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INntroduction

Artificial intelligence (Al) is revolutionising how organisations operate, with the ability to enhance decision-
making, automate processes, and drive innovation. When combined with unstructured data - such as text, images,
videos or social media content (and more) - Al becomes an even more powerful tool, enabling organisations to
extract deeper insights and deliver highly personalised outputs.

In Australia, organisations demonstrate a mix of approaches to Al application, with many at the beginning of the
Al journey, and others already reaching advanced levels of maturity. To fully harness Al's potential, it's critical for
organisations to strengthen their Al foundations by developing robust frameworks and strategies, investing in
training, and implementing effective data management practices.

Findings are based on research conducted by Iron Mountain alongside independent market research specialist
Vanson Bourne. Data in this report is based on 200 IT and data decision-makers in Australia, who have knowledge
or involvement in their Al strategy. You can read the global report here.

Three key takeaways:

There are fewer Australian organisations in the middle of their Al journey
when compared to the global average (Australia: 27%, global average:

0000 30%). As a result, there is a slightly higher proportion of both early-stage
and more advanced Al adopters when compared to the global average. This
highlights a fragmented approach to Al across the country

Half (51%) indicate that providing a clear vision, strategy and direction
for Al initiatives, as well as allocating more resources for Al expertise and
project development (52%), will be key in overcoming current barriers
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Organisations in Australia are more likely to use Al for marketing (57%) and human
resources (43%) than the global average (53% and 37% respectively), highlighting
an emphasis on customer focus or insight driven tools

© 0 0000000000 00000000000 00000 0 00

® &

ec oo

e 00000 0 0

. Generative Al is the most important tool to Australian organisations’
success today (17%)
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https://resources.ironmountain.com/en-gb/whitepapers/f/fuel-innovation-with-unstructured-data-and-ai

Current Al adoption

The Al maturity journey for surveyed organisations in Australia suggests a level of polarisation with slightly
more than the average being at the beginning and end of their Al maturity, and fewer in the middle of the Al
journey. This indicates that while some are making strides in advanced Al adoption, some are still in the early
stages, focusing on foundational use cases and building confidence in Al capabilities (See ).
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45%
40%
35%
30%
25% == Average maturity [1,400]

20% == Australia maturity [200]
15%

10%

5%

0%

Early Al Mid Al Advanced Al
maturity maturity maturity

Al maturity curve analysis, looking at the global average curve, and the Australian maturity curve. Base size shown in chart.

The varied approach to Al adoption in Australia is likely influenced by several factors. One primary reason could
be stricter compliance and regulatory considerations, with many organisations waiting for proven processes and
outcomes to avoid potential fines or consequences. This caution is reflected in how they leverage unstructured
data within their Al use cases. Australia has the lowest average (56%) of Al use cases that leverage
unstructured data out of all surveyed markets.

Al requlations in Australia only began to take shape in 2024, much later than other countries like France who
outlined an ethical deployment in 2018 and full deployment frameworks by 2020. Until now, Al in Australia
was governed under general data protection and privacy guidelines, meaning organisations lacked specific
Al governance. With the introduction of these new regulations, organisations are likely to act with even more
caution as many will lack the expertise to navigate the complexities of compliance effectively.

Additionally, the prominence of industries like mining, agriculture or tourism in Australia’s economy may
contribute to delayed adoption of advanced Al use cases. These sectors will often focus on automation, process
optimisation, and operational management due to their reliance on cost-efficiency, and the need to optimise
resource-intensive operations in competitive and resource-dependent markets. Reflecting this focus, our
research outlines that Australian organisations are more likely than the global average to cite streamlining
operations as a primary Al use case (52% in Australia vs. 47% globally), indicating the strong emphasis on
operational efficiencies over business insights or strategic guidance.

However, Australia also has a slightly higher proportion of organisations in advanced stages of Al maturity
compared to the global average (42% in Australia vs. 40% globally), suggesting that some are making
significant strides. This progression is likely bolstered by the influx of government and private investment in
2023 aimed at advancing Al adoption. For instance, the Australian government pledged $41.2 million in its
2023/2024 budget to support the deployment of responsible Al, particularly targeting SMEs.

/3



Australia also saw a partnership with Microsoft to secure an additional $5 million to boost computing capacity by 250%

over the next two years. There's clearly a growing recognition among organisations in Australia for the need to harness Al
strategically. These investments and partnerships indicate a strong commitment to advancing Al capabilities and reflect

the importance of the Australian market for Al growth. By prioritising responsible Al deployment and scaling infrastructure,
Australia is positioning itself to accelerate its Al maturity, enabling more organisations to transition from exploratory stages to
impactful, high-value Al applications.

To help organisations at different stages of Al maturity progress effectively, whether they're at the beginning, or already more
advanced, targeted changes are essential. In Australia, the most commonly cited need is for a clearer vision, strategy, and
direction for Al initiatives, with 51% of organisations identifying this as a priority compared to 47% globally. This heightened
demand may reflect the relatively recent rollout of Al government frameworks in 2024, which are likely still in the early stages
of adoption. As a result, many organisations may be navigating inconsistent guidance and limited best practices, making it
harder to establish a unified strategic direction for Al.

Another Al acceleration focus for Australian organisations is being able to allocate more resources for Al expertise and project
development (52%). Both of these areas are key to increasing the value for Al initiatives. An improvement for many could be
to implement a unified strategy, which would help with operationalising, optimising, and activating physical and digital data, a
critical step for many in being Al ready (49% strongly agree).

As use cases continue to grow, so does the number of operational areas supported by Al, which will create a greater demand
for a unified strategy. In Australia, Al is implemented across an average of five different functional areas where organisations
are more likely than the average to use Al for marketing (57% in Australia vs. 53% globally) and human resources (43% in
Australia vs. 37% globally), amongst others (see Figure 2).
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Figure 2. In which of the following areas of your organisation is Al being used? Base size shown in chart

Due to the focus on marketing, sales and human resources for Australian organisations, it makes sense that they find
generative Al tools (17%) the most important to their organisation’s success today. In fact, just under three quarters (73%) say
they use generative Al already integrated into existing software to gain insights or automate actions from unstructured data
to a great extent across many, or most, operational areas. What's more, they're the only country to say generative Al is the top
tool contributing to success. By prioritising generative Al tools, leading Australian organisations are positioning themselves

to create tailored experiences, streamline operations, and foster innovation, which can provide a competitive edge in a rapidly
evolving global market.

/4



Leveraging unstructured data

Unstructured data is data that comes from sources such as images, videos, social media, emails and much more
and it's increasingly becoming the key to understanding customer expectations. When used with Al, simple
interactions can be gathered, tracked, and analysed to create actionable insights for organisations. This is top of
mind for Australian organisations as more than the global average in Australia (and more than any other surveyed
country) rely on customer feedback when measuring the success of Al use (57% in Australia vs 48% globally),
meaning there's a continuous stream of structured and unstructured data being used.

Organisations in Australia seem to be in-tune with this growing reliance on unstructured data; 49% strongly agree
that unstructured data is extremely important to the success of their Al strategy, and more than the global average
feel they're consistently effective in making unstructured data trustworthy (30% in Australia vs 27% globally). This
indicates that Australian organisations are on the right track to advance their Al use cases. In fact, as technology
evolves, so do Australian organisations' expectations of what tools will contribute to success.

Looking ahead, organisations anticipate that multimodal Al and Al analytics will have the greatest impact on their
success with nearly one in five (18% and 17% respectively) ranking these tools as most important for success.
Both tools will be essential with the use of unstructured data as they'll be able to process and analyse diverse data
types to generate deeper insights, improve decision-making, and enable more personalised and efficient business
processes.

Moving focus to business outcomes, Al is deemed very important for innovation and new offerings for Australian
organisations (58%), more than the global average (52%). There's also increased importance in Al for employee
productivity (54%) and cost reduction (51%) to the global average (51% and 48% respectively), with a minor
increase also seen for competitive advantage (52% and 51%). This demonstrates that Australian organisations
are leveraging Al not just for operational efficiencies but also as a strategic tool to drive innovation and workforce
optimisation. By prioritising Al for innovation, productivity, and cost reduction, they are positioning themselves to
remain competitive, adapt to market demands, and future-proof their operations in an increasingly technology-
driven global economy.

What's unigue to see in Australia is the lower-than-average focus on customer satisfaction outcomes (46% vs an
average of 54%) (see Figure 3).

® How important is Al for the following business outcomes in the next 2 years?
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Figure 3. How would you rate the importance of Al in helping your organisation achieve the following goals over the next 2 years?
Base shown in chart.
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This is particularly unigue because of the continued focus mentioned earlier on customer service. This could be because
Australian organisations may perceive customer satisfaction as indirect benefits of broader Al initiatives, such as innovation,
employee productivity, and cost reduction, rather than focusing on it as a standalone priority. Additionally, their emphasis
on Al tools like generative Al for marketing, sales, and human resources might indicate a more strategic, behind-the-scenes
approach to improving customer experiences, rather than directly targeting customer service outcomes.

What's more, on average, Australia leverages unstructured data across 56% of Al use cases, slightly behind the global trend
(60%). This is surprising given the emphasis the country has on customer experience and satisfaction as you'd expect them to
be harnessing the power of Al to automatically gather and analyse feedback from multiple unstructured data forms.

However, of those use cases that do leverage Al, there seems to be a relatively good proportion of organisations who feel they
extract value from it. For instance, in Australia, 24% routinely use Al to extract value from unstructured data, in line with the
global average (23%)).

So why are organisations holding back on leveraging unstructured data and Al? Perhaps there's an overreliance on structured
data. In fact, our research shows that more Australian organisations than the average say structured data is very important to
their organisation’s success (63% in Australia vs 60% globally). What's more, this is a higher proportion than those who said
unstructured data was important to their organisation’s success over the next two years (56%). It's clear there's a disjointed
approach to what's considered critical for success, and this imbalance may be limiting organisations’ ability to fully capitalise
on the transformative potential of unstructured data. Bridging this gap will require a shift in mindset, where unstructured data
is viewed as equally valuable, and processes are put in place to manage and leverage it effectively alongside structured data.

Despite this limited focus for some Australian organisations, they've made positive advances in pushing through with Al and
unstructured data. For instance, 30% of organisations in Australia feel they're highly effective at managing unstructured
data at scale with advanced capabilities, marginally more than the average (28%). Additionally, more than the global average
strongly agree that they have a robust data governance framework to protect unstructured data (51% in Australia vs. 47%
globally).

Organisations in Australia also report other key areas where they're focusing their efforts when it comes to unstructured data.
These are foundational to have as unstructured data becomes embedded more into day-to-day operations.

For instance ....

More than the global average
More than the global average, feel say they're consistently effective

G1010D . . .
otooion they excel at making unstructured .. In governing, protecting, and
data accessible ( VS ). 2 ensuring audit-ready compliance of

1"
unstructured data for Al applications
( S ).

of Australian organisations
\ say they have extensively integrated
(:}# unstructured data with many business-
critical applications, a small increase
on the global trend ( ).

However, despite being well prepared, organisations in Australia do have some barriers. For instance, fewer than the global
trend say that all their data centre capabilities can scale extremely well to handle unstructured data and Al workloads (36% in
Australia vs 42% globally).
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Conclusion:

Australian organisations are navigating a fragmented Al landscape, with a mix of early-stage
adopters and more advanced users.

To overcome these differences, organisations must focus on providing a clear vision and strategy for Al
initiatives while allocating more resources to develop Al expertise and project implementation.

The strong focus on customer-driven tools, such as generative Al and its importance to organisational
success, underscores Australia's emphasis on customer facing value. However, fewer Al use cases leverage
unstructured data compared to the global average, suggesting an untapped opportunity to deepen insights
and enhance customer engagement. To address this, organisations should prioritise integrating trustworthy
unstructured data into their Al strategies, leveraging tools like generative Al to maximise its value.

These suggested changes in addition to aligning resources will help Australian organisations address
barriers and create a more unified approach to adoption in the future. Bridging the gaps in Al maturity will
unlock greater innovation, customer experiences and remain competitive in a rapidly evolving market, all
which are key to long-term success.

CJ? 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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https://www.ironmountain.com/en-au/services/insight-digital-experience-platform

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 organisation. Respondents’ organisations had to have 250 employees or
more across the following countries: US, UK, France, Germany, India and Australia.

Organisations 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. This summary is based on 200 decision-makers in Australia.

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 organisations 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 centres, art storage and logistics, and cloud services, Iron Mountain helps organisations to lower cost and risk, comply
with regulations, recover from disaster, and enable a more digital way of working. Visit www.ironmountain.com/en-au 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.
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