Global Report

Fuel Innovation with
Al and Unstructured
Data

Is your organization ready to harness
the power of Al and unstructured data

Jill B. Shoup
Research Director

Grace Gibson
Senior Marketing Manager




Contents

FOT@WORd.........covinieeeieieeieieeiitetet ettt et et stes et et esseseesesssssensensessestesessensentonsensensosssssnsentensontontosssssssensentontontostesssesensentensossessosessensensensonsones
INEFOAUCTION ...ttt et et e es e b s be b et essesbessebessesessesssnsenssesssssentensentensonssssssessensensensoseesssesensentensensen

Section 1: Current Al adoption

Al is transforming business functions

Strategic Al support drives varying adoption across countries and industries

Al use cases are driving efficiency, innovation, and growth across markets

Automation and analytics Al tools are powering success

While Al adoption is widespread, practices need improvement

Measuring Al success

Section 2: Unlocking the potential of unstructured data in the Al @ra ...
Unlocking the potential of unstructured data: a missed opportunity

Balancing confidence with the need to improve unstructured data

Conclusion

A touch on MAtUrity MOl @NAIYSIS ........ccoeiieieieieeeeeteeeeetet ettt et et setetesesesesassssetesesasanassasesesesenasassassesesasessnsnsnne

ADOUL The TESEATCHN..........ooeeeeeeeeeeeecteetee ettt et oo st ssesbe st esseatestesessessessessentessessessesessensentonsonsentosesensentensentonsossessssesensensensonsen



Foreword

At Iron Mountain, we want to empower organizations to unlock the value of their data, ensuring it fuels innovation, efficiency,
and strategic decision-making. In an era where artificial intelligence (Al) is no longer a distant possibility but a critical pillar of
modern business, we are witnessing transformative shifts across industries and geographies. Yet, with these advancements
come challenges—and opportunities—that require thoughtful navigation.

The insights in this whitepaper are a testament to the immense potential of Al, especially when paired with unstructured data.
Unstructured data, long regarded as a complex and unwieldy resource, holds the key to unlocking unprecedented growth

and creativity when managed and governed effectively. At the same time, it is clear from our research that organizations

face significant hurdles, whether it be scaling IT capabilities, preparing high-quality data, or ensuring trust and accessibility.
Addressing these challenges is not just a technical necessity but a strategic imperative for organizations aiming to stay
competitive in an increasingly data-driven world.

This report goes beyond identifying the gaps. It highlights the innovative practices and emerging strategies being employed
by organizations at the cutting edge of Al maturity. It underscores the importance of unified data strategies, collaborative
ecosystems, and forward-thinking investments in building a foundation for long-term success.

At Iron Mountain, we understand that data, especially unstructured data, is the lifeblood of Al applications. We are committed
to partnering with organizations to not only overcome these challenges but to harness the transformative power of Al to its
fullest. The findings in this whitepaper will inspire new ideas, foster strategic alignment, and spark action for businesses ready
to elevate their Al journeys.




INntroduction

As organizations around the globe increasingly turn to Al to drive innovation and efficiency, it's clear that Al is a
vital component of modern business strategy. From healthcare to human resources and from customer service
to research and development, companies are deploying Al technologies across various functions to enhance
decision-making, automate processes, and improve customer experiences. Yet, achieving success with Al requires
more than simply adopting the technology—it demands a thoughtful and strategic approach to data, particularly
unstructured data.

Unstructured data, which includes everything from text and images to audio and video, represents one of the
largest untapped resources available to organizations. When paired with advanced Al technologies, this data has
the potential to unlock powerful insights, automate complex tasks, and revolutionize decision-making processes.

But here's the catch: no matter which Al model you plan to use, your data must be cleaned and prepped to meet
the quality, trustworthiness, and accessibility standards Al models need to deliver reliable and optimal results.
What's more, few currently have all these processes and methods in place.

If organizations can overcome these challenges and effectively partner unstructured data with advanced artificial
intelligence (Al) models, they can unlock new opportunities for innovation across the enterprise. This partnership
enables organizations to transform operations, achieving greater efficiency, fostering creativity, and driving
growth.
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Current Al adoption

Al adoption has become a pivotal focus across industries, with organizations increasingly leveraging its capabilities to enhance
efficiency, customer service, and innovation. As global interest intensifies, our research highlights where within business Al is
currently being deployed, demonstrating widespread but varied adoption. This trend underscores how Al is not only shaping
core functions like IT and security but is also creating nuanced differences across countries and sectors, driven in part by
national strategies and regulatory environments.

Al is transforming business functions

Globally, Al'is most used within IT and security (82%), customer service (53%) and research and development (53%)
applications. These adoption trends reflect Al's versatility, with organizations leveraging Al across an average of five
operational areas. However, as organizations grow to be more Al mature, they show signs of refining where and how they
use Al. Al maturity gives them the confidence to focus on optimizing Al applications in specific functions to drive greater
efficiency, innovation, and value across their operations (see ).

® Number of areas Al is used

5.5
Average number of
o == areas Al is used for
5.0 by maturity level
4.5
4.0
3.5
3.0
Early Al Mid Al Advanced Al
maturity maturity maturity

In which of the following areas of your organization is Al being used? Average number of options chosen. Base: 1,400.

What's more, as organizations move further in their Al journey, they not only gain confidence in where to use
Al, but they also develop a clearer understanding of its strategic potential. This confidence can be critical in
transitioning from scratching the surface of Al's capabilities to unlocking its full transformative value.
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Strategic Al support drives varying adoption across countries and industries

There are distinct differences by country and sector, in both the number of functions where Al is used, and which functions
have adopted the technology. Looking first at the number of operational areas, France leads, with organizations using Al
across an average of six areas, surpassing the global average of five. In contrast, the UK lags, using Al across an average of
four operational areas (see Figure 2).

® Average number of operational areas Al is used for
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Figure 2. In which of the following areas of your organization is Al being used?, Average number of options chosen. Base: Data split by country.

Government policies and strategies are likely drivers of adoption. For instance, France

has taken significant steps to position itself as a leader in Al adoption. The 2018 The most likely
implementation of a comprehensive National Artificial Intelligence Strategy laid the industries to be using
groundwork, with a further 1.5 billion euros of investment in 2022 to enhance Al Al in six different

development. This also included 700 million euros allocated specifically for research, operational areas:
incentivizing organizations to adopt Al and embed it across multiple functions.

This strategic policy support has created a fertile environment for Al adoption in

France, encouraging businesses to integrate Al into diverse areas such as IT, finance Energy
sector

and customer service. In contrast, the UK's approach to adoption has been more
cautious and delayed, limiting their ability to scale Al across as many areas. For
instance, the UK only started rolling out positive Al initiatives in 2021. The years
between France's strategy implementation and the UK's initiatives means the UK has

delayed adoption, resulting in fewer than average Al use cases being implemented.
Insurance
The broader implication of these differences is substantial. Countries with sector

comprehensive Al strategies and widespread implementation, such as France, are
better positioned to drive innovation and revenue growth (amongst other benefits).
In fact, more than half of IT and data decision-makers (54%) feel Al is very important
in helping organizations achieve their revenue growth goals over the next two years.
Furthermore, importance grows among those with widespread Al adoption such as Manufacturing
France (62%) and drops in importance for those without vast implementation (44% sector

in the UK). Organizations in countries with slower Al adoption should proactively
address gaps by leveraging global best practices and fostering collaboration with Al-
focused research initiatives.

A similar story emerges when analyzing Al adoption across industries. Organizations In which of the following

in the energy, insurance, manufacturing and production sectors report using Al in six EITEES f JRUT BRENIAEEM S A BEm
used? Average number of options

areas, more than the global average of five (see Figure 3). chosen. Base: All respondents [1400].



https://ai-watch.ec.europa.eu/countries/france/france-ai-strategy-report_en
https://ukstories.microsoft.com/features/ai-could-boost-uk-gdp-by-550-billion-by-2035-research-shows/#:~:text=In%202021%2C%20the%20UK%20Government%20launched%20the%20National,billion%20in%20private%20investment%20in%20AI%20since%202016.

In contrast, banking and financial services (excluding insurance) organizations tend to use Al across four operational areas.

This disparity may be attributed to the varying operational demands and technology priorities of these industries. For example,
sectors like energy and manufacturing often rely on Al to optimize supply chain management, predictive maintenance and
resource allocation; areas where Al can help streamline and save costs. Insurance organizations similarly leverage Al across
multiple functions, from automating claims processing to risk analysis and fraud detection. What's more, these industries

often face intense pressure to innovate and continually streamline operations for competitive advantage, driving the need for
broader Al adoption.

Moreover, the differences between the banking and insurance industries illustrate the nuanced use of Al within financial
services. For instance, our research shows that nearly twice as many insurance decision-makers (61%) use Al for customer
service compared to their banking counterparts (37%). This disparity likely stems from the broader range of customer data
scenarios insurance organizations handle, such as risk assessment, claims processing, fraud detection, and customer retention.

Understanding these vertical differences highlights the importance of tailoring Al strategies to industry-specific needs and
challenges. According to our research, sectors leveraging Al across multiple functions should focus on scaling operations
and ensuring the seamless integration of Al technologies via advanced training. Meanwhile, industries earlier in Al adoption
may benefit from exploring underutilized opportunities and addressing barriers like regulatory compliance, infrastructure
limitations, or skill gaps. By aligning Al adoption with industry-specific goals, organizations can maximize the value of their
investments and remain competitive in an evolving technological landscape.

® Organizations early in their Al maturity ® Organizations more advanced in their Al
should... maturity should...

Scale IT capabilities to
manage and process large
volumes of data

Scale IT capabilities to
40% manage and process large
volumes of data

53%

Provide a clear vision,
strategy, and direction for Al
initiatives

Source and prepare relevant,
37% high-quality data for Al
training and analysis

52%

Establish comprehensive Allocate more resources

data and model governance 37% for Al expertise and project 48%
frameworks development
Allocate more resources
for Al expertise and project Identify and address
development, automate data 37% environmental sustainability 48%
governance and compliance challenges in Al integration
reporting tasks
Provide a clear vision, Automate data governance
strategy and direction for Al 37% : and compliance reporting 45%
initiatives : tasks

Figure 4. What do you believe your organization needs to do to accelerate the adoption and increase the value of Al initiatives? Data split by those early in maturity
(Beginners [1501), and those more advanced (Trailblazers [229]).

/7



Al use cases are driving efficiency, innovation, and growth across markets

Al has become a cornerstone of modern business strategy, with organizations worldwide optimizing it to drive innovation and
efficiency. In addition to organizations leveraging Al across different operational functions, there's a variety of different use
cases for Al technology. Fewer than two in three (60%) organizations use Al to reduce costs by reducing overhead and/or time
on non-revenue generating work. Furthermore, 58% want to improve customer experience and 57% prioritize innovation of
new products or services. All of these common use cases demonstrate the versatile nature of Al and its ability to address both
operational and strategic priorities. By reducing costs, improving customer experience, and driving innovation, organizations
are leveraging Al to unlock new growth opportunities. This allows them to stay competitive in rapidly evolving markets, making
Al a foundation of future-ready business strategies.

Al use cases differ by market, with the US (70%) and Australia (63%) most likely to use Al to improve user experience, France
to increase process automation (66%), India to innovate new products and services (67%) and Germany (63%) and the UK
(57%) to reduce costs from overhead or time spent on non-revenue generating work. On the other hand, the implementation
of Al-powered agents is common worldwide. Nearly all (96%) of decision-makers say their organization is effectively using
Al-powered agents to streamline operations and improve customer experience, further evidence that Al can help innovate and
enhance an organization's operations.

Automation and analytics Al tools are powering success Al tool ranked

Al capabilities are diverse, ranging from tools to help automate Country most important

routine tasks to those that help with synthetic data generation. Multimodal Al: Integrating
While an organization's unique needs will determine which UK multiple data types (e.g., text,
capabilities would be most valuable, Al-driven automation image)

and analytics tools are considered most essential in ensuring
success for many. These use cases highlight the critical role Al us @01 f' éna!Y’rf]itCS= Analyzing data
. . . . . . or insi S

tools have in enabling organizations to streamline operations, iL 9

improve decision-making, and extract actionable insights.

Retrieval augmented generation

Where Altdrlvgn autpmahon helps .organ|z.at|ons reduce France @ (RAG): Combining data retrieval

manual, time-intensive tasks, allowing for increased employee “L&  and content generation

capacity, Al analytics empowers them to process vast amounts

of data quickly and accurately, supporting real-time decisions P Retrieval augmented generation
Germany 1 (RAG): Combining data retrieval

and identifying trends. What's more, using automation and ~E2  and content generation
analytics tools allows organizations to place their efforts
on revenue-generating tasks, such as increasing customer

Al-driven automation:

satisfaction and prioritizing innovation for new products - India =)/ Automating tasks with Al
other common Al use cases. Together these tools form the
backbone of Al adoption and are essential in an organization’s =) . .
Australi _ Generative Al: Creating new

success today. ustralia content
Again, there are variations by country (see ).
These variations in Al tool preferences underscore each Which Al technologies are most important to your organization’s

, ) . . . . . success today? Responses ranked first. Base: Data split by country; UK
country's unique priorities and strategic direction, shaping (200), USA (400), France (200), Germany (200), India (200), Australia
how Al is integrated into core operations. Recognizing (200).

these distinctions allows companies to benchmark their Al
approaches more effectively, aligning their focus with the areas
driving the most value and innovation in their specific markets.
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While Al adoption is widespread, practices need improvement

Al capabilities are embedded in most emerging technologies today, with many being advertised to improve efficiency and
streamline production. However, these benefits can only be fully realized with an organization that has the right skills and
infrastructure available to the team. According to our research, scaling IT capabilities to manage and process large volumes of
data is a critical factor to accelerate Al adoption and optimization for 52% of organizations. (See ).

® Most reported changes decision-makers report that would Other unigue market
improve Al adoption and optimization initiatives: differences are:

Scale IT capabilities to

manage and process large The US has a greater
volumes of data focus on implementing
robust Al-focused
security protocols than
Source and prepare relevant, the global average (49%

high-quality data for Al and 39%)
training and analysis

Allocate more resources
for Al expertise and project

development .
France wants to improve

their preparation of
i . unstructured data for use
Provide a clear vision, in Al model training and
strategy, and direction for Al applications more than
initiatives PP .
other countries (51% vs
an average of 43%)

Automate data governance
and compliance reporting

tasks
What do you believe your organization needs to do to accelerate the adoption Germany has less f9cus
and increase the value of Al initiatives? Base: All respondents [1400]. on resource allocation for

Al expertise and project
development than the
global trend (36% and
48%)

While the recommended changes reported above are most common globally,
there are market and sector nuances. For instance, the UK is less likely (29%)
to focus on automating data governance and compliance, and India is more
likely (43%) to focus on identifying and addressing the environmental and Australia wants to provide

y. .°. - Y ] g ) ) g ) a clearer vision, strategy
sustainability challenges with Al integration. India's focus on addressing and direction for Al
environmental challenges with Al stems from the significant and immediate initiatives within their

. - it f includi t it . (luti d organizations (51% vs an

sustainability pressures it faces, including water scarcity, air pollution, an average of 48%)
resource management.

The variations in regional priorities
and sector-specific pressures
shape the ways Al is deployed
across organizations, reflecting
each market's unique regulatory
landscape, cultural values, and
strategic objectives.
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Measuring Al success

Assessing Al readiness in terms of skills, data quality, and governance, as well as aligning Al initiatives with broader business
objectives is critical for success. Organizations that invest in refining their Al strategies and addressing maturity gaps will
position themselves to maximize ROI, drive innovation, and maintain a competitive edge.

Measuring the success of Al initiatives provides an understanding of their impact and helps guide future investments. Many
(70%) organizations use operational metrics, such as process improvements and efficiency gains, to highlight successes and
a similar portion report return on investment (ROI) as a key metric. Additionally, more than two-thirds (68%) of organizations
also focus on specific Al-related performance indicators, and others on feedback measures from either customers or
employees (48% and 44%), reflecting Al's role in enhancing a number of key areas.

® Countries also have their own preferences in how they measure the success of Al initiatives.

is the most likely country to report
,and
as measures of
success for Al

In contrast, place a

places less focus on Al-related key
performance indicators (KPIs) than the
typical trend

has less of a focus on operational

Py higher-than-average focus on [5 metrics, leaning towards return on
e \ﬁ/‘ % investment as their top measure
\) L~
also commonly uses
; however,
they also have a higher preference for

measuring customer feedback than the
v global trend

So, what does this mean? Organizations and countries with higher Al maturity, such as France and India, place greater
importance on Al-related KPIs and ROI, demonstrating a focus on measuring strategic outcomes and the long-term impact of
Al initiatives. Conversely, countries earlier in their Al journey, like the UK and the US, lean more heavily on operational metrics
and feedback, indicating a focus on immediate, practical improvements. This suggests that countries earlier in their Al journey
prioritize building a solid foundation by addressing immediate operational needs and practical applications. While this focus
helps deliver quick wins and build confidence in Al adoption, it may also limit their ability to realize Al's full strategic potential
in driving long-term innovation and transformative growth. To stay competitive, these countries will need to gradually shift
their emphasis toward more forward-looking metrics, such as Al-specific KPIs and ROI, to align with global leaders.
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Unlocking the potential of unstructured

data in the Al era

As Al continues to evolve and integrate more deeply into organizations, harnessing unstructured data becomes crucial for
organizations' success. It holds a wealth of untapped insights that can drive innovation, improve decision-making, and create

competitive advantages.

However, the challenge of effectively using unstructured data remains a key obstacle. Unstructured data, which includes text,
images, audio, video, and social media content, represents a vast and untapped resource for many. Unlocking unstructured
data’s full potential requires specialized tools and expertise with Al. For organizations aiming to harness Al's transformative
capabilities and stay competitive in a data-driven economy, addressing the complexities of unstructured data is not just an

opportunity but a necessity.

“Unstructured data is going to very
important to the success of my
organization over the next two years”

Figure 7. How important do you expect the following data types will be to your

organization's success in the next 2 years? - Unstructured data (text, audio, video, images,

social media content, emails, etc.).

Our research indicates organizations realize the
potential value of pairing unstructured data with Al,
as 56% claim it's going to be very important to their
business in the next two years. In fact, most (96%)
believe unstructured data will become a core pillar in
the success of businesses’ Al strategies.

When used with advanced Al models, unstructured
data introduces new opportunities for innovation
across industries by helping enterprises change how
they operate to achieve greater efficiency, creativity,
and growth. With advanced Al technologies such as
generative Al and multimodal Al, enterprises can
leverage their unstructured data to automate complex
tasks and gain insights that were once beyond reach.

e Here's a look at how advanced Al using unstructured data is driving innovation:

Automated content analysis: Al can handle large
volumes of unstructured data, automatically pulling
out designated information and summarizing
content to reduce manual work and speed up
decision-making. Natural language processing (NLP)
and computer vision help automate sentiment
analysis, speech-to-text conversion, and image
recognition.

Enhanced customer interaction: Unstructured
data supports the development of intelligent
chatbots and virtual assistants that interpret and
respond to natural language and make customer
service more intuitive and efficient. These Al-driven
tools can analyze interactions in real time, provide
personalized recommendations, and solve problems
without human help.

Predictive and prescriptive analytics: By
combining unstructured data with structured data,
companies can improve their predictive analytics,
making it easier to anticipate trends and behaviors.
Unstructured data also powers prescriptive analytics,
suggesting the best actions to achieve better
outcomes.

Improved operational efficiency: Automating

the extraction and processing of unstructured

data can streamline many business operations,
from managing documents to detecting fraud

and assessing risks. For example, in the financial
industry, Al can sift through unstructured data from
regulatory filings, news articles, and social media to
spot compliance issues or signs of fraud.
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e How important is Al in reaching your two year goals in the following?
Showing very important data only

60%
0 0
55% 04% o4% 52% 52% 51% 51% 51%
48%

500/0 I I I I I I I

45%

40%
Revenue Customer Innovation Customer Process Competitive Employee Cost
growth satisfaction and new acquisition efficiency advantage productivity reduction

35%
30%
offerings and retention

25%
20%
15%
10%
5%
0%

Figure 8. How would you rate the importance of Al in helping your organization achieve the following goals over the next 2 years? Showing
percentage state “very important”. Base: All respondents [1400].

Unlocking the potential of unstructured data: a missed opportunity

Unstructured data is routinely used by just 23% of organizations today.
However, as organizations mature with Al use they become more likely to
integrate Al with unstructured data on a routine basis (increasing from 4%
of organizations in early maturity routinely using it to 56% in organizations
most mature). This suggests that effectively leveraging unstructured data is
both a marker and an enabler of Al maturity—organizations that successfully
harness Al for unstructured data are likely realizing greater insights,
automation, and competitive advantage. Those lagging behind may risk

missing out on critical opportunities for innovation and operational efficiency. As organizations mature with

Al use they become
Organizations in IT, technology, and telecoms lead the way when leveraging with

Al to extract value from unstructured data—an expected outcome given their unstructured data on a routine
expertise in cutting-edge technologies and the high volume of complex data basis, increasing from

they manage. Meanwhile, organizations in media, leisure, and entertainment
report routine Al use at a similar rate (28%), benefiting from Al-driven
tools to deliver personalized experiences and targeted content. In contrast,
the insurance and manufacturing sectors are the least likely (18%) to
routinely apply Al to unstructured data. This may be due to their reliance on
traditionally structured data (e.q., claims processing or production metrics),
making Al-driven unstructured data analysis a lower priority.

routinely using it to

Despite the varied use of unstructured data, it's still not routinely used by
everyone, likely due to challenges related to management and governance. In
fact, many companies lack the right strategies and tools to manage the entire
lifecycle of unstructured data to make it ready for Al.
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e For instance ...

Only of organizations globally report
they're highly effective at governing,
protecting and ensuring audit-ready
compliance of unstructured data for its
applications

In fact, say their organization has
made limited progress with implementing

@ suchaprocess. It's clear this is already a
setback for organizations, with very few
feeling they are maximizing the value they
get out of their unstructured data

Only are highly effective at managing
unstructured data at scale via advanced
capabilities

These challenges can be devastating for organizations. If
untrustworthy unstructured data is used, inaccurate insights and
decisions could impact your overall effectiveness of Al systems,
create poor model performance, and potentially lose stakeholder
trust. What's more, inaccurate insights will negatively impact
employees'’ confidence in leveraging Al. Ensuring that unstructured
data is high-quality, trustworthy, and accessible is essential for
training effective Al models and achieving reliable outcomes.

This is where a unified asset strategy - a framework that helps
organizations plan their approach - can help, along with a unified
management platform that helps them transform and realize the
power of unstructured data.

Organizations want to improve the value of their unstructured
data. Almost all (97%) agree they need to do more to improve their
unstructured data’s trustworthiness, want to do more to improve
the quality of their unstructured data, and want to increase its
availability for Al applications. The interest is there, organizations
just need to line up the right resources to accomplish this.

If changes aren't made, organizations won't be able to effectively
leverage unstructured data. Incorporating a unified asset strategy
and management platform is no longer just a best practice but a
necessity for organizations seeking to fully harness unstructured
data for Al. As more companies recognize the need for a structured
approach to data readiness, they position themselves to leverage
advanced Al capabilities more effectively. With 98% of decision-
makers viewing these frameworks as critical to being Al-ready, it's
clear that organizations prioritizing these strategies are setting
themselves up for sustainable, data-driven success.

Only have implemented processes for
preparing high-quality data, or making their
data trustworthy

Only feel they excel at making
unstructured data accessible
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Balancing confidence with the need to improve unstructured data

By country, India is the most confident in their unstructured data processes, reporting themselves as having the most effective
approach across governance, management, preparation and trustworthiness. Despite their confidence in their processes, India
doesn't leverage unstructured data the most across use cases - in fact France does.

® Average portion of Al use cases that leverage unstructured data
Data split by country

65%

65%
60%
55%
50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

61% 61% 60%

us

India Germany

60%

57% 56%

UK

Australia
[1375] [196] [396] [198] [195] [194] [196]

Total France

Figure 9. Approximately what portion of your Al use cases leverage unstructured data? Base: If Q9 is not “We do not use Al to extract value
from unstructured data” or “Don’'t know", Average shown. Base: Data split by country, base shown in chart.

This begs the question - Is India overestimating the processes they have in place? It seems this is the case, as they're also one
of the top markets to strongly agree that more needs to be done to improve the quality of their unstructured data for use in Al
applications.

These improvements won't be overlooked, as half (49%) of decision-makers from global organizations strongly agree that
the use of unstructured data is extremely important to the success of their Al strategy. This strong consensus reflects the
heightened awareness and urgency to integrate unstructured data and address unstructured data quality as a foundation for
Al success. It's now evident that advancing unstructured data capabilities is not just a strategic goal but a pivotal factor for
staying competitive in their Al journey.
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Conclusion

Al technology is accelerating across industries and regions, yet the global landscape for adoption
remains uneven.

Countries earlier in their Al journey prioritize immediate operational efficiencies, focusing on practical
applications that deliver quick wins. While this approach builds confidence in Al adoption, it risks limiting
long-term strategic gains. To stay competitive with global leaders, organizations in these markets must
gradually shift their emphasis toward forward-looking metrics, such as Al-specific KPIs and ROI, ensuring
their Al strategies evolve beyond foundational improvements to drive true innovation - something more
mature organizations are already doing.

One of the biggest barriers to Al's full potential is the ongoing challenge of managing and leveraging
unstructured data. Despite its varied use, many organizations lack the necessary tools and strategies to
effectively govern, protect, and make unstructured data ready for Al applications. Many of the struggles
around preparing unstructured data stem from challenges in making it trustworthy for Al applications.
Without proper preparation, the quality and consistency of this data can suffer, ultimately impacting the
accuracy, reliability and overall impact of Al-driven insights and decisions.

It's becoming increasingly clear that overcoming these challenges is critical. Organizations that fail to
address these gaps will struggle to scale their Al initiatives, missing opportunities for efficiency, innovation,
and competitive differentiation.

To fully capitalize on Al, organizations must refine their data strategies, invest in governance and lifecycle
management for increased trustworthiness, and ensure Al maturity progresses beyond operational
automation. Those that take proactive steps now with enhancing unstructured data management, aligning
Al with business goals, and adopting advanced Al capabilities, will be best positioned to lead in the next era
of Al-driven growth.

(’;’) How can Iron Mountain help?

Whether you're at the start of your Al journey or reaching full maturity, Iron Mountain can help
you turn your information into insights and further your Al-readiness. Determine what information
should be scanned, stored, or defensibly destroyed, by developing a data governance framework.
Automate manual processes, enable audit-ready compliance, and make information accessible

and useful with Iron Mountain InSight® Digital Experience Platform (DXP). The scalable platform
offers comprehensive digital and physical content management, intelligent document processing,
workflow automation, and information governance capabilities that seamlessly integrate into your
existing environment and support your digital transformation initiatives.
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A touch on the maturity model analysis

Conducted across six countries, with 1,400 IT and data decision-makers, the research uncovered a maturity
curve and indicated that organizations fit into one of five segments based on ten pillar attributes, including
how prepared they are to use unstructured data in their Al applications.

1 fl O/ Performance against model attributes
(@)
Beginners Use of integrated
GenAl o A ‘ &

Unstructured o
data strategy

Data o A

trustworthiness

®
2

Data quality O

Physical asset o
preparation

»
»
2
o.lloooo‘o'o
2

managergzrwat o A ‘E €
Data integration © /\c 0 § L ¢
Data governance O /\ <& § €
Al Strategy © /N > é €
Data accessibility O /N > E €

e Average maturity

Figure 10. Maturity model graph created through weighting each score

maturity assessment question based on the final data. All questions 0 50 100 150
were asked to all respondents [1400].

O Beginners A Planners @ Explorers
@ Pathfinders Y Trailblazers

Figure 11. Gap analysis using maturity model scores. Base: Beginners [150], Planners [277],
Explorers [419], Pathfinders [325], Trailblazers [229].
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Maturity model key findings:

+  Beginners have made little progress with the greatest advances within having, to some extent, an unstructured data
strategy

+  Pathfinders and Trailblazers are quite similar at peak maturity, with Trailblazers having only a slight edge over Pathfinders
across attributes

+  Pathfinders and Trailblazers have a maturity index significantly higher than any of the other groups

They are still distinct maturity groups separated by Trailblazers having a more sophisticated nature in their approach
to the attributes. Their advanced focus has allowed them to begin refining their use of Al, concentrating on uses which
will benefit them the most.

+On average, there is a 131-point gap between Trailblazers and Beginners & the biggest gap is within maturity around their
Al strategy

+ As organizations become more mature, they are more likely to already have extensively integrated Al across all business-
critical applications (81% vs 0%)

""We have integrated unstructured data with many relevant business-critical application"

90%

81%

80%
70%
60%
50%
40% 37%
30%
20%

10% 5%
0% 1%

0% I

Beginner [150] Planners [277] Explorers [419] Pathfinders [325] Trailblazers [229]

Figure 12. To what extent has your organization integrated its unstructured data with business-critical applications that use Al? Data split by maturity segments, base
shown in chart.
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About the Research

Iron Mountain commissioned independent market research specialist Vanson Bourne to conduct this piece

of research. The study included surveying 1,400 IT and data decision-makers who have knowledge of or
responsibility for Al strategy at their organization. Respondents’ organizations had to have 250 employees or
more across the following countries: US, UK, France, Germany, India and Australia.

Organizations are from several public and private sectors but there was a strong focus in banking and financial
services, insurance, healthcare and life sciences, media and entertainment, the public sector (excluding
healthcare) and energy.

About Vanson Bourne

Vanson Bourne is an independent specialist in market research for the technology sector. Their reputation for
robust and credible research-based analysis is founded upon rigorous research principles and their ability to
seek the opinions of senior decision-makers across technical and business functions in all business sectors and
all major markets. For more information, visit www.vansonbourne.com.
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About Iron Mountain

Iron Mountain Incorporated (NYSE: IRM), founded in 1951, is the global leader for storage and information management services. Trusted by more than 220,000 organizations around the world, and with a real estate network of more than 85 million
square feet across more than 1,400 facilities in over 50 countries, Iron Mountain stores and protects billions of information assets, including critical business information, highly sensitive data, and cultural and historical artifacts. Providing solutions
that include secure storage, information management, digital transformation, secure destruction, as well as data centers, art storage and logistics, and cloud services, Iron Mountain helps organizations to lower cost and risk, comply with regulations,
recover from disaster, and enable a more digital way of working. Visit www.ironmountain.com for more information.

©2025 Iron Mountain, Incorporated and/or its affiliates (“Iron Mountain”). All rights reserved. Information herein is proprietary and confidential to Iron Mountain and/or its licensors, does not represent or imply an invitation or offer, and may not
be used for competitive analysis or building a competitive product or otherwise reproduced without Iron Mountain's written permission. Iron Mountain does not provide a commitment to any regional or future availability and does not represent an
affiliation with or endorsement by any other party. Iron Mountain shall not be liable for any direct, indirect, consequential, punitive, special, or incidental damages arising out of the use or inability to use the information, which is subject to change,
provided AS-IS with no representations or warranties with respect to the accuracy or completeness of the information provided or fitness for a particular purpose. “Iron Mountain” is a registered trademark of Iron Mountain in the United States and
other countries, and Iron Mountain, the Iron Mountain logo, and combinations thereof, and other marks marked by ® or TM are trademarks of Iron Mountain. All other trademarks may be trademarks of their respective owners.

e i .

Yy eSS



http://www.vansonbourne.com

