
 

 

AI isn't a tool, it's a transformation 

 

15 July 2026 

 

According to research by McKinsey1, almost 90% of businesses now have AI 

running somewhere within the organization, whether that’s a chatbot on the 

website, a Microsoft Copilot license in the hands of knowledge workers, or 

simply an agent summarizing meeting notes. The technology has stopped 

being an exotic novelty and started becoming part of the background fabric 

of business. But two years into the mainstream generative AI era, the 

companies pulling ahead are not the ones with the most tools deployed, but 

rather the ones that have stopped thinking about AI as a tool at all. 

 

Tim Dickson, Chief Digital and Information Officer, Regal Rexnord, explores how 

businesses can turn AI from just another tool to a truly transformative part of their 

operations. 

 

The reason for this is that there is a real difference between simply using AI and 

being transformed by it. Using AI might mean introducing a productivity feature here, 

a chatbot there – each one a useful improvement to something a person or customer 

was already doing. Being transformed by AI, however, is a bigger idea. 

 

It means rethinking how the business actually runs, which work genuinely needs a 

human, where can people be better deployed, which processes can be rebuilt 

around what AI can now do, and what becomes possible when the two are properly 

joined up. 

 

 

1 https://www.mckinsey.com/capabilities/quantumblack/our-insights/the-state-of-ai 



 

 

The first approach gives you incremental gains. The second is where the true, 

transformative value lives. They are not the same journey at different speeds – they 

are entirely different paths, and most industrial businesses don’t even realise they’re 

making the decision of which one to follow. 

 

The easy part is nearly over 

 

For the last two years, the AI conversation in industry has been dominated by tool 

thinking. Pick a use case, find a vendor, run a pilot, measure the result. Almost any 

process can be improved this way: searches get faster, summaries are delivered 

automatically, a first draft appears in a fraction of the time. We have done plenty of 

this at Regal Rexnord™ and the results are impressive. Our internal GPT handles 

around 2,000 associate queries a month, the website chatbot helps more than a 

thousand customers a week find what they need, and the thousands of people using 

Copilot tell us they save two to three hours a month – with most of them putting that 

time straight back into higher-value work. Those outcomes represent genuine 

improvements, both for Regal Rexnord and our customers. 

 

However, it’s clear that they are also the easy part. Vendor partners are everywhere, 

pilots are currently cheap, and the technology has matured to the point where almost 

any organization can prove that AI does something useful. The hard part – the one 

that separates the companies that will matter from the ones that will not – is what 

comes next. 

 

The question is whether AI can be woven into the end-to-end processes that actually 

run a business – forecasting, demand planning, sales and operations planning, 

materials requirement planning, the customer service workflows that stretch across 

half a dozen systems and just as many teams. These are not chatbot use cases. 

They are the load-bearing operations a manufacturing company leans on every day, 

and running AI inside them is a different challenge entirely. It calls for multiple agents 

working together rather than in isolation, for AI connected to your core systems 



 

 

rather than bolted on beside them, and for those agents to be governed properly – 

monitored, observable, and with a human expert accountable and responsible for 

what they do. 

 

None of that is trivial. But it is precisely where the transformation happens, because 

the moment you stop using AI to help people do their existing work faster and start 

using it to rethink what the work is, you have crossed from using a tool to developing 

a new capability. 

 

Why most organizations stall 

 

There is a pattern we see repeat itself in industrial AI. A company runs a few 

successful pilots, generates real internal excitement, and then watches that 

momentum evaporate when it tries to scale. The technology works and the pilots 

prove out, yet the leap from a working pilot to AI genuinely embedded in core 

operations takes far longer than anyone promised at the start. It is worth asking why 

this happens, because the answer is rarely the technology itself. 

 

The honest answer is that the unglamorous foundations have not been built. Three 

in particular tend to be missing. The first is data readiness. AI is only as good as the 

data that fuels it, and most industrial businesses still have data spread across 

systems that were never designed to talk to each other, with inconsistent definitions, 

unclear ownership, and gaps that nobody has been formally responsible for closing. 

Treating data as a product – with governance, ownership, and clear definitions – 

sounds bureaucratic, but it is what makes enterprise-scale AI feasible. 

 

The second is governance. With AI capable of touching important processes, the 

question of what an AI model is allowed to do, on whose authority, and with what 

oversight becomes a real one. Organizations that have not thought this through in 

advance tend to discover the gap at the worst possible moment, sometimes with 

disastrous consequences. 



 

 

The third is change management – and this is the one that gets the least attention. 

AI transformation is fundamentally about people, and about whether the people 

doing the work feel that the change is being done with them or to them. The best 

technology stack in the world will not deliver value if the people expected to use it 

feel sidelined by it. The most effective way to deploy AI is as a tool to enhance 

experts’ skills – not as a replacement for them. Bringing everyone along is often the 

difference between a pilot that scales and one that stalls. 

 

Transformation is not a project 

 

The key mistake businesses need to avoid is thinking of AI transformation as a finite 

program with a start and an end. It is not. The technology will continue to evolve, 

the use cases will continue to expand, and the boundary between what humans and 

AI agents do best will continue to shift. Treating it as a one-time project leads to the 

kind of bolt-on, isolated tool deployments that deliver disappointing returns. 

 

Treating it as an ongoing transformation looks different. It means building 

organizational capabilities – in data, in governance, in upskilling, in change 

management – that can absorb successive waves of AI technology as they arrive, 

rather than scrambling to react to each one. It means investing seriously in the 

people who will be using these tools, not as an afterthought but as a deliberate part 

of the operating model. And it means accepting that the goal is not to deploy AI, but 

to become an organization that knows how to deploy AI continuously, well, and at 

scale. 

 

The next three years 

 

Ultimately, the companies that will pull ahead over the next three years are not the 

ones with the most agents in production. They are the ones that have built the 

foundations to take those agents and embed them in genuinely transformed 



 

 

business processes. They have done the unglamorous work of data, governance, 

and culture, and who can now move at pace because of it. 

 

That work isn’t glamorous, but neither is it optional. The AI market has reached the 

point where pilots no longer differentiate anyone. The next differentiator – the one 

that will matter for the rest of this decade – is whether an organization treated AI as 

a shiny new tool, or as the transformation it actually is. 
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Image 1: Tim Dickson, Chief Digital and Information Officer, Regal Rexnord. 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

Image 2: Almost 90% of businesses already have AI running somewhere within 

the organization. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

 

Image 3: Businesses need to avoid thinking of AI transformation as a finite 

program with a start and an end, and treat it as an ongoing transformation. 

 

The image(s) distributed with this press release are for Editorial use only and are 

subject to copyright. The image(s) may only be used to accompany the press 

release mentioned here, no other use is permitted.  

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

About Regal Rexnord 

 

Regal Rexnord's 30,000 associates around the world help create a better tomorrow 

by providing sustainable solutions that power, transmit and control motion. The 

Company's electric motors and air moving subsystems provide the power to create 

motion. A portfolio of highly engineered power transmission components and 

subsystems efficiently transmits motion to power industrial applications. The 

Company's automation offering, comprised of controllers, drives, precision motors, 

and actuators, controls motion in applications ranging from factory automation to 

precision tools used in surgical applications. 

  

The Company's end markets benefit from meaningful secular demand tailwinds, and 

include discrete automation, food & beverage, aerospace, medical, data center, 

energy, residential and commercial buildings, general industrial, and metals and 

mining. 

  

Regal Rexnord is comprised of three operating segments: Industrial Powertrain 

Solutions, Power Efficiency Solutions, and Automation & Motion Control. Regal 

Rexnord is headquartered in Milwaukee, Wisconsin and has manufacturing, sales 

and service facilities worldwide. For more information, including a copy of our 

Sustainability Report, visit RegalRexnord.com. 

 

 

 

 

 

 

 

 

 

 

 

 

http://regalrexnord.com/
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