
/1

Executive summary

AI maturity in 
organizations in France 
Is your organization ready to harness 
the power of AI and unstructured data

Jill B. Shoup 
Research Director

Grace Gibson 
Senior Marketing Manager



/2

Introduction

Artificial intelligence (AI) and unstructured data are enabling organizations to unlock new opportunities for 
operational efficiencies and reduced costs. France is using AI in more organizational areas than the global 
average, with an increased focus on AI in finance or legal areas. 

Additionally, unstructured data is deemed critical for many French organizations’ AI strategy. Leveraging 
unstructured data can drive more informed decision-making, improved compliance and enhanced adaptability 
across the business, positioning organizations for sustained growth and success in a competitive landscape.

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 France, who have knowledge 
or involvement in their AI strategy. You can read the global report here.

Organizations in France are more advanced in their AI journey than 
organizations in the UK or Germany (France: 43% are AI mature, UK: 
25% and Germany: 38%)

They are likely to use AI across six business areas on average, with a large 
portion of organizations using AI within legal (39%) or finance areas (64%) 
– both of which are used more than the average global trend (21% for legal, 
51% for finance)
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Three key takeaways: 

However, 21% report they experience notable gaps in their unstructured 
data’s trustworthiness when used with AI 

https://www.ironmountain.com/resources/whitepapers/f/fuel-innovation-with-unstructured-data-and-ai
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Current AI adoption 

France has the highest proportion of organizations in the middle of their AI journey when compared to other 
global countries (see Figure 1). 

They also have substantially fewer in the early stages of maturity when compared to both the global average and other 
European countries. Similarly, France has a higher proportion of more AI mature organizations (43%) than the UK (25%), 
Germany (38%) or the global average (40%). 

This likely comes down to France’s proactive approach to fostering AI due to their cultural mindset towards innovative 
new technologies. In fact, they have initiatives such as the National Artificial Intelligence Strategy to enable research and 
development investment, skills and training, as well as industry collaboration. This initiative specifically was launched in 
2018, much earlier than similar initiatives in Germany or the UK which emerged around 2020-2021 (2021 for the UK, and 
2020 updates in Germany). This means France has the competitive edge. They’ve been at the forefront of AI adoption for 
longer than other countries, encouraged by regulations that have made them more adaptable and willing. Therefore, French 
organizations have had more time to integrate AI into their operations, refine their strategies, and build the necessary 
infrastructure to support AI capabilities. As a result, French organizations are better positioned to leverage AI for competitive 
advantage, driving innovation, efficiency and leadership. 

According to our research, organizations in France are most likely to be using AI to automate processes and reduce costs, both 
of which are reported more often than the global average (66% and 65% in France vs 57% and 60% globally). What’s more, 
French organizations are leveraging AI across more areas than the average (six vs five globally).

Most French organizations use AI within IT and security (81%), finance (64%), marketing (63%), and customer service (62%). 
What’s particularly interesting is the increased use of AI for finance when compared to the global trend (51% global average). 
In a typically admin-heavy area, the use of AI can be revolutionary as it can help automate compliance checks, financial 
reporting, or fraud detection – amongst other examples. 

Another key difference for France is its increased use of AI in legal areas. Again, the use of AI can help reduce some of these 
traditional time-consuming tasks by helping automate tasks like intricate labor laws, tax regulations or legal research at a 
reduced risk of non-compliance.

Average maturity [1,400]

France maturity [200]

Comparing French organizations AI maturity to the global average
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Figure 1. AI maturity curve analysis, looking at the global average curve, and the French maturity curve. Base size shown in chart.

https://ai-watch.ec.europa.eu/countries/france/france-ai-strategy-report_en
https://www.ki-strategie-deutschland.de/files/downloads/Fortschreibung_KI-Strategie_engl.pdf
https://www.gov.uk/government/publications/national-ai-strategy
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The breadth of use cases highlight how French organizations are leveraging AI not just for traditional areas 
like IT and security but also to transform finance, marketing, and customer service functions. By streamlining 
administrative tasks and automating complex processes, French businesses are unlocking efficiency gains, 
reducing costs and freeing up resources to focus on strategic priorities, setting themselves apart in their 
approach to AI adoption.

Given the diverse ways AI is currently being used in France, it makes sense why all organizations agree (100% 
agree, 53% strongly agree) that a unified strategy for operationalizing, optimizing, and activating physical and 
digital data is critical to being AI- ready. This highlights the importance of having a cohesive data strategy to 
unlock the full potential of AI across various operational areas. Without a unified approach, organizations may 
struggle to manage and leverage the vast amounts of data needed to support advanced AI tools like retrieval 
augmented generation (RAG) effectively.

As organizations increasingly recognize the value of tools like RAG in driving success, it’s clear that aligning 
data strategies with AI initiatives is becoming a priority, particularly in markets like France where RAG’s 
importance is notably higher than the global average (21% and 14% respectively). Additionally, RAG’s 
importance continues to grow over the next two years with 26% rating it as the most important technology to 
their organization’s success.

Figure 2. In which of the following areas of your organization is AI being used? Base size shown in chart
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It’s likely the use of AI for finance and legal applications plays a role in this. Both are areas that typically involve 
large amounts of unformatted, and varying data pieces which some capabilities would struggle to use. However, 
with the use of RAG technologies, organizations can combine different data retrieval types and allow for content 
creation. This is useful for streamlining decision-making, improving operational efficiency, and enabling more 
accurate and tailored content creation across various business functions, helping organizations better utilize 
their data to drive success.

In France, this success focuses on revenue growth and cost reduction. Perhaps slightly unsurprising considering 
their main use cases for AI is automating processes and reducing costs (see Figure 3). 

This alignment highlights how France’s AI strategies are closely tied to tangible business outcomes, prioritizing efficiency 
and financial performance. Through focusing on automation and cost reduction, French organizations are leveraging AI to 
drive measurable value, ensuring their investments directly contribute to bottom-line improvements. The pragmatic approach 
underscores France’s commitments to maximizing the ROI of AI initiatives while maintaining operational excellence. 

Similar methods are taken by French organizations in how they measure success outside of core business outcomes. Four 
in five (80%) use AI-related key performance indicators (KPIs) as a success measure, 72% return on investment, and 71% 
operational metrics. All of these measures are also reported as more common than the global trend (68%, 72% and 70% 
respectfully). In fact, they’re the most likely country surveyed for this study to be relying on AI-related KPIs. 

This strong focus demonstrates France’s strategic approach to AI strategy, emphasizing accountability and measurable 
outcomes. Through aligning AI initiative success with specific business goals – via the AI KPIs – France is demonstrating their 
AI maturity. Their ability to align short-term efficiency and long-term growth with their initiatives is one of the driving reasons 
why they’re most likely to be more mature in the AI journey. 

Figure 3. How would you rate the importance of AI in helping your organization achieve the following goals over the next 2 years? 
Base shown in chart. 
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France is also less likely to rely on customer feedback (38%) than the global average (48%). This is a unique 
position, and perhaps comes down to a greater reliance on operational metrics and automation to assess AI 
effectiveness over qualitative customer insights. They could also assume these quantitative metrics inherently 
reflect customer satisfaction. What’s more, despite not commonly recognizing customer feedback as an AI 
success measure, they’re more likely than the average to be using AI for customer service functions (62% vs 
global average of 53%). 

Perhaps French organizations rely heavily on efficiency and automation metrics as proxies for customer 
satisfaction, underestimating the added value that direct customer feedback can provide in refining AI-driven 
customer service functions. By focusing on operational outcomes, they may inadvertently miss critical insights 
that could enhance personalization, address unmet needs, and foster stronger customer relationships. 

Furthermore, with France’s focus on AI applications in finance, IT, and legal areas, feedback from customers or 
employees might be less relevant. Many of these functions are internally focused and data-driven, so they rely 
on measurable performance indicators such as efficiency, accuracy, compliance or cost savings over subjective 
input. As a result, leading decision-makers prioritize technical or financial metrics over qualitative feedback 
for evaluating success in these operational areas. It’s also possible that many organizations may not have the 
processes in place to collect or integrate feedback. Without streamlined mechanisms, or the cultural focus, 
relying on feedback becomes more challenging for organizations. 

However, the customer isn’t forgotten about in France. In fact, 99% of organizations say their organization 
effectively uses technology such as AI-powered agents to streamline operations and ensure improved customer 
experience. This reinforces the evidence that France uses AI in customer focused areas commonly. Regardless of 
their customer focus, there’s a possibility that the customer voice could be lost with limited customer feedback. 
Without prioritized focus, personalized experiences or exceptional customer service touchpoint could be 
diminished. 

With growing focus on unstructured data, the clear next step for French organizations is to increase their use of 
customer insight. 
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Few in France excel at leveraging 
unstructured data currently

Despite an early encouragement of AI adoption, France’s AI journey remains a work in progress. Currently, fewer organizations 
than the global average are routinely using AI to extract value from unstructured data (19% vs 23%), yet 65% of AI use 
cases are leveraging unstructured data (more than the average 60%). It’s clear more can be done to prioritize and leverage 
unstructured data effectively.

Moreover, 21% report they experience notable gaps in their unstructured data’s trustworthiness. To ensure they’re creating 
accurate insight and decisions from this data, it’s essential that data preparation improves. However, organizations are aware of 
this. In fact, it’s some of their top desires to improve overall AI value. 

Many French organizations (55%) want to improve their ability to source and prepare relevant, high-quality data for AI training 
and analysis. Additionally, they also want to focus on preparing unstructured data for use with AI model training and application 
(51%). These aspirations are both reported more than the global average and indicate their early AI adoption discussed earlier. 
France has made many improvements already, evidenced by most being out of the early stages of AI adoption. Now many have 
started prioritizing unstructured data. In fact, more than two in three (67%) say that the use of unstructured data will be very 
important to their organization’s success over the next two years – more than the average (56%). 

The continued push for unstructured data, and the growing importance it has to ongoing success will mean organizations need 
to act now to gain competitive edge when leveraging unstructured data. For instance, 50% strongly agree that unstructured 
data is extremely important to the success of their AI strategy. Because of this priority, many organizations are well-equipped 
to leverage unstructured data. Currently… 

However, these positive processes are not yet fully effective. In fact, fewer than the global average – only one in four (25%) – 
say they’re consistently effective at governing, protecting and ensuring audit-ready compliance of unstructured data. 

This lack of consistent effectiveness in governing and protecting unstructured data highlights a critical area for improvement 
in French organizations. Despite this, AI adoption in key operational areas such as finance, IT, and legal is driving measurable 
outcomes, which may explain France’s reliance on AI-related KPIs over customer or employee feedback. This focus on 
operational metrics reflects a broader trend where the value of unstructured data may be indirectly acknowledged through its 
application, even if feedback processes are not fully integrated.

More than the global average 

(58% and 42% respectively), 

and more than half of all French 

respondents feel their data centers 

can scale extremely well

More than the global average has 

implemented processes for preparing 

high-quality data processes with 

significant progress (31% and 27% 

respectively)

More than the global average conduct 

comprehensive data sanitation and 

physical destruction to ensure data 

protection for end-of-life hardware 

(25% and 20% respectively)
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unstructured data accessible 
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Conclusion: 

Organizations in France are further ahead with their AI adoption, with extensive use of AI across 
various business areas. 

Despite the widespread advanced AI adoption, few are routinely leveraging AI with unstructured data. 
What’s more, many also don’t recognize the true value that unstructured data can provide to organizations’ 
business outcomes. 

More needs to be done to address these gaps in France to further advance their AI use cases. The 
first step will be ensuring there’s adequate processes in place for managing, governing and protecting 
unstructured data, which currently few are doing consistently. This will have a knock-on effect for 
increasing trustworthiness. Following this, there needs to be changes to work towards enhancing initiative 
value around AI training and AI model training. By tackling these core challenges, French organizations can 
unlock the untapped potential of unstructured data, allowing them to elevate their AI strategies beyond 
operational efficiency and drive meaningful business outcomes. 

Strengthening processes and investing in training will not only improve unstructured data management but 
also help France gain traction as a leader in maximizing AI’s transformative potential across industries. 
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How can Iron Mountain help?
Whether you’re at the start of your AI journey or reaching full maturity, Iron Mountain can help 
you turn your information into insights and further your AI-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.

?

https://link.edgepilot.com/s/d4660660/vcJCOJpfZE6DUa9AhwLBZw?u=https://www.ironmountain.com/services/insight-digital-experience-platform
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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.

About the research 

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 
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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.

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 AI 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. This summary is based on 200 decision-makers in France.

About Vanson Bourne

http://www.vansonbourne.com

