and foremost. 
And when 
you’re trying to 
introduce speed 
into traditional 
companies, it’s 
better to start 
small.”
— Mike Brady
    AIG
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Of course, the implementation of AI technology is essential during a 
digital business transformation, but it does not stop there — it continues 
well beyond the point of successful deployment. There needs to be an 
internal campaign of support launched at the outset of an initial pilot 
program, in an effort to win the hearts and minds of employees at every 
level of a company’s organizational chart. Building a loyal team of AI 
evangelists early on, as UBS’s Tom De Carlo described it, was crucial 
in fostering company-wide acceptance of Amelia. It’s common for 
technology projects to be put on hold or be discontinued when they run 
into any obstacles. Without AI evangelist support, his own Amelia pilot 
program would have stalled. 

De Carlo also noted that, to help establish a core group of supporters, 
AI pioneers need to clearly articulate how AI can benefit the day-to-
day roles of employees. In parallel, they must reassure subject matter 
experts of their job security since they usually form a critical part of 
Amelia’s training and naturally feel threatened by the presence of AI. 
“Folks believe that as soon as you begin to introduce new technology, 
it’s going to eliminate roles. We have a different approach. Our approach 
is through attrition and mobility, and building stronger teams. You’re 
always going to need people. You’re always going to need to improve, 
need to tune, need to tweak.”  

To wrap up this panel discussion, Jean Hill, Managing Director at 
Alvarez & Marsal, stressed the importance of carefully selecting the 
initial use case for an AI program so that while it should be small, it 
should also be impactful enough. Rather than treat AI as a traditional IT 
development program, she recommended a different approach. “Unlike 
a technology project where you want to train your own team and be self-
sufficient the day you go live, on this (AI) one, its more about get it out 
there fast,  leverage partners and think of it differently.” 

“It’s really 
important 
to start the 
learning curve 
early on, to 
put it (the AI 
technology) out 
there, to get 
feedback from 
colleagues 
at first and 
eventually 
customers so 
you can really 
start delivering 
business 
results.”
— Stefan Visser
    VGZ
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Artificial intelligence is already transforming customer experience across 
industries and geographies. In the second of the three panel discussions, 
IPsoft’s Director of Cognitive Computing, John Gikopoulos, posed the 
question: what is the vision for customer experience in the new AI realm?

The consensus among the panel at the outset was that, currently, 
there were some customer-facing situations where characteristics like 
empathy and humor were required and that human agents would be more 
appropriate to conduct these conversations. Julia Aymonier, CIO of the 
prestigious École Hôtelière de Lausanne hospitality management school, 
spoke of finding a balance point between roles more suited to a human 
and those where machines could do a better job. She added that there 
were already a number of situations in which customers would actually 
prefer talking to a machine over a human: “I know, in certain hotels, people 
have asked questions of the concierge AI system which they would not 
ask a human, that’s for sure,” she said.

As the discussion continued, it became apparent that the panelists 
expected the current situation to change over time, with AI gradually 
moving beyond the mundane, repetitive functions and beginning to 
perform more complex, emotional tasks. Each of the speakers was asked 
for a specific example of how AI could enhance customer experience 
in the future and the responses highlighted the enormous potential of 

Transforming Customer and 
User Experience with Amelia

— Dan Johnson
    Guardian Life

“Everyone 
wants to be 
able to buy a 
really complex 
financial 
services 
product the 
same way they 
buy toothpaste.” 
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AI. They ranged from creating “frictionless, immersive experiences” 
that customers “just flow through” to assisting clients with medical 
emergencies without the need for human intervention. Mike Giresi, CIO 
of Royal Caribbean Cruises, said it was vital for enterprises to continue 
evolving the capabilities and outcomes of AI.

Another key theme running throughout the conversation was around how 
AI has raised customer expectations for service delivery. “Everyone wants 
to be able to buy a really complex financial services product the same way 
they buy toothpaste,” said Dan Johnson, CTO of insurer Guardian Life. 

Martijn Gribnau, Chief Transformation Officer at Genworth Financial, 
said that it was inevitable that customers using AI technology like Amelia 
would come to “expect faster answers and a better experience”. In order 
to deliver, companies will need to “automate…current processes, change 
[their] products…and then put Amelia on top of that.”

For Mike Giresi, the potential impact of failing to meet customer 
expectations was significant. “Competition in hospitality is fierce, so if our 
experience is not excellent…we’re going to lose.” Managing expectations is 
therefore vital, but extremely difficult “because your competition, the world 
around you, is what’s setting that expectation.” 

Customers using Royal Caribbean services are not only comparing their 
use of technology with other firms in the hospitality industry, they are 
comparing it with the very best experiences from across all markets, so 
keeping expectations in check can be challenging.

The panelists agreed that there were few limits on where Amelia could 
sit within their organization. “Amelia can have a place anywhere in our 
business,” said Martijn Gribnau, and Mike Giresi agreed: “The challenge we 
have is that there’s almost too many things that you can do.” 

As far as Julia Aymonier was concerned, there was no doubt that Amelia 
would be “an enormous enabler for us in the future for giving the students 
a different experience of life in a school, and we can extend that to lots 
of areas.” She envisioned AI becoming a vital part of pupil’s experience at 
her institution, so “every experience they can have, whether it’s to do with 
education, the events we’ve got going on, which restaurants are busy and 
which are not, everything will be available to [pupils] on an AI interface.”

— Mike Giresi   
    Royal Caribbean

 “Competition 
in hospitality is 
fierce, so if our 
experience is 
not excellent…
we’re going to 
lose.” 
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Developing Skills and Talent 
to Work Alongside Amelia in 
the AI Economy

— Craig D. Weidemann       
     Penn State University

IPsoft and 
Penn State are 
committed 
to increasing 
their student’s 
exposure to 
cutting-edge AI. 

To deliver an optimal customer experience, AI and human employees 
must work together seamlessly. The last panel of the day brought together 
executives from education, financial services, and procurement to examine 
how demand for human skills would evolve as the capabilities of AI 
advanced. It’s a symbiotic relationship that is still changing rapidly and will 
require a significant realignment of current job roles and responsibilities so 
hybrid workforces can function effectively. 

Today’s employees will have to cultivate new skills in order to work better 
alongside AI and the human talent of the future must continue to be 
nurtured to keep cognitive developments progressing in the right direction. 
As part of this effort to build the next generation of cognitive scientists 
and drivers of AI technology, Pennsylvania State University has entered 
into a partnership with IPsoft to create a Cognitive Innovation Center that 
will both serve as a beacon and resource for those students interested in 
pursuing a career in AI. 

Dr. Craig D. Weidemann, Special Assistant to the Provost for Innovation 
and Education Technology Initiatives, explained that the student body is 
extremely interested in AI, but they need opportunities to actually interact 
with technologies like Amelia. Weidemann remarks that IPsoft and Penn 
State are committed to increasing their student’s exposure to cutting-edge 
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AI by setting up internships, hackathons, Amelia-related projects and making 
curriculum changes as part of an effort to lead fresh, inquisitive minds into 
the live development of AI offerings. 

Establishing a link between the future workforce and AI developers in the 
present is one way to equip our society with the skills necessary to thrive 
in a digital economy. It is not always easy to find the technology skills. 
Swedish fintech company, Klarna has to search far and wide. “Recruitment 
is a challenge,” says Jonas Forslund, Director of Global Optimization and 
Analytics. “We are sourcing people from all over the world. Where I work in 
Stockholm, we have around 700 people and covering about 35 nationalities.”

Some panelists in this session have already started to deploy AI technologies 
in roles that augment human work and eliminate procedural inefficiencies. 
Christine Meehan, Vice President of Retail Systems at Vanguard, employs 
Amelia in her contact centers as a means to help service agents gather 
and leverage customer information faster than before. With human agents 
accessing vital account information at a high speed, customers get the 
benefit of rapid query resolution alongside the degree of comfort provided 
by human interaction. It’s an example of man and machine working together 
to achieve a common objective. Meehan comments, “So far all the feedback 
we’ve gotten has been very positive. We’re actually looking to augment our 
staffing with a virtual system. We are leveraging Amelia to serve up content 
to our phone associates so that they can better service our clients.” 

Volker Pyrtek, CEO of Buyin, noted the specific challenges of introducing 
Amelia into a white collar world.  In particular, he notes that subject matter 
experts (SME’s) in an organization can be reluctant to help train Amelia or 
transfer their knowledge to her as they fear this will diminish their own value 
within a company. Pyrtek added that many senior subject matter experts 
believe “knowledge is power” and that this mindset is difficult to change. 
At Vanguard, Meehan has dealt with similar scenarios and has encouraged 
SMEs to collaborate by creating several new roles centered around training 
and mentoring Amelia and promoting in-house experts to those positions so 
they could help manage the program itself. 

At Klarna, Forslund sees an opportunity for Amelia to improve employee 
satisfaction. His company is “growing by double digit figures each year” 
and Amelia’s introduction into their call centers is a key way to enable 
scalability. “We still need to hire people, but they can do the fun tasks while 
Amelia can take on the ‘boring tasks.’ We don’t see any conflict with people 
wanting to retain information, they actually want to be a part of it.”  This is a 
prime example of a corporation reimagining their business processes and 
reshaping the composition of their workforce to maximize their usage of AI 
technology and in the process, boost their customer experience as well as 
increase employee satisfaction. 
 

— Christine Meehan
    Vanguard

“We are 
leveraging 
Amelia to serve 
up content 
to our phone 
associates so 
they can better 
service our 
clients.” 


