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AI at Linde

The  
Industrial  
Evolution
How a leading global industrial gases and 
engineering company is applying artificial 
intelligence to build on what it has always 
done best. 

von Philipp Karmires

A
rtificial Intelligence (AI) in 2020 – seven 
decades after the term was first coined – 
is more real than ever. Computer power, 
data availability and algorithmic and 
deep learning frameworks are where 

they need to be for AI to come into its own. So surely 
the much-touted revolution is nigh? It is a “disruptive 
technology” after all. Well, that depends who you ask. 

For many, AI spells excitement. For some, it’s 
uncertainty. For philosophers and Elon Musk, it even 
stretches to a question of existential risk: “With AI, we 
are summoning the demon,” he once said. For me, 
AI, in the context of digitalisation at Linde, is some-
thing less dramatic, much less threatening and not at 
all revolutionary. It is quite simply, the perfect tech-
nology to augment human performance. 

Evolution not revolution
Don’t get me wrong, cutting through the hype is 

not to kill the excitement. I’m as enthusiastic as any-
one about the huge benefits AI offers, but to me, and 
more importantly for our business, it doesn’t take a 
disruption nor a revolution to realise them. 

Disruption, in the sense in which it features in the 
tech discourse, only occurs when your core product is 
threatened. At Linde, our core product offering is gas. 
And surely no current technology is powerful enough 
to disrupt the laws of chemistry. 

Philipp Karmires, 

Chief Digital Officer, 

Linde plc

“ It isn’t about using AI to become some

thing that you want to be. It’s about 

reaffirming what you are.”

Ill
u:

 w
hi

te
M

oc
ca

/s
hu

tt
er

st
oc

k.
co

m



AI@SCALE 9

Sonderveröffentlichung zum Thema „TURNING AI INTO VALUE“ | März 2020 HandelsblattJournal

Our DNA will therefore always remain intact and 
that’s the reason we can approach AI as an evolu-
tion. It isn’t about using AI to become something that 
you want to be. It’s about reaffirming what you are. 
We know exactly where it can generate value and we 
are already applying it in ways that build on our core 
business and solve critical challenges. Here’s how we 
do it.

Don’t wonder. Try it.
I oversee the Linde Digital Organisation – the inter-

nal driver for AI. We’re a motley crew of people 
from various backgrounds: some come directly from 
Linde’s core business units while others are carefully 
selected AI-specific experts (machine-learning engi-
neers, data scientists, software engineers).   

When there’s an opportunity for AI, we pick up the 
ball and run with it. That means partnering up with 
the relevant business unit and working according to 
our vade mecum for digital transformation. Here are 
the four pillars in brief:

1.  The Accelerate pillar is about building products 
and services with the business in a constrained 
timeframe. In other words, if something could 
work, don’t wonder. Try it. You have three months. 

2.  The Partner pillar is about leveraging third party 
brainpower, resources and technology. This 
includes strategic partnerships with initiatives 
such as appliedAI (part of the UnternehmerTUM 
ecosystem – one of the largest innovation centres 
in Europe). “Grow the pie”, if you will. 

3.  The Transform pillar is about looking inward – and 
forwards. It’s about upskilling the employee base 
to allow for informed decisions and identify AI 
potential.

4.  The Replicate pillar is about scaling digital prod-
ucts and services globally. We’re a global company 
– business benefits must be global, too.

And now for some fruits of our labour.

Linde’s supply chAIn
By far the biggest potential for the use of AI lies in 

the operational side of our business – given the sheer 
number of assets we have in the form of gas process 
plants, trucks, tanks, etc. Those plants need to be 
operated and the trucks need to be driven (over a mil-
lion km per year). And that takes power and fuel. By 
applying AI, we can increase our energy efficiency 
and reduce fuel consumption at various points along 
our supply chain. Our prototype project “AIPlant-
Control” applies reinforcement learning to improve 
existing control algorithms that set a plant’s operat-
ing parameters for valves and compressor power lev-
els for optimum and efficient operation.

On the driving side, our “Driver Companion” sys-
tem applies predictive machine learning to promote 
safe and fuel-efficient driving behaviour for our col-
leagues out on the roads. Then for scheduling deliv-
eries we’re using AI to significantly enhance the accu-
racy of demand forecasting, thus avoiding excess 
fuel consumption through reduced trips. Finally, for 
something a little different, we’re applying conversa-

tional AI to our customer interface to be able to react 
faster to questions and order requests. 

These are just a few touchpoints. The full poten-
tial will only be realised as we move from individual 
use cases to broad utilisation across the whole value 
chain. The good thing about evolution as opposed to 
a revolution is that it’s a process over time; and in my 
mind, we’re just getting started.

It will take increased awareness of the value of data 
and comprehension of AI to spot all the opportuni-
ties across the value chain. 
That means digitally upskilling and enabling 
Linde’s employees at scale. Since a one-size-fits-
all approach won’t cut it, our team is constantly 
developing a toolbox that matches various levels 
of digital capability, including our flagship 3-month 
Digital Transformation Journey. Creating impact and 
driving productivity is vital to our success. 
For that, digital transformation formats must be kept 
within touching distance of users’ real business pain 
points. At the end of the day, our goal is to not only 
to motivate at an individual level but enable all our 
business units to realize the full potential of AI and 
define their own digital future.

Sandy Brueckner & Henning Tomforde,  

Digital Transformation & Enablement @ Linde

TALKIN’ ABOUT A TRANSFORMATION.


