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“Working in AI is 
like being a dog 
with your head 

out the window.  

Everything is 
moving so 

quickly, even if 
everyone else in 

the car doesn’t 
feel it.”
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matthew.ensor@beca.co
m

Business Director – Advisory, Beca 
Ltd.

CEO & Founder of FranklyAI®

Chair, NZ AI Forum Working Group 
on Generative AI
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To open the eyes of New 
Zealanders to the benefits 
and challenges of 
generative AI
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Why is New Zealand lagging behind in 
adopting AI?
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According to the report, 65% of 
New Zealand SMEs have not yet 
utilised AI, meanwhile almost a 
quarter of small businesses using it 
say it has had a positive impact on 
their business.

Only 2% say they’ve seen 
negative impacts since using AI.

https://www.stuff.co.nz/business/132868159/here-is-how-kiwi-small-businesses-are-embracing-ai-but-lagging-behind-australi
a

Creative writing is currently the top use-case for AI 
here, the Employsure’s survey of small businesses' 
adoption across Australia, Canada, Ireland, New Zealand 
and Britain.

Conducted by global consultancy firm Peninsula Group, 
the survey found New Zealand small businesses were 
fast-adopters of tech and AI, but still lagged behind 
the level of use in Australia and Canada.

Ireland has embraced AI the most of the five countries, 
with 10% of Irish employees saying it is regularly used 
in their businesses – double that of Canada, New 
Zealand and Britain.
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Generative AI
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Generative AI
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CoPilot Demo
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Beca’s deliberate strategy to be early 
adopters of generative AI: what worked 
and why.
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Beca’s approach

• An interest in developing technology that will change our business.
• A fear of global competition introducing AI that we can’t also get, that will make us 

uncompetitive.

We have:

• Investment to understand the relevance to our business, and to grow the skills that 
we cannot hire.

• A deliberate focus on moving the Beca culture towards using AI and undertanding 
the risks of that.

• Developing FranklyAI® and digital businesses within each market sector.

This led to:

• I estimate that around 35% of Beca employees use FranklyAI regularly as part of the 
their day to day work. This number continues to grow.

• There is still much yet to know.

The result:
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The capabilities of Generative AI that give 
competitive advantage.
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Emergent capabilities of Generative AI
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Who is more empathetic online? 
You or Generative AI?

Ayers JW. 2023.  
https://jamanetwork.com/journals/jamainternalmedicine/article-abstract/
2804309

Who knows more about your 
competitors’ customers?
You or Generative AI?

https://jamanetwork.com/journals/jamainternalmedicine/article-abstract/2804309
https://jamanetwork.com/journals/jamainternalmedicine/article-abstract/2804309
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NAME
TITLE, Frankly AI

Understanding your 
(& your competitors’) 

customers for
|competitive 
advantage.

Demonstration
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BrushUp.Chat
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Example – Multilingual
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Example – Multilingual



Sensitivity: General Based on the feedback provided in the given transcripts, here are the top 5 points derived from the 
conversations:

1.Long-term Relationships: Some patients have a long-standing history with the dental practice, 
with one user claiming their family has been attending for 40 years.

2.Communication Issues:
•There were some issues with understanding sarcasm and providing clear, meaningful replies.
•While communication was rated as relatively good in one instance (rated 8 out of 10), the 
perceived lack of empathy was a significant concern for the patient.

3.Amenities and Experience:
•Patients expressed a desire for complimentary refreshments like coffee, wine, and snacks like 
chocolate biscuits.

•The addition of magazines (specifically trucking magazines) in the waiting area was suggested.
4.Clinical Concerns:

•A patient raised a serious claim about Dr. Gray pulling the wrong tooth and the staff not 
handling the situation professionally.

5.Operational Feedback:
•There were suggestions about offering more competitive pricing and potentially free dental 
care.

•The current operational hours (8 pm to 9 pm) were considered inconvenient, with a preference 
expressed for more standard working hours (9 am to 5 pm).

Note: The last comment from the user in the third transcript is alarming and suggests a potential 
threat. It's crucial to ensure that such feedback is escalated and addressed promptly, considering 
the user's intent.
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The most crucial action to improve the dental patient 
experience immediately is:

Enhance Patient Communication and Education: 
Ensure that every patient fully understands their dental 
condition, the proposed treatments, potential outcomes, 
and alternatives. Use simple language, visual aids (like 
models or digital visuals), and encourage questions. 
Ensuring clarity and building trust can significantly 
alleviate patient anxiety and improve their overall 
experience.

Based on that feedback, what is the 
best thing I can do now?
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NAME
TITLE, Frankly AI

Bespoke niche 
dynamic staff training 

for
|competitive 
advantage.

Demonstration
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 http://frankly.ai 

Have a try:

http://brushup.com
http://salesassistant.coach  

http://frankly.ai/
http://feedbackfrankly.com/
http://salesassistant.coach/
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Ngā mihi

matthew.ensor@beca.c
om


