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Introduction

Artificial intelligence is now moving into its implementation phase and

is beginning to transform industries. However, getting Al applications

to scale is proving challenging for various reasons. According to 451
Research’s Voice of the Enterprise: Al & Machine Learning, Use Cases
2022 survey, more than one-third (35%) of Al projects don’t make it out

of the proof-of-concept stage and into production. The reasons for this
are numerous, including internal skills shortages, budget limitations and
compliance constraints — but access to data can also be a critical barrier
to success. This is not due to a lack of data; it’s due to lack of access.

As we see in Figure 1 below, 65% of enterprise respondents to 451's
Voice of the Enterprise: Al & Machine Learning, Infrastructure 2022
survey said they have difficulty accessing the data they need to build
and train their Al/ML models. Removing this barrier is therefore a key
element in improving the overall success rate of Al projects. And beyond
access to data, any organization on the path toward success in Al needs
to understand how building Al-based applications differs from earlier
approaches, and must carefully consider how they can get there as
efficiently as possible.

Figure 1: Data access is a major barrier to successful Al projects

Data availability Data access

= We have just the right amount ® No, we have no difficulty

® We have more than enough i Yes, we have some difficulty

= We have less than we need ® Yes, we have considerable difficulty

B Yes, we are unable to get access to the required data

65% of enterprises
have difficulty
accessing their data

90% of enterprises have just enough
data or more than they need

Q. Which of the following statements best aligns with your current data requirements as it relates to
building/training AI/ML models?

Q. Do you currently have difficulty getting access to the data you [require/will require] for your AI/ML
workloads?

Base: All respondents (Q1: n=690; Q2: n=688).
Source: 451 Research’s Voice of the Enterprise: Al and Machine Learning, Infrastructure 2022
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The Take

Getting Al to scale can be challenging, which is why it is important to make sure that the
business reasons for engaging in Al projects are well understood up front, and that all relevant
stakeholders are involved. After that, organizations must address the technical challenges
involved in getting access to the relevant data required to train models, and then make sure they
are successfully deployed.

This is why many organizations are increasingly focused on DataOps and MLOps, in much the
same way that it was important to focus on DevOps when application development began
shifting from waterfall to agile methodologies. By using effective data management and
automation practices, organizations can improve the performance and reliability of their Al
systems, which can in turn help them scale more effectively.

In addition to this focus on DataOps and MLOps, it is important that business stakeholders

can see the value that Al brings to the organization. This can help ensure that they support the
project and provide the resources necessary to help it succeed. By focusing on these critical
areas — establishing clear business reasons, aligning all relevant stakeholders and addressing
technical challenges — organizations can improve their chances of successfully implementing
and scaling Al projects.
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DataOps and MLOps:
Two Keys to Successful
Al Deployments

At its heart, getting Al to work means using data to train models

and then deploying those models successfully to make predictions.
Two techniques, DataOps and MLOps, have come to the fore to

help organizations get Al to scale successfully. DataOps refers to

the application of more agile and automated approaches to data
management to support data-driven business outcomes. MLOps is
generally focused on the deployment and post-deployment monitoring
and management of models. Both apply DevOps principles to their
respective tasks.

DataOps, which comprises agile and automated approaches to data
management, aims to help organizations improve the speed, quality
and reliability of their data pipelines and analytics systems by bringing
together all those involved in the data lifecycle — including data
engineers, data scientists, data analysts and business users.

Data access and integration challenges are most prevalent in the early
training stages of Al/ML model building. Once the model has been
trained and tested, and is ready to be deployed as part of a wider
application, different challenges to scaling Al emerge. But there are
techniques that organizations can deploy to help ensure the success of
their Al implementations, which fall under the umbrella term of MLOps.

Unlike rules-based models, which only change their behavior when a
human updates the rules, ML models can evolve and adapt over time
simply through their use. As new data is processed, an ML model may
make predictions that are less accurate than when it was first put into
production. This can happen if the new data is significantly different
from the data the model was trained on. Therefore, the behavior of an
ML model can change over time without any explicit intervention from a
human. All ML models decay; it’s just a matter of time. This needs to be
monitored and spotted, and the model retrained accordingly.

This process might be relatively straightforward with only a handful

of machine-learning models in production, but when the number of
models reaches thousands or more (see Figure 2), it can become a major
challenge. This is where MLOps comes in, which describes the tools and
processes of deploying, managing and monitoring ML models. MLOps
aims to improve the quality and performance of ML models, and to make
the process of building and deploying ML applications more efficient
and scalable.
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Figure 2: Number of machine learning models in production

The average number of models
in production has grown 73%
over the past 12 months

2021 2022

3,444

Q. Approximately how many distinct machine learning models are currently in production across your organization?
Base: ML is in production (2022: n=315; 2021 n=281).
Source: Voice of the Enterprise: Al and Machine Learning, Infrastructure 2022.
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Maximizing the Success
of Al/ML Projects Through
Partners

Developing Al models for their own sake is pointless. Instead,
organizations should start by clearly defining the business problem they
are trying to solve with Al/ML. This means figuring out what success looks
like in terms of key performance indicators (KPls) and setting specific,
measurable goals. One key to success is ensuring that data science teams
are closely integrated with the business, rather than working in isolation.
This enables them to better understand the problem at hand and develop
models that are directly aligned with business needs.

Many organizations face a shortage of in-house skills and expertise
around Al/ML. In such cases, service providers and consultants can be
valuable partners, helping to bridge the gap and bring Al/ML applications
to fruition. Organizations that use such partners to build their Al
applications can have greater success than those that attempt to develop
systems wholly in-house.

According to 451 Research’s Voice of the Enterprise: Al & Machine
Learning, Use Cases 2022 survey, the project abandonment rate

among organizations that use service providers for their primary Al/

ML development strategy is below the overall rate of 35% of projects
being abandoned. And this rate is 10 percentage points lower than those
organizations that use cloud-based Al/ML services as their primary
strategy (29% vs. 39%, respectively). This is likely due to service providers
using specialist expertise and providing support throughout the planning
and development process, helping to ensure that the final Al application is
well-designed, scalable and aligned with business needs.
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Conclusions

Organizations embarking on Al projects must understand some of the
things that make such projects different from earlier ways of building and
deploying applications. They should ensure that the business reasons

for engaging in Al projects are well understood and that all relevant
stakeholders are involved.

A focus on DataOps and MLOps to manage and automate data for
improved performance and reliability of Al systems will help improve the
chances of successful implementation and scaling of Al projects. And
organizations should consider all their development options, whether
in-house or using partners such as consultants and service providers.
The right partner can ensure that organizations have access to the
specialized expertise required and understand all the potential pitfalls
and challenges, as well as helping ensure that projects come in on budget
and are deployed and maintained successfully.

kyndryl

At Kyndryl, we are committed to the continuous improvement of the
digital economy. We design, manage and modernize the mission-
critical technology systems that the world depends on every day. In
collaboration with our partners and customers in 100+ countries,

we co-create solutions that help enterprises reach peak digital
performance. Because we know that a healthy digital ecosystem not
only benefits our customers but also fuels innovation and transforms
the world, we stand up to further human progress day after day.

Kyndryl. The Heart of Progress™

Learn more
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