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The release of ChatGPT in November 2022 marked an in�ection 

point for information technology that unleashed tremendous 

disruption for workers, businesses and mankind. In�ection points 

occur when an event or series of events, taken in context, prompt 

or necessitate movement in a radically new direction. Just as AOL 

gave us our �rst peek at the internet in the 1990s, Generative 

arti�cal intelligence (Gen AI) tools are giving us our �rst peek into 

a new world of intelligence. 

 

Arti�cial intelligence (AI) has long been the domain of large,  

well-resourced companies fueled by the hype of vendors 

innovating in the space. Now, Gen AI is unleashing capabilities  

for anyone in the connected world. Users can access a 

knowledge base trained on large, diverse data sets and can 

answer questions, analyze information and create content 

or images. Prompt engineering is the new must-have skill to 

leverage Gen AI.

The speed of change has never been faster. And yet, we are 

still in the early days of Gen AI. It will continue to morph into 

systems and platforms that perform increasingly speci�c tasks 

and functions. The generative pre-trained transformer — 

known as GPT — that you use today will be replaced with more 

advanced versions in rapid succession as the evolution continues. 

Agentic AI, de�ned as technology that enables AI agents to act 

independently and make decisions without human supervision, 

is game changing in how tasks are automated and decisions  

are made. 

Gen AI’s powerful impact on humans — both personally and 

professionally — makes passing through the in�ection point 

inevitable. Some have already crossed over, while others remain 

unsure of what’s on the other side. We know that once we pass 

through the in�ection point, however, there is no going back.

AN INFLECTION POINT
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This report serves as a guide for small- and midsize-business (SMB) CEOs who are formalizing their journey 

of AI. Drawing from data from the Vistage CEO Con�dence Index survey and curated expert perspectives, 

it explores how CEOs apply and invest in Gen AI, training approaches for leaders and organizations and 

strategies for maximizing productivity at the individual, workgroup and workforce levels.    
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Gen AI is more than just the next technology; it represents 

a quantum leap forward. SMB leaders need to recognize 

the di�erence and see Gen AI’s potential to automate the 

knowledge worker. The Industrial Revolution replaced 

artisans, craftsmen and laborers with steam-driven machines 

that could work nonstop. Now, knowledge workers — those 

who work with words, data, images, audio and video — can 

automate routine tasks in their jobs. This will mean something 

di�erent for every person and every company.

 

The path to automation will challenge knowledge workers 

to go beyond self-taught “browser behaviors” for searching 

the web. To truly capitalize on Gen AI, they will have to learn 

how to probe and interpret data and information created by 

AI-powered models. 

It will take time for both individuals and organizations to 

build baseline skills, learn the capabilities of Gen AI tools and 

interact with them, but they will gain experience with every 

iteration. As they learn, so too will AI.  From there, knowledge 

workers can pursue more sophisticated functions and �ne-

tune their portfolio of digital automation tools based on the 

speci�c requirements of their knowledge tasks. 

 

The impact on individual productivity has been profound 

and immediate, both professionally and personally. Virtually 

anyone who has seriously engaged with Gen AI has found a 

way to save hours or days on a task, which instantly boosts 

their productivity. However, getting beyond basic travel 

planning or recipe creation will require a commitment to 

training and continuous learning. Gen AI will only get better 

and smarter. Knowledge workers will need to follow suit.

PART I   AUTOMATION OF THE KNOWLEDGE WORKER
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Much has changed since our initial report on AI in 2018, when 

SMBs were still exploring and experimenting with AI applications. 

Since then, media coverage of Gen AI, which surged in 2023, 

has helped encourage widespread awareness, acceptance 

and adoption of Gen AI tools. The use of these tools has also 

increased on both personal and professional levels. Free versions 

help people experiment, and AI-driven business applications 

and embedded AI in existing applications have progressed for 

business functions.

 

According to the data captured in the Q4 2024 Vistage CEO 

Con�dence Index survey, 22% of CEOs report actively using Gen AI 

in their business, a swift jump from 16% in Q2 2024. Another 38% 

are currently testing for speci�c functions and 11% are planning to 

test. While this represents gains over time, it is important to note 

that over one-quarter of small and midsize businesses are behind 

the curve, with 19% reporting that employees are independently 

testing and 7% not o�cially using or testing.

PART II   THE STATE OF GEN AI

6 in 10 CEOs report their business is currently using or testing AI, 

a 17-point increase from Q2 2023

Source: Q4 2024 Vistage CEO Con�dence Index, n=1,438

33%
16%

7%

19%

19%

21% 12%

11%

23% 30%
38%

20% 16% 22%

Q2 2023 Q2 2024 Q4 2024

Currently used as part of daily operations 

Currently testing for select functions 

Not currently using but planning to test 

Employees are independently testing 

Not officially using or testing it

Which statement best describes your business's 
approach to generative AI apps?
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SMB leaders are attuned to the risks and rewards of Gen AI. In our survey, CEOs cited top risks as 

misinformation, overreliance on AI for critical thinking, job displacement (e.g., in industries such 

as law and health care), security concerns (e.g., fraud, data breaches) and ethical considerations 

(e.g., energy consumption and environmental impact). They identi�ed the top rewards as boosting 

productivity by automating routine tasks, improving decision-making, streamlining work�ows and 

accelerating data processing to optimize forecasting, pricing and strategy. 

Despite these risks, more than three-quarters (77%) of CEOs now think Gen AI represents a 
tremendous opportunity for their businesses, compared to 43% in Q1 2023, just three months 

after the release of ChatGPT. 

Over three-quarters of CEOs (77%) feel AI presents an 

opportunity for their businesses, up from 43% in Q1 2023

Source: Q4 2024 Vistage CEO Con�dence Index, n=1,438

34%

9%

3%

2%

20%

11%

43%

77%

Q1 2023 Q4 2024

It presents a tremendous opportunity for my business 

I don't understand how it works

It presents an enormous risk to my business

It is not relevant to my business

Which statement best describes how you feel about 
the capabilities of generative AI, such as ChatGPT?
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In our survey, CEOs identi�ed the primary use cases for Gen AI as:

• Writing and generating content for emails, reports, proposals, 

policies, marketing, blogs and social media

• Boosting personal productivity by automating tasks such as 

summarizing meetings, transcribing notes and generating job 

descriptions and HR policies

• Analyzing data and supporting decision-making by increasing 

capabilities for business intelligence, strategic planning, market 

research and forecasting

• Increasing customer engagement through customer support 

automation, AI-powered CRM and chatbots

• Enhancing functions for sales-prospecting and lead-generation

It can be a helpful tool in many ways for a 
marketing agency, but it shouldn't be overly 
relied upon.

Anne Marie Holder
CEO, Spark Strategic Ideas

Charlotte, North Carolina

“

Efficiency gained through note-taking, content 
creation and other impacts for staff. Eventually, 
mining our content to aid in AI-developed 
content creation/question-answering directly 
through a bot. We are recording every client 
meeting now in preparation for this type of 
opportunity.

Luke Cheatham
CEO, Diamond Client Group & Good Bull Investments

Spring, Texas

“

What opportunity does Gen AI 

present to your business?
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Our survey also showed that CEOs of small and midsize businesses are 

increasing their investments in Gen AI, further recognizing its value.

 

About half (45%) of CEOs plan to increase their technology budgets 

to accommodate AI investments in the year ahead. This is a signi�cant 

increase from the 30% in Q2 2024. 

INVESTING IN AI

Technology budgets are increasing to add 

AI capabilities among small businesses

Source: Q4 2024 Vistage CEO Con�dence Index, n=1,438

12%
1%

41%

45%

Q4 2024

Increase

Remain the same 

Decrease

Don't know/Unsure

How will your technology budget change 
in the next year to accommodate for 
adding AI technologies and applications?
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Top 5 AI tools used by small and midsize businesses

ChatGPT

MSFT Copilot

Claude

Google Gemini

Perplexity AI

39%

22%

17%

13%

9%

Source: Q4 2024 Vistage CEO Con�dence Index, n=1,438

The capabilities and functionality of Gen AI 

tools are staggering and evolve every day. 

Keeping up, let alone catching up, demands 

training. Despite 77% seeing the opportunity 

AI presents in their business, just over a 

third (34%) of CEOs provide some form of AI 

training, while 53% expect their employees 

to develop Gen AI pro�ciency independently. 

AI training approaches among SMBs

No training planned

Self-learning & experimentation

Internal training programs

External training 

(consultants/webinars)

Policy and governance- 

focused training

Source: Q4 2024 Vistage CEO Con�dence Index, n=1,438

31%

22%
20%

14%

14%

The marketplace for Gen AI tools is already 

massive and growing larger as new, task-

speci�c capabilities are made available. 

CEOs shared the tools they were using, and 

the three most-used Gen AI apps (ChatGPT, 

Microsoft Copilot and Claude) are considered 

entry-level apps with broad capabilities for 

content creation. They are user-friendly and 

accessible, and they serve as a gateway to 

more complex, task-speci�c applications.
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SMB CEOs have long focused on improving productivity as part of their growth strategy, 

and Gen AI has the potential to increase this productivity exponentially. As we reported  

in Accelerating Productivity: CEO Strategies for Workforce Optimization, 37% of CEOs 

have seen increased productivity in the past year, which translates to improved 

performance. In our Q3 2024 survey, AI was the top area of new investment for SMBs, 

with 37% of CEOs planning to invest — on top of the 40% already investing. 

PART III   PRODUCTIVITY PAYBACK

Over three-quarters (77%) of CEOs are investing 

in or plan to invest in AI to drive productivity

Source: Q4 2024 Vistage CEO Con�dence Index, n=1,438

40% 37% 23%AI

Currently investing Planning to invest Not investing

To what extent does your business plan to address the 

following areas to improve employee productivity?

1

ACCELERATING PRODUCTIVITY

CEO Strategies for Workforce Optimization

Gen AI will immediately impact personal productivity 

as knowledge workers build skills and gain both 

experience and con�dence. Gen AI’s ability to 

automate knowledge work will dramatically reduce 

the amount of time required to complete routine 

tasks. In many cases, it will also produce higher-

quality output. The individual productivity gains, in 

terms of hours or days saved on a speci�c task, are 

transformative. 

 

Tactically, Gen AI will impact workgroup productivity 

as knowledge workers share personal wins, learn from 

each other and reengineer collaborative work�ow and 

process tasks. Automating and aligning processes and 

work�ows multiplies the individual productivity gains 

across work groups.

 

Over time, this digital automation will position the 

business and strategically drive workforce productivity 

into the future, remaining competitive in the rush 

toward the AI world.

https://www.vistage.com/demand/vistage-pdf-display/?pdf=https://www.vistage.com/wp-content/uploads/2024/11/Productivity-Report.pdf
https://www.vistage.com/demand/vistage-pdf-display/?pdf=https://www.vistage.com/wp-content/uploads/2024/11/Productivity-Report.pdf
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IMMEDIATE IMPACT: INDIVIDUAL PRODUCTIVITY
 

Gen AI is, above all else, a powerful tool for individual productivity. 

Knowledge workers have the potential to adapt and embrace 

Gen AI exponentially faster than an organization can. Many 

will quickly �nd a personal-use case where Gen AI saves them 

considerable time. As individuals gain skills, experience and 

pro�ciency with Gen AI, they will be able to target increasingly 

sophisticated tasks to automate and transform personal 

work�ows, improving productivity incrementally with each step. 

Most are already using Gen AI discreetly in a self-taught mode.

Bringing Gen AI into the open will unleash the productivity 

of all workers by encouraging them to embrace change and 

innovate. Productivity surges when knowledge workers can share, 

collaborate and innovate with each other. The early adopters 

of Gen AI are already exploiting advanced Gen AI capabilities 

and continuing to learn and explore. When they share their best 

practices, use cases and winning prompts, everyone learns faster. 

The goal is to pull forward the hesitant or slow-to-adopt users to 

hasten their journey with Gen AI. 

CEO Checklist for Enabling Innovation

Deploy a Gen AI tool of choice and train on its 

functional capabilities. 

Train the skills of prompt engineering to all users. 

Provide users with the guardrails of governance 

and security.

Create and share best practices and use cases. 

Celebrate wins and showcase success. 

1. Start by giving context.  
For example, you might say, “For this activity, I 

want you to serve as a high-functioning assistant...” 

or “For this conversation, you are a sales guru.”

2. Establish an excellence anchor.  
Hence the use of “high functioning” and “guru” 

in the examples above. This prompting leads to 

higher-quality results.

3. Couple tasks with the thinking behind them.  
This encourages AI to take a step-by-step 

approach to the task you’ve given it, which 

produces better results. For example, you might 

say, “I want you to go online and research XYZ, 

return and organize the data, consider how it 

might be structured for better understanding,  

and report details of your �ndings. Feel free to  

ask me questions if any step is not clear.”

4. Focus on a speci�c group or audience.  
For example, your audience could be CFOs from  

a midsize manufacturing business, or they could 

be fourth graders on a football team.

5. Leverage established frameworks.  
Ask AI to apply speci�c frameworks — such as the 

SWOT analysis, Porter’s Five Forces, or Rockefeller 

Habits — so it delivers structured responses 

tailored to your needs.

EFFECTIVE PROMPT-WRITING TIPS

Severin Sorensen 
CEO, ePraxis
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CEOs can leverage large language models 

(LLMs) like ChatGPT, Claude, Copilot, 

Perplexity, and Gemini for business 

solutions and growth opportunities. But 

you need to master the art of prompting 

these tools to get the best results.

Note: LLMs have been programmed 

to minimize the use of their resources. 

That means they’re designed to provide 

satisfactory answers — rather than the  

best answers — to prompts. So, if you don’t prompt for excellence, 

you won’t get excellence.

Emotional intelligence (EI) improves prompting. That’s not because 

AI has feelings. It’s because when you don’t get the result you need 

from an LLM, EI helps you �gure out how to rephrase your prompt 

so you get the right response. Research also indicates emotional 
stimuli can enhance LLMs. Adding something like “This is important 

for my career” to a prompt can actually generate better answers.

AI also exhibits human frailties like laziness. If I ask an LLM to do a 

di�cult task, it may push back on me. I nudge it by saying, “You  

can do this. Try once more.” And it will say, “You’re absolutely right.  

I apologize for my previous response.”

Don’t use a free model of an LLM. You’ve got to use the paid 

models because they’re the most valuable. But know that all 

modelshave errors. The best models are still only 88% accurate. 
In my company, we mitigate these risks by having managers and 

proofreaders who edit, and accountants who ensure formulas  

are accurate.

As human beings, we have an important purpose alongside AI.  

We are the wisdom makers and the meaning makers. Data is 

not knowledge, and knowledge is not wisdom. Knowledge is about 

being book-smart. Wisdom is about being street-smart.

Interestingly, the more you prompt AI as a human, the better results 

you’ll get from it.

EXPERT PERSPECTIVE    Mastering the Art of Prompting LLMs

“As human beings, we have an important 
purpose alongside AI. We are the wisdom 

makers and the meaning makers.”

Severin Sorensen

Severin Sorensen 
CEO, ePraxis
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INTERMEDIATE IMPACT:  
WORK GROUP PRODUCTIVITY
  

Individual productivity gains tend to aggregate and 

compound in a work group. Furthermore, if work group 

leaders encourage individuals to collaborate on their 

AI usage, this will generate continuous, incremental 

productivity gains that bene�t the organization broadly. 

 

To automate a work group, leaders need to reengineer their 

processes and work�ows. This is not as straightforward as 

self-automation and may necessitate external professional 

assistance, as process engineering often involves challenges 

related to change management. 

Re�nement and enhancement of work processes are core 

elements of productivity. When automating tasks within 

work�ows, leaders need to redesign processes and connect 

the tasks of one work group to another. 

 

Unlike traditional, monolithic IT projects that demand 

wholesale change, integrating AI into a work group 

starts with small, quick and easy wins. Like individuals, 

work groups need to use and experience where AI drives 

productivity. As the small wins accumulate, the pace of the 

work group accelerates, improving the volume and quality 

of their product or output. With increasing user pro�ciency, 

more advanced capabilities can be explored. 

There is no limit to how much work group productivity can 

increase, and easy wins will give way to increasingly more 

complex tools and automation. But they will take time to 

develop and deploy. 
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A good majority of AI solutions are 

what I call “quick-win solutions.” They 

are built, designed and aimed at driving 

productivity so companies can do 

more with what they have. They o�er 

high-impact, low-e�ort opportunities 

— meaning, they’re going to make a 

substantial impact on your business’s 

productivity, revenue or customer 

experience, and they usually take less 
than 6 months to select and implement.

 

How do you �nd those high-impact, low-e�ort opportunities? Think 

about a Venn diagram where you have “what’s valuable for your 

business” on one side, and “what AI can do” on the other, and look 

at where those two intersect. Too often, leaders spend their time 
focused on what AI can do. They get shiny object syndrome — 

falling head-over-heels for an AI system or brainstorming unrealistic AI 

solutions — and end up spinning their wheels. Instead, I encourage 

leaders to identify their pain points, challenges and opportunities 

for growth, and then �nd AI solutions in the marketplace that can 

address these. That way, you’re driving a much heavier, substantive 

impact on the company.

 

Many leaders only think of AI in two ways: It’s either ChatGPT, or it’s 

something expensive you have to build on your own. They don’t 

realize there are many viable solutions in the marketplace that already 

serve their industry or address their niche problem. That said, before 

reaching for any solution, make sure the juice is worth the squeeze. 
Look at the time, output and productivity throughput involved in 

your pain points and then do a comparative analysis of what an 

AI solution or system can do, so you can determine the return on 

investment (ROI).

 

The ROI can be signi�cant. For example, one of our clients rolled out 

Microsoft 365 Copilot and found that each of their 125 users gained 

about 10 hours per week in productivity, on average. If you do the 
math, that means they invested $45,000 in the software and 
reaped a $4 million productivity gain. They’re saving about  

80,000 hours per year.

 

However, training and change management are critical.  
Compare that to another client that’s been using the same software  

for six months without any training. Nobody is leading the e�ort, so 

there’s a lack of accountability, structure and reasoning. As a result, 

they’ve made no traction in their productivity.

 

That’s why you want to start with education or training upfront,  
so everyone can move in the same direction. And then from  

there, equip people with the processes, tools and methodologies to 

know where to begin and how to drive substantive change.

EXPERT PERSPECTIVE    Reach for High-Impact, Low-Effort Opportunities

Andrew Louder 
Founder, LouderAI

"I encourage leaders to identify their pain points, 
challenges and opportunities for growth, and 

then find AI solutions in the marketplace that can 
address these. That way, you’re driving a much 
heavier, substantive impact on the company." 

Andrew Louder
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STRATEGIC IMPACT: WORKFORCE PRODUCTIVITY
  

Full-scale digital automation transformation at the organizational level remains a challenge. It will take time, resources and budget to 

bring the power and productivity gains of Gen AI and similar tools to the workforce. The urgency behind organizational AI automation 

only grows as users power up on Gen AI productivity bene�ts. Disruption will soon follow as new AI-built competitors and changing 

customer demands will force everyone to adapt, just as access to the internet did. 

Leading the way for SMB CEOs are their business 

application providers, which help companies embrace 

and adapt faster to AI so they are perceived as leaders 

for their customers. Leveraging AI capabilities already 

built into existing business applications is also a faster 

path to productivity. 

Tactically, every workforce needs guardrails for the 
usage of AI within the organization. Institutional 
governance and security protocols need to be 
established and communicated as part of a 
comprehensive training program to build skills 
and application pro�ciency. Determine a minimal 

functional standard and provide employees with 

training to meet that standard. In addition, o�er 

optional, next-level training for advanced users. Share 

and celebrate each win.



16 

Would you ever leave the o�ce with 

proprietary information on your desk for 

anyone to see? No. So don’t enter that 

information into a public, cloud-based 

Large Language Model (LLM) that you 

don’t have control over. This is why big 

�nancial institutions, hospitals and law 

�rms don’t upload their clients’ account 

statements or patient data to a public, 

cloud-based AI solution. Once it’s out 
there, there’s no getting it back.

 

You can pose questions to a public AI tool so long as those questions 

aren’t connected to a non-disclosure agreement. But I wouldn’t ask 

a question if it involved something that I wouldn’t want anyone else 

to hear if I were sitting in a co�ee shop having a conversation. This 

isn’t limited to non-public personal information; it’s anything that 

your boss wouldn’t want a competitor to know as well. If you pump 
all your procedures into a public AI model, you risk having a 
competitor recreate your business model with little or no work. 

So, the rules of data privacy that applied 10 years ago still apply 

today to AI.

When you’re rolling out an AI program, I recommend creating a 

CARL committee, with representatives from compliance, audit, 

risk and legal. I also recommend using a consultant who has done 

this before, rather than someone that can run a slick demo using 

ChatGPT. Anyone can create an automation these days, but the real 

practitioners understand the importance of data security along with 

the automation solutions. Many companies are using their own LLM 

installed on their own cloud solution, or a secure cloud partitioned 

for them using Microsoft Azure or Amazon Web Services (AWS). If you 

install your own LLM into a cloud solution, you’ve already pre-vetted 

it, which reduces your security risk.

 

But as soon as you introduce a third party that stores your 
information in their cloud, you must understand how your 
data is being stored and transferred. Is it encrypted in transit? Is it 

encrypted at rest? What are the encryption protocols? A lot of tools 

will say they’re totally encrypted, but then they’ll decrypt information 

as it �ows between systems and services — and it may be possible 

to grab that information when it’s in transit.

 

Additionally, be aware if an LLM uses your data to enhance its 

learning models for the bene�t of other users. Private LLMs allow 

organizations to retain complete control over the datasets used by 

the model. Deploying a private LLM within your enterprise ensures 

your internal procedures, intellectual property, and sensitive business 

information remain con�dential. Furthermore, it guarantees that 

responses generated by the AI tool are strictly based on trusted, 

vetted, and accurate data tailored speci�cally to your organization's 

needs as opposed to data extracted from public, potentially 

unvetted sources.

EXPERT PERSPECTIVE    To Use AI Responsibly, Apply the Tried-and-True Rules of Data Privacy

“A private LLM allows you to control the set of 
information the model uses to produce results or 
provide learnings. By installing an LLM into your 
enterprise, you can keep your procedures and 

intellectual property private.”

Mark Shivers

Mark Shivers 

Founder & CEO 

Ignite IPA
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Gen AI is just beginning to reshape business in ways and at speeds faster than ever before. It took 25 years for the internet to be fully 

interconnected in our business and personal lives. Now, Gen AI is poised to accelerate everything within weeks and months, providing 

some users with an invisible advantage while others hesitate to exploit Gen AI. Early trailblazers will experience bursts of productivity at 

the individual and organizational levels, while others will learn to follow them. 

The �ywheel of learning is spinning faster. Functional capabilities are rapidly evolving and continuously improving. This is all happening 

at the speed of now, and it's accelerating the already-accelerated disruption of technology.

Some CEOs are already exploring and exploiting Gen AI. Others remain hesitant, more curious than serious about what Gen AI might 

mean for them and their business. Regardless, we are all entering a brave new world with limitless possibilities and scary implications. 

Today, Gen AI is a competitive advantage. Tomorrow, it will be a requirement. By next week, it could put you out of business if you’re not 

prepared. We stand before change, knowing we must step forward. To stay behind is to be left behind.

RESEARCH PERSPECTIVE    Accelerated Disruption

Three key recommendations for CEOs:

1. Inspire innovation. Gen AI is �rst and foremost a tool for individual productivity. Knowledge workers will quickly �gure 

out how it can immediately bene�t them. As prompt skills develop and application pro�ciency grows, individuals will �nd 

increasingly more advanced opportunities to improve their productivity by using a next-tier tool or building custom bots. 

Give them the tools, training and guardrails to innovate.

2. Learn to coordinate within work groups.  Automating work groups can be challenging, and leaders should pick the 

low fruit �rst and fast. Like individuals, work groups can identify clear and obvious use cases for Gen AI in their work�ow. 

However, as the use cases build, aligning automation within and across groups will require more coordination. If successful, 

the results should further increase productivity for each person, aggregating and compounding at the group level.

3. Don’t ask how; ask where. Full organizational digital automation remains elusive. Digital automation transformation carries 

the same obstacles as any major change initiative. AI at the workforce level requires a commitment to reimagining the 

business and asking where AI will disrupt and/or stimulate the workforce, customers and marketplace?
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Joe Galvin | Chief Research O�cer, Vistage Worldwide

Anne Petrik | Vice President of Research, Vistage Worldwide

Andrew Louder | Founder, LouderAI 

Mark Shivers | Founder and CEO, Ignite IPA

Severin Sorensen | CEO, ePraxis

As Vice President of Research, Anne Petrik leads the design, 

deployment and analysis of CEO surveys for Vistage, capturing the 

sentiment and practices of the Vistage CEO community. Using her 

analysis in collaboration with perspectives from experts and partners, 

Anne directs the thought leadership published by Vistage Research to 

provide small and midsize business CEOs with insights that inform on 

how to optimize their businesses and enhance their leadership.

Andrew Louder is the founder and CEO of LouderAI, a boutique 

consultancy based in Dallas, Texas, that helps businesses increase 

pro�ts through productive operations and Arti�cial Intelligence 

solutions. He has 17+ years of experience in management 

consulting, previously working for �rms like KPMG and EY within 

their strategy and operations practices where he helped big 

clients like AT&T and Bank of America. Andrew is a 2022 Dallas 

Business Journal 40 Under 40 award recipient and a graduate from 

Texas A&M University. LouderAI ranked #23 on the 2023 Aggie 

100 list of fastest-growing companies owned or led by Texas A&M 

former students. Andrew became a Vistage speaker in January of 

2023 and earned a Top Speaker Award in both 2023 and 2024. 

As Chief Research O�cer for Vistage, the world’s leading 

executive coaching organization for small and midsize 

businesses, Joe Galvin is responsible for providing Vistage 

members with current, compelling and actionable thought 

leadership on the top issues, topics and decisions of small and 

midsize business CEOs.

Mark Shivers is the CEO and founder of Ignite Intelligent Process 

Automation (Ignite IPA), a global leader in business management 

consulting and software implementation, specializing in digital 

transformation through AI and intelligent automation. Under 

Mark's leadership, Ignite IPA has become a trusted AI and 

intelligent automation partner for clients, taking his fortune 100 

consulting experience and applying that to small to mid-market 

companies, delivering transformative technology-driven solutions 

that streamline operations, reduce costs and maximize business 

value across multiple industries.

Severin Sorensen is a best-selling author, executive coach, and 

AI expert in leadership, talent acquisition, and AI-driven business 

innovation. As CEO of ePraxis LLC, he applies cutting-edge 

AI research to talent solutions, executive coaching, and SMB 

growth. He is the author of The AI Whisperer series and founder 

of AIWhisperer.org, a platform for AI education and training. A 

longtime Vistage leader, he has served as a TEC/Vistage CE member 

(1999-2004), a Vistage Chair (2010-2018), leading three groups in 

Salt Lake City, and a Vistage Speaker (2013–present), earning �ve 

Vistage Speaker Impact Awards (2020-2024).

CONTRIBUTORS

http://AIWhisperer.org
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DEMOGRAPHICS

Data from this report comes from our quarterly survey 

of CEOs of small and midsize businesses. The Q4 2024 

Vistage CEO Con�dence Index survey was conducted 

online and sent to 9,811 active Vistage members who 

are part of Chief Executive and Small Business groups in 

the United States. The survey was conducted between 

December 2 and 16, 2024, and captured input from 

1,438 leaders.

Industries

Manufacturing

Construction

Wholesale Trade

Finance & Insurance

Consulting Services

Computer Systems Design

Health Care

Transportation & Warehousing

Retail Trade

Advertising & PR

Administrative & Support Service

Architectural & Engineering

Real Estate

All other industries

3%
3%

3%
22%

1%1%

18%

22%
5%

5%

5%

4%

4%

4%

Number of 
Employees

12%

25%

19%

5%

2%

29%

<10

10-19

20-49

50-99

100-499

500-999

1000-4999

8%

Annual
Revenues

5%

15%

17%

19%

21%

13%

8%

2%

< $1 Million

$1-4 Million

$5-9 Million

$10-20 Million

$21-49 Million

$50-99 Million

$100-249 Million

$250+ Million
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Vistage conducts original research and curates subject-matter expertise from thought leaders to create actionable, thought-provoking insights 

for leaders of small and midsize businesses. Our analysis of surveys we conduct, including the WSJ/Vistage Small Business CEO survey and 

Vistage CEO Con�dence Index survey, informs various reports. Since 2003, Vistage has published the CEO Con�dence Index, which has proven 

to be a reliable predictor of the economy, as well as a leading indicator of the U.S. Production Index nine months in advance. Vistage provides 

the data and expert perspectives to help SMB CEOs make better decisions.

ABOUT VISTAGE WORLDWIDE, INC.

Vistage is the world’s largest CEO coaching and peer advisory organization for small and midsize businesses. Since 1957 we’ve been helping CEOs, 

business owners and key executives steadily grow thriving companies and solve their greatest challenges. It’s why Vistage member companies 

average 21+ years in business while most U.S. companies fail within �ve, according to the Bureau of Labor Statistics; that’s 4x longer!

 

Today, more than 45,000 members in 40 countries rely on Vistage to become better leaders who make better decisions that drive better outcomes.

Learn more at vistage.com.
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