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Any initiatives to upskill and reskill people need to be focused on the right areas. In our 
Digital IQ survey, 62% of redefiners (the most digitally savvy group of respondents) said 
they’ve changed the way they recruit and train with the goal of creating a more digitally savvy 
workforce,17 but just 28% said that investment was paying off. What may be missing in those 
companies is the goal to ‘democratise AI,’ that is, making sure the workforce is AI savvy 
enough to actively participate in the conversation regarding what can be automated or where 
AI can be applied. 

CEOs also need to harness employees’ intrinsic motivation to learn. Just as you cultivate your 
own growth mind-set, you should encourage employees at all levels to do the same, while 
communicating clearly throughout the organisation how integrating certain technologies may 
impact people’s jobs so they understand how they can contribute to the company’s success 
(as well as their own).

Of course, AI and other technologies can themselves be used to train people more effectively 
in new ways of working. Swiss industrial power company ABB, for example, uses a variety 
of methods to train new employees or retrain current ones, including virtual and augmented 
reality, according to Guido Jouret, ABB’s chief digital officer.18 

17  PwC Digital IQ 2018.

18   “Digital transformation and the industrial internet of things at energy giant ABB,” ZDNet, Feb. 25, 2019.

Read more

Workforce of the Future: The competing forces shaping 2030

Go deeper

Want better results from tech investments? Think about the employee experience. 

https://www.pwc.com/gx/en/services/people-organisation/publications/workforce-of-the-future.html
https://www.pwc.com/us/en/services/consulting/library/consumer-intelligence-series/tech-at-work.html
https://digital.pwc.com/en/perspectives/digital-iq.html
https://www.zdnet.com/article/digital-transformation-and-the-industrial-internet-of-things-at-energy-giant-abb-cxotalk/


Compounding the challenge of leading in an era that combines human and machine 
intelligence is the issue of responsible AI. Because algorithms ‘learn’ from historical data, 
some companies have launched bots that simply replicate ethnic stereotypes and bias-filled 
decisions made by humans. The companies did not solve these problems but merely put 
them on autopilot. There are broader considerations as well, about the possible impact of 
widespread commercial applications of automation and AI on society at large.

To address these issues, companies should build processes and train teams to look for biases 
in data and machine learning models. Companies must also integrate risk mitigation and 
ethical concerns into AI algorithms and data sets from the start, along with considering other 
workforce issues and the greater good. Siemens AG’s CEO, Joe Kaeser, recently shot back at 
investors who questioned the company’s US$600m investment in employee training, saying 
that if shareholders did not approve, they could put their money elsewhere.19 

Involving your board of directors is important here, too, because unintended consequences 
from AI could pose compliance risks and potential damage to your brand’s reputation. Boards 
will want to hear from management how it is addressing those risks and how the company 
is ensuring that biases do not affect AI decisions. They’ll want to understand whether the 
company has established practices and put controls in place to minimise any reputational or 
other risks. 

In addition to addressing concerns of ethics related to fairness and negative bias, responsible 
AI engenders trust because it is explainable — that is, not only can people using the AI 
systems, and those who are impacted by the systems, understand how the AI arrives at 
decisions or actions, but the organisation employing AI has also made a conscious effort to 
communicate how systems work and solicit feedback about whether they’re communicating 
effectively. Implementing clear policies on the data privacy, decision rights and transparency of 
AI systems is key.

19   “The head of Siemens USA explains why it’s making open-source training programs available across industries, as it looks 
to benefit from a new age of automation,” Business Insider, Mar. 20, 2019.
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5
Decide where you stand on the 
ethics of automation and AI

https://www.businessinsider.com/siemens-us-ceo-barbara-humpton-on-skills-training-and-leadership-2019-3
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Read more

What it means to open AI’s black box

What is fair when it comes to AI bias? 

Go deeper

Want to know how your firm stacks up in terms of responsible AI? Take this diagnostic. 

https://usblogs.pwc.com/emerging-technology/to-open-ai-black-box/
https://www.strategy-business.com/article/What-is-fair-when-it-comes-to-AI-bias?gko=827c0
https://pwc.qualtrics.com/jfe/form/SV_0UF8EgBJdAnV8fr
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Conclusion

The CEO’s job is never easy, and the confluence of changes in human 
capital and technology will make it much harder. Leadership entails 
embracing certain paradoxes — being bold when exploring AI’s potential, 
yet humble enough to know when you don’t have all the information; 
decisive about where AI fits into your business strategy, yet able to 
handle uncertainty about how some initiatives will play out; being open to 
partnerships, while protecting your own intellectual property if needed. 

The biggest of these paradoxes is the requirement that CEOs continue to focus on people — 
a company’s most valuable resource — while also implementing AI and other technologies, 
and understanding the interface between the two. It’s a tough challenge, but the CEOs who 
can rise to it will equip their companies to accomplish more than they ever have before.

PwC’s data, analytics, automation and AI practices provide a range of data analytics 
and artificial intelligence (AI) services to help businesses transform, bringing data to 
the core and analytics & AI to the stream of all business functions and industries. We 
deliver through our AI and analytics transformation framework covering six capability 
dimensions, balancing technology transformation and human engagement: culture 
and talent, organization and governance, business decisions and analytics, data and 
information, technology and infrastructure, and process and integration. We ensure 
PwC’s Responsible AI framework and toolkit flow through to our portfolio, strategy and 
assets, addressing five key dimensions to make the use of AI and data responsible: bias/
fairness, interpretability, robustness & security, governance, and ethics & legal.

Find out more: www.pwc.com/ai

PwC’s strategy consulting team Strategy& works with the world’s leading businesses, 
governments and organisations to create and deliver essential advantage by building 
capabilities and successfully navigating through critical junctures in their business.

We help clients lead transformational change, create new organisational models, 
capture value from their customer and channel strategies, increase the effectiveness of 
their supply chains and assets, and integrate security into their strategy to ensure the 
resilience of their business.
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