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Building global footprint by keeping it real 

Adaptable AI for the old, 
the new and the curious

Terms like artificial in-
telligence (AI) and the 
internet of things (IoT) 
have become increas-
ingly vague buzzwords 

in business, leading clients to 
think instantly of purely digital 
and cloud-based solutions. 

Meanwhile, one rapidly grow-
ing Irish institution, VisionID, is 
grounding its use of both the latest 
and the best suited AI solutions, to 
bring a “mobility and data-driven 
ethos” to manufacturing and ma-
terial industries at a critical level. 

“Our portfolio is wide, and tar-
geted at enterprise-grade technol-
ogies from RFID [radio-frequency 
identification] to tablet solutions, 
print and scan [and several oth-

ers],” says Gavin Smyth, senior 
sales manager at VisionID. “All our 
solutions fall under the umbrella of 
data capture, and how to provide 
efficient and effective solutions 
for each client. 

“Seventy per cent of our busi-
ness is focused on manufacture 
- largely with international phar-
maceutical giants and to a smaller 
degree with the automotive and 
other industries - and 30 per cent 
on narrower healthcare verticals. 
We take care of everything includ-
ing supply chains, asset manage-
ment, and most importantly for 
our clients, quality control and 
traceability from end user right 
to the source of the product.” 

This strong belief in credibility, 

Smyth explains, has rapidly led to 
VisionID quadrupling its numbers 
and expanding into several indus-
tries over the last eight years. 

“Pharma manufacturers par-
ticularly have stringent regulatory 
compliance, so for every packet 
of Panadol in your hand, we pro-
vide everything from 1D and 2D 
barcodes to RFID, to make sure 
there is a hardware and infrastruc-
ture-driven AI solution set to get 
the most reliable quality control 
and traceability for our clients,” 
he says. 

“With Industry 4.0, we’re grad-
ually seeing that people under-
stand that AI isn’t just based in the 
cloud and that for the important 
physical products like medication, 
there is a physical track.” 

This is just as well: while reliance 
on digital technology increases 
rapidly in industry, healthcare pro-
viders are often far more wary and 
slow to adopt  technology without 
proof of reliability for patient safe-
ty and welfare. Talking about the 
stakeholders in the health service, 

VisionID hopes to act as a digi-
tal data ‘bridge’ of sorts between 
manufacturers and consumers. 

“We’re very much at the 
coalface: our job is to capture 
data in a consistent and repeat-

able fashion and then analyse it, 
dealing with the full ambulance!” 
says Smyth. 

“We track mobility, of course, 
but that could be integrated as 
far as to the nurses administer-
ing drugs in hospitals: to be able 
to scan a barcode for a drug and 
a patient and provide vital data 
back to manufacturers that can 
help with their drivers of quality 
control and compliance.” 

The adoption of data-driven AI 
solutions that VisionID provides 
are largely twofold: technolo-
gy-driven, and disruption-driven. 

“First, we increase awareness 
of existing technology for clients’ 
management. Then, if it’s rel-
evant, we also look into what’s 
‘cutting-edge’ in the market,” says 
Smyth. 

“For example, we know for ev-
ery industry, empowering person-
nel on the ground with the latest 
data for their job is crucial, with 
couriers the earliest adopters of 
what have now become estab-
lished mobile data gathering 

devices. From a multi-industry 
perspective, our recommenda-
tions are based on the criteria of: 
‘What are going to be a technol-
ogy’s direct benefits, and what is 
its reliability across hardware and 
software?’

“We have a vast global footprint 
of projects, all managed out of 
Ireland, maintaining the highest 
industry standards. So we know 
the technology travels well, and 
our solutions and support have 
to, too. Whether this is barcode 
solutions to identify good parts, or 
answering next-generation ques-
tions of building the capacity in 
a machine to ‘learn what a good 
part is’, we eliminate the common 
scary caveat of using AI from a 
compliance and validation per-
spective in supply chains.” 

VisionID also keeps learning lat-
erally, with a keen eye on other 
industries and disruption, to build 
measures for growth. 

“Aviation highlights early devel-
opment in digital tech and strategy, 
while the automotive and food and 

beverage industries leverage the 
newest technologies for fast-paced 
efficiency – being very quick to 
move but only once good use-cas-
es are validated,” says Smyth. 

“We bring this to our projects, 
where we analyse industry chang-
es, set out a strong use-case to 
drive motivation for clients, and 
back this up with tangible deliv-
erables and individualised metrics 
for KPI that we can scale up for 
anything from small and medium 
enterprise to multinationals.” 

Ultimately, all VisionID’s work 
centres on ensuring the integrity 
and accuracy of the data it collects 
and analyses. 

“As a solutions provider, we’re 
a value-added service to clients, 
who rely on us to direct them to the 
right enterprise-grade AI solution 
in manufacturing and mobility, 
not just the newest one,” says 
Smyth. “We do this by examin-
ing the feasibility and conveying 
our thoughts and leadership ef-
fectively and efficiently across 
industries.”

VisionID is bringing a data-
driven ethos to manufacturing 
and material industries, writes 
Shubhangi Karmakar

A
cross indus-
tries, legacy 
names as old 
as Ireland it-
self now face  
the same 

driving pressure to develop as 
younger upstarts, with the ac-
companying benefits and pit-
falls of greater resources and 
greater risk. So when it comes 
to building a digital brand and 
staying relevant in an increas-
ingly digital marketplace and 
social marketplace of ideas, 
how do you devise strategies 

that weather market chang-
es and welcome consistent 
internal evolution? 

Well, one-size-fits-all 
mightn’t work, but Strata3 
is committed to finding the 
best digital AI solution for any 
problem: there are none too 
big or too small. 

“Many organisations are 
looking to respond to a rap-
idly evolving digital future 
at varying speeds and to 
different extents,” said John 
Mitchell, chief executive of 
Strata3. “Therefore, it’s real-

ly important to quickly un-
derstand the capabilities of 
the organisation, assess the 
internal technologies and 
the willingness of the inter-
nal team members to adapt 
to new ways of working and 
technologies. 

“We have seen a huge ap-
petite for rapid digital change 
within traditional organisa-
tions, which are every bit as 
receptive to adopting new 
technologies and methodol-
ogies as newer more adaptive 
companies. For legacy clients 

sometimes it is to effect a 
culture change internally, or 
commercially to respond to 
massive disruption. Our ex-
perience of using lean and 
design-led methodologies 
is as applicable to our larger 
clients – as digital is moving 
quickly, no organisation can 
afford to stand still.” 

While the con-
stant flow of new 
developments in 
AI and technol-
ogies are the 
driver of pace, 
they certain-
ly don’t solve 
all problems 
in build-
ing a work-
ing culture 
with a core of 
adaptability that 
allows the com-
panies to thrive. 
However, whether 
that’s to “improve customer 
experience, aid internal ef-
ficiencies, allow for data-led 
decision-making or stream-
lining operations, AI and tech 
in aggregate can drive really 
powerful business and user 
benefits”.

To understand what the 
benefits could be, each cli-
ent’s current limitations have 
to be considered first, before 
addressing their vision. “AI 
doesn’t work if there is insuf-
ficient data or if the internal 
service and operational mod-
els within the organisation 
are not adapted or culturally 
ready. Also integration with 
legacy systems, data and 
privacy are factors not to be 
discounted,” said Mitchell. 

Ultimately, the best solu-
tions are developed in Stra-
ta3 with “the user front and 
centre as the most important 
consideration”. While much 
focus on growth relies on the 
theory of “AI replacing dig-
ital systems, products and 
journeys in time”, Strata3’s 
strategies contextualise AI as 
“hugely transformative, but 
likely to sit as a powerful and 
complementary tool along-
side reliable technologies”.

So how does the firm de-
vise metrics across different 
industries to evaluate per-
formance, measuring the 
designed as well as organic 
impact of the digital foot-
holds Strata3 builds? First, 
it’s a numbers game, and for 
Mitchell it’s about trying to 
give meaning to figures, and 
context. 

“Many of our clients are 
awash with data and unsure 
about [what to do with] it. 
Our job is sifting through 
this morass of quants to cre-
ate digestible and tangible 

commercial metrics that 
empower business leaders 
to make informed decisions 
about their digital channels. 

We also study conventional 
measures of business success, 
and map these back to our 
digital KPIs. The most prac-
tical measures of success for 
clients tend to include con-
version rates and user en-
gagement. When assessing 
the overall efficacy of a digital 
strategy, each discrete metric 
is a powerful indicator of suc-
cess and return for organisa-
tions, which invest heavily for 
their transformation.” 

Secondly, with AI encom-
passing utility across drasti-
cally different industries in 
their client portfolio, quick 
observation and lateral think-
ing keep Strata3 learning 
from peers, verticals as well 
as parallel industries. “Fin-
tech, gaming, aviation and 
ecommerce are clearly early 
adopters of machine learning 
and AI. This pops up time and 
again across use cases, in a 
really organic and asymmet-
ric manner across connected 
and non-connected verticals. 

For example, disruption in 
banking is now spreading to 
the insurance sector. Mean-
while AI for pure ecommerce 
is translating application to 
digital onboarding in bank-
ing, with gamification also 
feeding into ecommerce and 
decision-making. This is re-
ally stimulating for our teams 
who enjoy the challenge of 
thinking across different 
real-world applications to 
explore where we can ap-
propriately apply AI for our 
clients.” 

Ultimately, the secret to 
thinking on your feet relies 

on a convivial working culture  
that welcomes and rewards 
curiosity, and sharing that 
with clients. “Close partner-
ships with global technology 
companies as well as with 
domestic organisations such 

as Dublin BIC give us formal 
reach into the start-up eco-
system and new advances. In 
the community, we’re reg-
ulars at meet-ups and con-
ferences like Chatbots and AI 
[CHAI] Dublin. On our project 

boards in studio we are con-
stantly running side projects, 
exploring new enhancements 
to our current offerings, more 
often than not incorporating 
AI platform or technology as 
a key enabler.”

SaaStock is a global com-
munity of software as a 
service (SaaS) founders, 

executives, and investors 
with a mission to help SaaS 
companies to gain traction, 
grow, and scale. Now in its 
fourth year, SaaStock’s 
global conference will take 
place in the RDS, Dublin on 
October 14-16. A veritable 
festival of SaaS, the confer-
ence has been called "Disn-
eyland for SaaS companies" 
and "The best conference in 
Europe for SaaS founders 
and executives", and brings 
together 4,000 SaaS leaders 
from around the globe for 
three days in Dublin. 

With companies ac-
counting for half the glob-
al revenue of the SaaS 
industry in attendance, 
including market lead-
ers like Salesforce, Stripe, 
HubSpot, Intercom, and 
Darktrace, SaaStock aims 
to give its attendees the 
tools they need to build a 
category-leading busi-
ness. Practical workshops, 
highly-relevant speakers, 

meaningful connections, 
laser-focused fringe events, 
parties, pub crawls and all 
the fun you would expect 
from a Dublin-based con-
ference make SaaStock19 
an absolute must for SaaS 
founders, executives, and 
investors.

You won’t find footbal-
lers, movie stars or astro-
nauts gracing the stage 
at SaaStock. Instead the 
speaker line-up is packed 
with the leaders of SaaS 
companies who have been 
there and done that in 
building successful, global 
SaaS businesses. Among 
the confirmed speakers 
are Stripe’s chief operating 
officer Claire Hughes John-
son, Intercom co-founder 
Des Traynor, and Kabbage 
co-founder Kathryn Pe-
tralia. Other contributors 
include SurveyMonkey’s 
chief marketing officer 
Leela Srinivasan and Aar-
on Ross, co-chief executive 
at Predictable Revenue. 

The conference kicks off 
with a bang on October 14 

as the SaaS.City series of 
bootcamps takes over 15 
locations across Dublin. 
Locations like Dogpatch 
Labs, the Digital Hub and 
the Lighthouse Cinema 
will play host to hands-
on workshops on a host of 
specialist topics like sales 
leadership, growth market-
ing, and customer success. 

This will be followed by 
two jam-packed days in the 
RDS, with 4,000 attendees 
from more than 50 coun-
tries, 300 VC funds looking 
for their next investment, 
an exhibition floor of more 
than 250 companies, and 
more than 40 hours of high-
ly relevant content to soak 
up.

Dublin to host global software 
community in October

PROFILE: SAASTOCK COMMERCIAL CONTENT

Tickets are still 
available at 

saastock.com. 

For more details, 
contact  

info@saastock.com
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Whether it’s a large, traditional organisation or a tech-savvy 
start-up, each company must be ready to keep up with rapid 
digital change, writes Shubhangi Karmakar

As digital is moving 
quickly, no 

organisation can 
afford to stand still

Gavin Smyth, senior sales 
manager, VisionID

 John Mitchell, chief executive, Strata3: ‘We have seen a huge appetite for rapid digital change’
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Putting the chat 
among the pigeons
BY FIONA ALSTON
AI has given businesses 
a chance to be on hand 
24 hours a day without 
added pressures on their 
workforce. Chatbots of-
ten take up the slack as 
employees exit the office, 
and customers are begin-
ning to accept this change 
in customer service. But 
where is it all going? How 
far can AI go with chatbot 
intellect?

“With the advance-
ments of AI, there’s a lot 
more that can be done 
now, particularly with 
things like NLP – natural 
language processing – and 
sentiment analysis, so 
the ability to make con-
versational chat bots that 
are more AI driven and 
handling more complex 
problems is definitely an 
area of expansion, par-
ticularly around areas of 
self-servicing accounts 
being able to problem 
solve,” said Brian Seery, 
chief technology officer of 
Singlepoint.

Singlepoint mainly 
serves the telco, insurance 
and financial services 
industry in the areas of 
digital transformation, 
machine learning and AI, 
and cloud migration. 

“I think what we are 
seeing now, as chatbots 
have evolved, is that 
whole area of what we 
call CUX or conversation 
user experience. The 
chatbots can get more 
advanced: how you do 
things like personal de-
velopment, how you 

personalise content for 
guided conversations. 
That is a whole area that 
needs to be thought about 
and wasn’t really thought 
about previously because 
it wasn’t really possible. 
That’s where we’ll see a 
big shift in how to actu-
ally make those chatbots 
usable from an interactive 
perspective.”

Before, we might have 
just had a chatbot con-
verse with us, taking 
details so a human could 
call back when the office 
was open or logging a 
query that involved only 
the most basic of conver-
sations. Now, the oppor-
tunities to lessen the load 
for humans are growing.

But according to CB 
Insights, the growth in 
AI chatbots doesn’t quite 
match the promises. 

“For many enterpris-
es, chatbots became syn-
onymous with AI, but the 
promise isn’t keeping up 
with reality,” says Seery. 
“Despite their widespread 
adoption, chatbots have 
struggled with triaging 
– gauging the urgency of 
a situation – in complex 
fields like health and in-
surance. AI could improve 
chatbot capabilities in 
these fields, but it remains 
a particularly hard task 
for algorithms.

“From a technical per-
spective, we are there,” 
said Seery. “The technolo-
gy to be able to run those 
analytics and integrate 
those, is actually there.”

If the technology is 

available to us, then 
should we all be availing 
of AI to reduce the work-
load of our employees? 
We’ve got data, we have 
the tech, what next?

“All of our customers, 
at different maturity 
levels, are talking about 
AI. I think the reality is 
that some are far more 
progressed than others. 
The challenge is probably 
twofold for some of our 
customers: they’ve got a 
lot of other activity that 
they have to do whether 
that be, you know, reg-
istry-type work or other 
areas around selling big 
products, AI is part of 
those but not necessarily 
the full piece. 

“Where you are really 
looking to leverage AI is 
where you really need 
good-quality data. Before 
anyone says they have 
AI and they can make all 
these great things happen, 
the AI is only as good as 
the data that you hold, 
that’s what a lot of people 
don’t really understand. 

“Customers have to 
spend a lot of time getting 
their data into a fit state so 
that it can be consumed. 
You need to understand 
the consistencies across it, 
otherwise you are not go-
ing to get effective results 
from that.”

A recent Gartner report 
suggested that, in 2020, 85 
per cent of customer in-
teractions will be handled 
without a human agent. 
Looks like it’s time to get 
our data under control.

Alex Theuma, founder of SaaStock 

 Brian Seery, chief technology officer, Singlepoint
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BY FIONA ALSTON

Artificial intelligence 
hit the airwaves last 
year, making a lot 
of noise, especially 

around the area of SaaS plat-
forms, but was it all a lot of 
hot air or are companies using 
actual AI? It’s a topic that will 
be covered at this year’s SaaS-
tock in Dublin, October 14th 
- 16th,the global gathering of 
all things SaaS.

Everyone has an AI story: 
the task of separating myth 
from facts will be taken on 
by Matt Rogers, who leads 
the SaaS initiative for Google 
Cloud. “We know AI is being 
overhyped, and many compa-
nies who claim to have an AI 
solution just have . . . data,” he 
said. “But for those who play 
in the AI and ML [machine 
learning] space, it’s about 
use cases not buzzword bin-
go. How do you communi-
cate the value your solution 
brings to the market without it 
sounding like marketing play? 
If everyone is applying intel-
ligent analytics and machine 
learning to their data sets, how 
do you cut behind the hype?”

It’s a topical conversation 
given that some companies 
seem to have sprouted AI 
overnight.

“2018 was really the year 
of AI, AI exploded,” said Alex 
Theuma, founder of SaaStock. 
“It was the buzz word, cer-
tainly in SaaS and probably 
beyond. What happened was 
every SaaS company jumped 
on the AI bandwagon and 
basically, they updated their 
website or their landing page 
to say, ‘we’ve got AI’ or ‘we are 
an AI company’. They thought 
all their competitors are doing 
it and they didn’t want to get 
left behind. 

“It was really interesting to 
see because all of a sudden, 
overnight, everyone had an 
AI company because before 
they weren’t - for me per-
sonally, I got very suspicious 
about it and sceptical. Those 
companies that either were 
a bit slower to jump on the 
bandwagon or they actually 
had real AI were proved to be. 
Those that said that they were 
AI and were not, they tapered 
that down a little bit.”

There has been an obvious 
shift during 2019 and in Berta 
Melder’s post on the JAXenter 
blog during the summer, she 
outlined five key areas for AI 
in SaaS companies.

She wrote: “Automation: 
one of the main challenges 
for SaaS companies is keep-
ing their remote custom-
ers engaged. Chatbots help 
companies get closer to their 
customers, providing timely 
assistance at any time. 

“Sales: according to statis-
tics, sales teams only spend 20 
per cent of their time closing 

leads while qualifying poten-
tial leads 80 per cent of their 
time. Given that AI can easily 
process massive amounts of 
data, sales teams can have 
more time on closing leads.

“Personalisation: natu-
ral language processing and 
machine learning allow SaaS 
companies to move from 
personalisation to hyper-per-
sonalisation. AI can analyse 

your users’ previous actions, 
providing you with numerous 
actionable insights into their 
preferences and interests.

“Marketing: AI-driven vir-
tual assistants can help mar-
keters collect data on con-
sumer trends and behavioural 
patterns. The accurate analysis 
of data also makes it easier to 
offer products and services 
that consumers want.

“Predictive analytics: an-
alysing historical data, ar-
tificial intelligence can also 
make predictions regarding 
user behaviour. It helps to 
improve the user experience 
even before negative feed-
back is obtained. In addition, 
AI can quickly notify you 
about behavioural patterns 
that indicate that your users 
are disengaged.”

It may have been a band-
wagon last year, but in 2019 
we’ve hit a stage that if you 
are not in, well, you will get 
left behind. 

Customers have had a 
taste of what’s to come, and 
if you’re not offering these ser-
vices through your platform, 
then in the flooding SaaS mar-
ket they’ll jump ship. Don’t be 
found wanting.

It’s time  to cut the hype  
and get  the suss on SaaS

AI can quickly notify 
you about behavioural 
patterns that indicate 

that your users are 
disengaged
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