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Abstract 

Technological advancements are undoubtedly providing a significant support in increasing 

operational efficiency of organizations from any industry. Organizations often suffer to cope with 

the technological changes that they make, since it has become a regular process that happens at a 

speed that is quite tough to trace. In the new era of the digital world, one example of technology 

that is having tremendous attention to be the main driver of a disruptive change in the near future 

is Artificial Intelligence (AI). Nevertheless, research on how Artificial Intelligence shapes business 

context in terms of adjusting existing strategies lacks concentration. Hence, this research aims at 

investigating how organizations are changing their internal strategies in order to cope with the AI 

transformation. This has been achieved by conducting multiple case studies from three industries 

including telecommunication, automobile, and clothing. The findings show that organizations 

invest in AI when they see a great prospect of AI in terms of value creation. Unfortunately, the 

expected level of value cannot be created until AI gets matured to some extent. Furthermore, 

organizations need to align their existing strategies with AI strategy to diffuse the AI adoption 

properly within the organization which will eventually create value. Additionally, the findings 

show that the strategic changes are being performed in terms of staffing strategies, marketing 

strategies and strategies related to processing internal software to some extent. In terms of decision 

making with AI, the study suggests that a combination of humans and AI would facilitate making 

better decisions rather than by only humans or only AI.   

 

Keywords: Artificial Intelligent, strategic changes, internal strategies, value creation through 

technological innovation, value chain resilience.  
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1.0 Introduction 

This chapter aims at providing the reader with a brief overview of what the thesis will investigate. 

It contains background, problem discussion, research purpose, research question, empirical 

setting, limitations, and at last the disposition of the thesis.  

1.1 Background  

As long as the industry shifts its operations from stem engines to automation, it increases 

dependency on the technology (Dirican, 2015). Since there is an ongoing race in the world to 

develop and implement new technologies, organizations are adopting new technologies every now 

and then at a very fast rate that has been helping almost every industry to survive in the long run 

(Akerkar, 2019; Verma et al., 2021).  

The nature of business keeps changing and developing with the help of the technological 

revolution as Dicken (2015) mentioned in the ‘Kondratiev long waves’. Due to the technological 

revolution, information technology improved and access to the internet became available all over 

the world at a very low cost. This technological innovation increases operational efficiency and 

economic growth as well (Dicken, 2015).  

According to Dirician (2015), organizations have been using internet technologies in their 

businesses to transform the business from traditional store to cloud and web forms that we call e-

business or electronic business. The e-business has enabled transforming traditional business 

activities into “e-signature, e-invoice, internet banking, e-commerce and creates efficiency in 

corporate and individual life” (Dirician, 2015: 565). This shift from traditional form to electronic 

business (e-business) using the internet benefits the firm to minimize the work process, minimize 

cost, and improve the work efficiency within a very short period of time (ibid). Toll et al., (2019) 

mentioned that the transformation into electronic business has also been influential in creating new 

business models and value creation through innovation. However, adopting new technologies in 

the business process eventually makes an organization go for a disruptive change (Toll et al., 2019; 

Manyika et al., 2013). According to Investopedia (2020), disruptive technology is a type of 

innovation that modifies the way of operating business and industries, and changes consumer 

behavior. The change is visible if we analyze how the technology has transformed the business 
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process and influenced the value generation through it (Toll et al., 2019; Manyika et al., 2013). In 

the new era of the digital world, one example of technology that is having tremendous attention to 

be the main driver of a disruptive change in the near future is Artificial Intelligence (AI) because 

of its overall impact (Plastino & Purdy, 2018; Dinh & Thai 2018, and Girasa 2020). McCarthy et 

al. (2007) defined, Artificial intelligence is a combination of science and engineering making an 

intelligent machine such as an intelligent computer program that can understand instructions and 

is able to work like human intelligence. 

In today's world, AI is being used in almost every industry and sector (Soni et al., 2019). According 

to McKinsey Global Survey (2021), the adoption of AI has been rising from the previous year’s 

even during the Covid’19 period companies are investing in AI adoption since they can get a 

significant benefit using AI tools. As per the survey findings, 56% of the survey respondents said 

their organizations are using AI at least in one functional area, which was 50% in 2020.  However, 

maybe without noticing, we are using AI also in our everyday life as a tool to interact through 

human instructions such as Google, Siri, Alexa, etc. These applications are working as per the 

instructions given by humans, to work or search for something with the help of AI (Akerkar, 2019). 

Akerkar (2019) mentioned that AI technology adds new standards through reducing human error, 

increasing productivity, and lowering the overall cost. Hence, it enables an organization to gain 

competitive advantage in the market (Akerkar, 2019; Hahn et al., 2020). Furthermore, according 

to Hahn et al. (2020), AI transformation allows organizations to modify their business models in a 

way that fosters learning and transferring technology knowledge within the organization, 

improving the efficiency of work, and speeding up the decision-making process without the 

involvement of humans. Thus, organizations strive to adopt AI to faster their operational activity 

in their day-to-day life (Haenlein et al., 2019). However, according to Erick Brynjolfsson (2019), 

in order to make the AI transformation successful, a change in the total operational process may 

also be required.  

“This means understanding that when machine learning changes one part of the business — the 

product mix, for example — then other parts must also change. This can include everything from 

marketing and production to supply chain, and even hiring and incentive systems” (Erik 

Brynjolfsson, 2019).  
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1.2 Problem discussion 

According to Verma et al. (2021), AI is being used in numerous sectors including the medical 

sector; research sector, for example, using machine learning algorithms to process data-driven 

predictions; automated systems; business model development; forecasting; and decision making. 

Organizations adopt AI to make human life easier, to process more data, minimize the data process 

time and increase productivity (ibid). Furthermore, Kohtamäki et al. (2019) has mentioned that AI 

can provide a radical opportunity for the organizations to develop and capture value through 

generating new revenue streams. In addition, companies can also be differentiated from the 

competitors for providing efficient customer service enabled by AI (ibid).  

As mentioned earlier, AI is not a new topic for research, a lot of research is found about the 

opportunities of AI and how it would dominate the future. For instance, Tizhoosh & Pantanowitz 

(2018); and Kaplan & Haenlein (2020) talked about the opportunities and challenges of Artificial 

Intelligence. Additionally, Haenlein & Kaplan (2019), and David (2015) mentioned how the future 

of AI would look like. Topics like responsible AI and ethical AI are being highlighted in the recent 

AI literature. Benjamins et al. (2019), Ghallab (2019), and Peters et al. (2020) described 

responsible AI and ethical AI. Furthermore, on ethical AI, Eitel-Porter (2021) has also talked about 

the implementation of ethical AI.  

According to Ransbotham et al. (2017), there are many company leaders who realize that the 

potentiality of AI can benefit their businesses, but are often confused about how they should take 

strategic decisions to implement AI in their businesses aligning with their existing strategies. 

Furthermore, they also mentioned that digital transformation through automation and using AI in 

business processes do not come automatically, it requires a huge change in the overall operations 

of the businesses. Therefore, it is obvious that the companies can face difficulties if they cannot 

make their strategies fit for the AI transformation.  

In addition, Sjödin et al. (2021) has mentioned that after realizing the opportunities of using AI in 

operations, only investing in technology and data are not enough. In order to develop and capture 

value through AI transformation there are also needs to consider several tasks including new 

routines, skills, business models and process modifications (Sjödin et al., 2021). Furthermore, 

according to Nagy et al. (2018), digital transformation does not leave a single sector untouched in 
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any industry, it can impact each element of the value chain. Additionally, the structure of the value 

chain depends on the strategy of a company and on the implementation of the strategy (ibid). 

Moreover, studies also showed that AI enhances the value chain capabilities of organizations in 

terms of standing strong in the volatile situations in the unforeseeable future due to a few factors 

including climate anomalies, market volatility, and unavoidable circumstances like Covid’19 

pandemic through providing assistance in developing a better contingency plan  (McKinsey, 2021; 

Ivanov, 2021; Modgil et al., 2021).  

However, Linde et al. (2020) mentioned that several companies who have successfully 

implemented and benefited from AI are often unable to realize the need of developing and 

capturing value through AI. According to Sjödin et al. (2021), AI tools can only provide a tentative 

solution to a problem not an exact answer, it requires human interpretation and actions to come to 

an acceptable outcome. Therefore, it is mandatory for organizations who are using AI tools in their 

operations to enable a large-scale organizational transformation and communicate the 

transformation properly within the organization to capture value from AI capabilities (Sjödin et 

al., 2021; Porter & Heppelmann, 2014). 

In addition, technological change should not only be established but also be integrated throughout 

the business process and strategic environment to gain efficiency and both operational and strategic 

benefits (Sousa & Valvo, 2001). According to Kohtamäki et al. (2019), implementation of digital 

tools in business extends operations beyond the boundary of an individual firm. Therefore, the 

business ecosystem may require to be extended to ecosystem partnerships which refers to aligning 

with other companies in order to capture and create value between interrelated firms (Kohtamäki 

et al. (2019); Sjödin et al., 2021). Furthermore, due to the problems associated with integrating AI 

into the business processes for example value creation and delivery activities, and also aligning 

with the extended ecosystems and customers demand, many organizations fail to measure the 

potentialities of AI (Brock & Von Wangenheim, 2019, Parida et al., 2019; Sjödin et al., 2021). 

Therefore, we believe there is a need for further understanding of the changes that an organization 

should have in order to derive value from AI transformation. This has made us motivated to select 

this topic as our thesis project.  In addition, from the literature we also found that firms are using 

AI as a buzzword and are highly interested to make AI transformation (Chui 2017; McKinsey 
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Global Survey 2021;) but there is a lack of research about how AI transformation would require 

the company to change its existing strategies. Our thesis is intended to highlight this research gap.  

1.3 Purpose of the study 

The purpose of our study is to investigate how companies are changing their business strategies in 

strategic decision making for the sake of coping with the AI transformation internally within the 

organization. We believe that the research will nurture insights and contribute to the understanding 

of the adjustments that organizations undertake to make technological changes, specifically AI 

transformation.  

1.4 Research question 

We will try to fulfill the above mentioned purpose of the study by analyzing the present status of 

AI implementation in our chosen organizations from multiple industries and identifying how AI 

transformation affected or changed the decision making perspective of the companies. Therefore, 

investigating our problem has driven us to formulate the following research question for this study. 

How does Artificial Intelligence influence business strategy adjustments? 

1.5 Empirical setting  

This research is conducted as a master degree thesis project. The majority of the data collection 

took part from several multinational companies from three different industries including clothing, 

automobile, and telecommunication industries. The companies are based in two cities of Sweden 

including Gothenburg and Stockholm so the findings may be shaped by the innovative 

environment of the country. On top of that, opinions from AI experts and AI service providers 

helped us to get insights from multiple perspectives that made us able to understand the 

phenomenon more deeply.  

1.6 Limitations 

Though we are intended to perform a multiple case study, this study will focus on the clothing 

industry, automobile industry, and telecommunications industry. Therefore, this study will exclude 
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all other industries that are using AI tools in business operations. Additionally, we will collect data 

from Swedish MNCs so that the firm's perspectives and policies can be dominated by the 

innovative nature of the country.  

Moreover, this thesis will only focus on the business context, therefore, it will not elaborate on the 

technical aspects of AI. Besides, in order to be relevant and accurate, we set a seven years limit on 

the secondary data from empirical settings that means we are not intended to include secondary 

data before 2015; because, it will help us to follow the recent trends in the field of AI.  

1.7 Disposition of the thesis 

This thesis begins with the introduction where the research background is presented and the 

motivation of the topic selection is discussed. It also includes the research question that the thesis 

will answer at the end of the thesis process. The following chapter includes a theoretical framework 

that is developed based on previous theories and research which links technological changes, 

innovation, value creation, value chain resilience, and Artificial Intelligence thoroughly. Further, 

the methodology chapter explains the research design and methods used in this thesis. Research 

quality and ethical aspects will also be discussed in the methodology chapter. Further, the findings 

of the semi-structured interviews will be presented. After representing the empirical findings the 

analysis chapter will be presented that will contrast the theoretical findings and empirical findings 

with each other in order to find out the answer of the research question providing a strong argument 

and reasoning. Lastly, the conclusion summarizes the findings to answer the research question 

followed by addressing the managerial implications and future research suggestions. 
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2.0 Theoretical Framework 

This chapter outlines the framework for this thesis developed based on the theories and previous 

research within the domain of this thesis. It provides a conceptual framework for this study that 

will act as the foundation of the analysis chapter where the empirical findings will be compared 

to the conceptual framework. 

2.1 Technological changes in business 

According to Dicken (2015), technological changes are undoubtedly one of the most prominent 

processes that is dominating the present world. In the contemporary world, firms are using 

technologies to expand the business share, increase revenue gain, increase productivity, profit 

share and so on. Furthermore, he also mentioned that technological changes in an organization are 

adopted through a form of learning which can be implemented by observing, doing, and using. No 

technological change will be successful if we just think it is a new way of doing the old things, we 

need to transform the inventions of technologies into feasible innovations and rightly adopt and 

diffuse the change in order to make the technological change a successful one (ibid).   

Dicken (2015), described four types of technological changes including incremental innovations, 

radical innovations, changes of technology system, and changes in the techno-economic paradigm. 

Incremental innovations refers to small modifications of the existing products or services of a 

company, it can be done through learning by doing and learning by using.  Additionally, radical 

innovations can be described as an entirely new invention that destroys or replaces the existing 

products or processes. The third type, changes of technology system is the combination of 

incremental and radical innovations as well as necessary organizational innovations. However, the 

fourth type of technological changes which are changes in the techno-economic paradigm refers 

to large-scale revolutionary changes in the new technology systems (ibid). According to (Perez, 

2010), the techno-economic paradigm evolves through the diffusion of new technology which has 

a large impact on the economy and also enables modifying the socio-institutional structures. 

Schary and Skjøtt-Larsen (2001) mentioned that the techno-economic paradigm has a direct or 

indirect effect on every sector of the economy through enabling the introduction of new product 

range, services, systems and industries. 
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The introduction of electric power or steam power or the electronic computer are examples 

of such deep-going transformations. A change of this kind carries with it many clusters of 

radical and incremental innovations, and may eventually embody several new technology 

systems. Not only does this fourth type of technological change lead to the emergence of a 

new range of products, services, systems and industries in its own right – it also affects 

directly or indirectly almost every other branch of the economy …the changes involved go 

beyond specific product or process technologies and affect the input cost structure and 

conditions of production and distribution throughout the system. - Schary and Skjøtt-

Larsen (2001: 129) 

According to Righi et al. (2020), Artificial Intelligence (AI) has been playing a crucial role in the 

paradigm shift across the technological domain worldwide. The continuous advances in the 

knowledge base, energy and ICT revolution have enabled the development of AI.  

2.1.1 Artificial Intelligence 

Today’s Artificial Intelligence is the result of the invention of numerous technologies, electronic 

and problem-solving programs of the early nineteenth century for which various activities are 

possible including recognition of images, self-driving cars, voice recognition, etc. (Buchanan et 

al., 2005; Haenlein et al., 2019). 

Artificial Intelligence is a concept of a human intelligence alternative that is performed by machine 

intelligence to “solve problems and understand language, translation, knowledge representation, 

knowledge-based systems”, etc. (Buchanan et al., 2005:53). 

According to (PK et al., 1984), Artificial Intelligence is a set of science that makes intelligent 

machines that work like humans but without the involvement of humans. The intelligent machines 

are developed in a way with the program so that machines can understand human instruction and 

work accordingly.  

Furthermore, Akerkar (2019) mentioned that Artificial Intelligence is a combination of multiple 

tools such as machine learning, knowledge, computer, etc. Additionally, the results of work using 

these tools come from how it performs, cognizes, and senses the instructions given by humans. 
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According to Akerkar (2019), the popularity of AI increased due to analyzing a high volume of 

data such as any word, sentence, or number. PK et al. (1984) mentioned that to improve 

productivity, the manufacturing industry nowadays uses robots which are considered an alternative 

to human intelligence. However, Akerkar (2019) added that using AI in the business sector also 

improves the efficiency of hiring personnel in the organizations and is able to identify product 

demand based on customer preferences.  

 

2.1.2 Innovation  

Schumpeter mentioned innovation as the core of the economic development processes (Dicken, 

2015). In 1934, he distinguished innovation from invention by adding his definition of innovation 

as new combinations of existing or new products, resources, and other factors (Shah et al., 2014). 

Schumpeter described innovation as a social activity within the economic domain which is 

introduced due to commercial intention (Perez, 2010). Whereas, invention is not necessarily 

carried out within the economic realm and it also may not have a commercial purpose. Therefore, 

from the view of Schumpeter, innovations can be described as a combination of a set of activities 

including ideas, knowledge, resources, etc. with an intention to commercialize (Shah et al., 2014).  

In the present era, innovation is a term which is being widely used in the business world. Majority 

of the organizations are even using the term innovation in their mission statement (Kahn, 2018). 

Businesses thrive to innovate because it results in creating new business opportunities which as a 

result can enhance economic growth (Shah et al., 2014).  

 

2.1.3 Innovation generations and technology 

There are differences among the views of innovation scholars regarding the generations of 

innovations. However, most of the scholars have mentioned about five generations of innovation 

and few scholars have mentioned about six generations. The article of Rothwell (1994) has become 

a widely used reference in this field. His described five innovation generations include Technology 

Push, Market Pull, Coupling Model, Integrated Model, and Parallel and Integrated Model 

respectively.   
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The first generation of Rothwell’s innovation model was named as Technology Push and it was 

developed based on scientific knowledge from both public and private Research & Development 

centers (Barbieri & Álvares, 2016). This generation of innovation began in the 1950s and lasted 

till the mid-1960s. The main idea behind the Technology Push Model was a belief regarding 

scientific knowledge that the progress of science will be used practically in the market following 

science to technology flow (Rothwell, 1994). However, the second generation of innovation 

models' time frame was between the mid-1960s and 1970s and it was named Market Pull; it 

opposed the first generation by mentioning the market as the source of demand that drove R&D 

works (Barbieri & Álvares, 2016). This contradiction between the two generations regarding 

technology push or demand pull made the introduction of the third generation model that integrated 

technological capabilities and market demand which was named as Coupling Model. Rothwell et 

al., (1985) introduced this idea as a combined model. The third generation was introduced in the 

mid-1970s and was practiced by the majority of the large western companies from the 1980s 

(Rothwell, 1994; Barbieri & Álvares, 2016). However, the fourth generation of innovation was 

named the Integrated Model that was introduced in the early 1980s and lasted till early 1990s when 

the US manufacturing companies had a stiff competition with the Japanese companies globally. 

This generation was driven by two distinctive characteristics of innovation including integration 

and parallelism which made it possible to introduce disruptive innovations (Rothwell, 1994; 

Bochm & Frederick, 2010). The fifth generation of innovation was named as Parallel and 

Integrated Model and it was incubated in the early 1990s. It was developed based on the idea of 

using intensive and flexible integrated network systems in order to make continuous innovation 

quickly and smoothly (Barbieri & Álvares, 2016).  

However, Rothwell (1994), mentioned that the technology of technological change is changing 

itself. Therefore, we can say that there is no boundary of technological change, it is a simultaneous 

and continuous process. Throughout the generations of innovation undoubtedly technology has 

been used as a key factor to make the innovations happen. 

2.2 Value creation through technological innovation 

According to Wodecki (2019), the reason behind making technological changes in an organization 

is to create and capture value through reducing cost for the customer or increasing price by a better 
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understanding and adaptation of the buyers’ purchasing criteria. However, Porter & Heppelmann 

(2014) mentioned the value system of a company includes the value chain of the suppliers, the 

company itself, distributors and customers. Wodecki (2019) said that if we take AI into account, 

we also need to consider value networks along with their coordinators, for example AI tool 

providers and interface owners. The concept of value network was introduced by Stabell and 

Fjeldstad (1998) derived from mediation technologies by Thompson (1967); mediation 

technologies refer to the technologies that support value networks. According to Thompson 

(1967), value networks connect clients and customers with mutual benefits and create 

interdependence. Mediation technologies support value networks by enabling communication 

among the scattered actors of the networks (ibid).  

Wodecki (2019), presented a list of performance values that can be derived through implementing 

AI in operations, based on the findings of more than hundred case studies. His described 

performance values include automation; optimization; autonomy; speed and flexibility; 

productivity; credibility and security; satisfaction; and profit. The most commonly visible value 

AI creates is automation which also drives generating additional value through it. Additionally, 

the appropriate planning and monitoring, and analytical capabilities of AI generate the 

optimization of resources. Furthermore, by shortening the processing time of the key processes AI 

enables organizations to improve speed and flexibility. In addition, AI increases productivity 

through automation of tasks and processes. For many organizations, AI has also improved 

credibility and security through an appropriate risk management approach. Furthermore, another 

significant value AI has created is customer satisfaction through personalized products and 

services. Overall, these values together increase profitability through lowering costs and increasing 

revenues (ibid). Therefore, organizations can create and capture value from AI implementation.  

However, according to (Dicken, 2015), generating technological change in business will not be 

effective, if the change is not diffused properly. Amit & Zott, (2001) mentioned that technological 

change can make organizations change their business processes. Examining the business model is 

one of the tools that has been used in the literature to analyze the technology impact in business. 

According to Chesbrough (2010), there is a relationship between technological innovation and 

business models. Through his study he showed how technological innovation transforms the 

business process and as a result the fundamentals of the business model has to be changed in order 
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to create value through the transformation. Studies also showed that the companies face difficulties 

in understanding how the strategy or business processes should be adjusted after adopting a 

transformation (ibid). Since the result of technological change could slowly be seen, organizations 

are often unable to establish a bridge between technological innovation and the existing business 

processes (Amit & Zott, 2001). However, since technology and value creation are 

considered inseparable (Zhang et al., 2021), it could obviously have an impact on the value chain 

activities and organizations may have to make changes on their strategies due to the 

transformation.  

In this study, we examined technological impact on business context and how it makes adjusting 

business strategies from the view of Artificial Intelligence in multiple multinational corporations 

from different industries. 

2.3 Impacts of Artificial Intelligence within the organization 

According to Mckinsey Global Survey (2021), the impact of AI has been increasing due to its cost-

saving impact and impact on the bottom line of the organization. Furthermore, Lawrence (1991) 

added that since organizations store new information everyday which make it difficult for human 

intelligence to make decisions faster because sometimes old information may remove the new 

information, and the decision-making process may become lengthy and unreliable. However, 

Kitsios et al. (2021) mentioned that AI is not a new technology that helps in the decision-making 

process recently, AI has been supporting the decision-making process in the organization since the 

1960s.  

Besides, According to Wamba-Taguimdje et al. (2020), the impact of AI is not only seen within 

an organization for reducing cost and in the decision-making process but also has been seen within 

an organization to modify the organizational processes, improve the organizational performance, 

track organizational activities through its informational, self-regulating, and transformational 

effect.  
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2.3.1 Adaptation 

AI adaptation within the organization is increasing tremendously day by day and during the first 

year of Covid’19 pandemic AI adaptation also increased significantly (Mckinsey Global Survey, 

2021). According to Mckinsey Global Survey (2021), recently an increase of AI adoption 

especially is occurring in organizations whose headquarters are located in emerging economies 

such as China, North Africa, and the Middle East (ibid). Emerging economies are defined as 

countries that have low income and growing rapidly with the help of strategy formulation 

(Hoskisson et al., 2000). 

According to Mckinsey Global Survey (2021), AI adoption in emerging economies increases from 

45% in 2020 to 57% in 2021. Based on Soni et al. (2019), AI adoption in the organization was 

mainly seen in customer interaction i.e. chatbots, virtual assistants; sales platforms i.e. eBay, 

amazon; and setting employee skills i.e. data mining, machine learning, etc. Moreover, Mckinsey 

Global Survey (2021) added that based on their past two surveys AI has been adopted for various 

business functions but most commonly in (Exhibit 1): 

● Service operations: to optimize the service operation; 

● Product and service development:  to the enhancement of AI-based products and 

automation of contact-centers; 

● Marketing and sales: to allocate the marketing budget and spend it effectively. 

 

  

 Exhibit: 1 (AI Adoption in business functions) 
 Source: Mckinsey Global Survey (2021) edited by Authors 
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2.3.2 Strategy development 

According to Direction (2020), an organization’s strategy should have the guiding principle. 

Organizations develop their own strategies in order to reduce cost, increase performance, and gain 

competitive advantage. He mentioned that an organization should consider its aims and goals, 

methods that they are using within the organization, and their resources while developing strategies 

(ibid). In addition, Khalifa (2020) mentioned organizations use strategy as the core of decision 

making and defined strategy as  

“Strategy, rendered as a cohesive core of guiding decisions, is an entity’s evolving theory of 

winning high-stake challenges through power creating use of resources and opportunities in 

uncertain environments”  (Khalifa, 2020:136). 

Through this thesis, we are intended to identify how the organizations are modifying their existing 

strategies for adopting technological changes, i.e. AI transformation. According to Kitsios et al., 

(2021), in the competitive business environment, businesses always search for something new to 

compete in the market. AI has been used as a strategic instrument that can help businesses to add 

uniqueness in the competitive market (ibid).  

Soni et al. (2019) mentioned organizational strategy as a preparation for the upcoming future, and 

“AI-related skills are the skills of the future” Soni et al. (2019: 25). An organization's strategy 

depends on its key performance indicators (KPI) such as revenue growth, customer satisfaction, 

profit margin, etc. (Kiron et al., 2019). The goal of the organization's KPI is to create value, 

competitive advantage, etc. (ibid). Based on the KPI, an organization can use AI tools to measure 

which areas of KPI are needed to be optimized, which areas are needed to be minimized and how 

to prioritize the KPI in order to achieve high performance (ibid). 

As identified by Kiron et al. (2019), by using AI tools organizations can be better able to identify 

how they want to invest, manage, and prioritize their KPI portfolios. Kitsios et al. (2021) added 

that combining IT strategy with organizational strategy (Exhibit 2) will give an organization a 

competitive advantage by adding value and sustainability to the organizational strategy.  
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                                                    Combining 

 

  

 

Exhibit 2: Combining organizational strategy with IT strategy 

Source: Kitsios et al. (2021) edited by Authors 

 

2.3.3 Changes in the organizational activities 

According to Wamba-Taguimdje et al. (2020), organizations change activities, operational 

processes based on the changes in the environment and market situation in order to achieve a 

sustainable competitive advantage, and AI technology helps to adapt to the environmental changes 

quickly. AI technology also improves work efficiency and can help to maintain competitive 

advantage (ibid).  

Hercheui et al. (2020) mentioned that AI technologies can help organizations to improve the 

quality of the data collection because data quality is considered more important than quantity. By 

using vision image recognition AI improves data collection in real-time both in scale and in speed 

that is not possible by only human intelligence. For example, to observe the driver's behavior 

BMW Company uses AI so that insurance companies can understand the behavior of drivers. In 

addition, AI is also being used in travel and retail services to improve the product and services 

based on individual customer preferences (ibid). 

Furthermore, according to Hercheui et al. (2020), AI transformation has also been changing the 

decision making process of the organizations. Companies such as Netflix, Google, and fashion-

related industries use AI to identify market trends so that companies can offer better services to 

the customer by personalizing the customer value proposition which is more effective than mass 

marketing strategies. Hercheui et al. (2020) found that sometimes traditional decision making 

processes can be biased but AI technology helps to use unbiased data so that the decision making 

process becomes more accurate and unbiased. However, Hercheui et al. (2020) also argued that by 
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using AI in decision making does not mean to exclude humans from the decision making process, 

rather it helps humans to make decisions better and faster.  

In addition, Hercheui et al. (2020) also mentioned that AI tools help how an organization can best 

maximize the utilization of assets and minimize investment in assets. In this area, predictive 

analytics of AI may be used to plan maintenance, rearrange their assets, and invest in infrastructure 

based on market and environmental change. Besides AI can be used in the automation process 

through which organizations can improve process efficiency, optimize resource allocation, and 

save costs. Through the automation process, human resources can be reallocated within the 

organization based on the places where they can best perform their tasks and increase efficiency 

(ibid). 

2.4 Value chain resilience with AI 

According to Wodecki (2019), value chain has been considered a fundamental management 

concept and is being used in many analyses as a tool in order to identify the value management of 

a company and the sources of competitiveness. Michael Porter proposed the concept of value chain 

that is known as The Porter Value Chain model. He described the value chain in his book 

Competitive Advantage (1985), as a set of activities that a company carries out in order to create 

value for its customers. Wodecki (2019) mentioned that the value generating activities can affect 

the cost or efficiency of one another. In order to achieve competitive advantage, a company may 

require to understand the connection between the value creating activities to make a proper 

coordination between them (ibid). However, the Porter Value Chain model describes that we 

should look into the internal structure of the company in order to achieve competitive advantage; 

for example, examining the contribution of individual business elements in delivering the product 

or service at a lower price and higher quality than its competitors (Nagy et al., 2018; Wodecki 

2019). 

According to McKinsey (2021), the value chain faces a high level of uncertainty due to the rapid 

changes in the markets which as a result causes companies to face difficulties in smooth operations. 

Few important factors that can increase the value chain uncertainty include Covid’19, climate 

anomalies, and market volatilities. Almost every industry faces difficulties in balancing efficiency 

increase and recovering from unforeseeable future challenges. To cope up with this challenge, 
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companies need to account the probable situational changes in the value chain in order to take any 

strategic initiatives (ibid). 

However, according to Modgil et al. (2021), companies have long been considering the importance 

of contingency planning in order to reduce the risk of discontinuity of operations in volatile 

situations. Companies showed efficiency in managing their supply chain even with developing the 

just-in-time capabilities. In addition, customers were more interested in physical shopping rather 

than online purchases because they can see the alternatives and compare them. During Covid’19 

consumers changed their buying behavior significantly to online purchases which was unexpected 

and challenging to many organizations since they were not prepared to fulfill the increased demand 

of the online orders (ibid). Many supply chains from different industries faced this problem and it 

showed how there was a need to have a better supply chain resilience (Queiroz et al., 2020; Modgil 

et al., 2021). McKinsey (2021) mentioned value chain resilience as the ability of recovering 

quickly from challenges that may arise due to the uncertain situations. 

According to McKinsey (2021), value chain resilience can be attained by taking initiatives such as 

improving end-to-end processes to ensure broader context decision; placing assets across the value 

chain; and deploying planning capabilities designated to deal with the uncertainties, for example, 

AI powered optimization models. Deploying value chain resilience requires dealing with 

uncertainty and processing a large amount of data which makes it difficult to come up with a value 

resilience with desired results (Ivanov, 2021, Modgil et al. 2021). In addition, to strengthen value 

chain capabilities companies need to assess the risk level associated with multiple parameters 

which is also difficult to generate (Dolgui & Ivanov, 2020). Therefore, AI technologies are helpful 

in developing value chain resilience (Modgil et al. 2021; McKinsey 2021). 

According to McKinsey (2021), integrated planning to increase efficiency and deploying value 

resilience using AI includes three approaches such as simulation, optimization, and real-time 

monitoring. 

Simulations 

McKinsey (2021) mentioned simulations are descriptive analytic tools where digital twins are 

created with uncertainty measures and operational inputs. A number of simulations of the future 
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can be performed through using the digital twins and it presents a summary of the future as a set 

of key performance indicators (KPIs). Simulations are helpful to find out the root of the bottle 

necks, for example, volatile operating conditions, third-party dependency, weather conditions etc. 

It can also help organizations to analyze the impact of any strategic decisions across their value 

chain. For example, making capital expenditure, expanding a new market or closing an existing 

one (McKinsey, 2021). 

Optimization 

According to McKinsey (2021), an optimization model generates an optimal plan with the given 

operational considerations. The optimization model includes details on the present operational 

conditions, how the value network functions, and the risks associated in the future. Deploying 

optimization model with AI enables companies to analyze the existing operational conditions, 

provides actionable suggestions to mitigate future risks and continuously improving efficiency 

(McKinsey, 2021) 

Real-time monitoring 

According to McKinsey (2021), fully digital control towers can increase value chain resilience by 

enhancing the real-time monitoring in order to respond to the potential value chain uncertainty. 

Furthermore, by this AI also enhances transparency, enables communications across the 

stakeholders of the entire value chain which as a result improves decision making, and helps 

companies to take precautions for facing unforeseen future uncertainties (McKinsey 2021; Modgil 

et al. 2021, Dolgui & Ivanov, 2020). 
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Exhibit 3: Integrated planning with AI developed by authors based on McKinsey (2021) 

 

Using AI capabilities in the value chain can enable organizations to balance efficiency and 

resilience. If AI can be deployed with the right processes, organizations can benefit from creating 

and adjusting organizational planning while keeping everyone aware about counting the risks or 

uncertainties. Furthermore, AI can make organizations have fact-based discussion across the value 

chain which as a result creates better alignment across the stakeholders of the business (Mckinsey, 

2021; Modgil et al. 2021). 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

20 
 

3.0 Research Methodology 

The following chapter outlines the research methods and research design used in order to conduct 

this study. It presents a description about how the empirical data has been collected and analyzed. 

Besides, it also presents arguments behind the choices that have been made and also addresses 

how the quality of the study is maintained. Furthermore, the ethical aspects of the study have also 

been addressed.  

3.1 Research strategy 

The purpose of our thesis is to investigate how organizational strategy changes or modifies in order 

to transform organizational activities aligning with AI. Hence, our research focused on the 

organizational existing strategic changes implemented with AI where there is a lack of research 

found. We intended to put up some inputs from real-world phenomena in the research gap where 

we need more insights from our case company's respondents, based on the fact that our research 

area is explorative in nature (Yin, 2010). 

Bell et al. (2019) mentioned two types of research strategy i.e. qualitative and quantitative. 

Qualitative research data collection is done by using written or spoken words or images and on the 

other hand, quantitative research data collection is done by using numerical data. In accordance 

with Bell et al., (2019), as per our research criteria, our research strategy is qualitative in nature, 

because we analyzed and collected data using words or images (e.g. interviews) without using any 

numbers. Moreover, in order to get the answer to the research question we need to find out the 

company's internal strategic changes which can be best explored by the respondent's interview 

than using any numerical data (Friedland & Alford, 1991). 

Furthermore, we think the qualitative strategy is the best fit for our research, since to examine our 

purpose of the study we need more in-depth knowledge of real-world phenomena and need to 

interpret our findings in an explorative way which cannot be done through a quantitative research 

strategy (Bell et al., 2019). 

Although there might be some risk of having biased data from respondents if they do not 

understand the questions or do not have any idea about the questions (Bell et al., 2019), we took 

some actions to deal with that issue associated with biased responses from the interviewees, for 

example, we gave them an idea about the interview questions prior to the interviews and also 
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interpreted the questions if needed during the interview sessions. Besides, we had the opportunity 

to cross-check other respondents' answers from the same organization.   

Furthermore, we selected a qualitative research strategy because this strategy gave us the floor to 

deepen our knowledge to find data on organizational strategies in terms of AI transformation. 

3.2 Research approach  

Choosing an appropriate research approach is an assumption of how a theory and research are 

combined (Bell et al., 2019).  According to Yin (2010), research approaches are established in a 

way, so that the research approaches can help to analyze the relationship between theory and 

empirical findings in order to get results from real-world phenomena and fulfill the research 

purpose.   

Bell et al. (2019) talked about three types of research approaches i.e. inductive, deductive, and 

abductive approaches from which the researchers use research approaches that are best fit for 

conducting their research.  

According to Bell et al. (2019), the inductive approach is conducted based on empirical 

phenomena, and theory is set accordingly. However, the deductive approach is conducted by 

testing an existing theory related to empirical phenomena, and an abductive approach is selected 

when a researcher finds some surprising facts from an existing theory that conflict with empirical 

phenomena, and further research need to be done to turn surprising facts into a matter (Bell et al., 

2019). 

Based on our research purpose, we did not choose any existing theory to be tested, we were doing 

research where more research needs to be done in that particular research area. We choose the 

abductive approach so that our research area is not confined to one conceptual framework. In 

addition, we can think about our research, methods, and theories considering our research purpose 

and can go back and forth in order to compare empirical findings and theory. When we collected 

empirical data, it was revealed by our respondents that AI also impacts organizational activities 

and value chain resilience. So we dug deep into the literature regarding value chain resilience and 

added what we have found from the literature in the theoretical framework  chapter which we 

believe deepened our knowledge and understanding.  

 



 
 

22 
 

Furthermore, our research approach is abductive because it enabled us to combine empirical 

findings with existing theories throughout the research process so that we can deepen our 

understanding (Bell et al., 2019). 

3.3 Research design  

According to Bell et al. (2019), a research design is a framework of how the data is collected and 

analyzed. Bell et al. (2019:48) mentioned five types of research design including “experimental 

design, cross-sectional design or social survey design, longitudinal design, case study design, and 

comparative design” that are used by researchers in order to examine the relevant data.  

According to Bell et al. (2019), experimental design is selected when the difference between two 

variables (i.e. dependent variable and independent variable) is studied. On the other hand, the 

cross-sectional design is studied to collect quantitative data for more than one case at a single point 

in time to examine the relationship between more than two variables. However, a longitudinal 

research design is conducted the same way as a cross-sectional design but the time duration of 

longitudinal research is continuing over a longer period of time i.e. many years. Besides case study 

design and comparative design, both are conducted focusing on single or multiple case studies. 

But in the comparative design, selected cases are compared to each other (ibid). 

Considering our research strategy and research approach, a case study design is an appropriate 

research design to find out the answer of our research question which is popular and highly 

practiced by the researchers conducting business research (Bell et al., 2019). Furthermore, a case 

study design is selected when a researcher wants to find out the research question’s answer denoted 

with “how” and “why” questions (Yin, 2018). Since our research question is about how AI 

influences adjusting business strategies, the case study design is appropriate to investigate our 

research question which is in accordance with Yin (2018).  

According to Bell et al. (2019), a case study can be performed focusing on a single organization, 

single location, single person, or single event. However, Bell et al., (2019) argued that focusing on 

a single case study may sometimes provide biased data. Therefore, we selected multiple case 

studies in order to get our research result more reliable because we focused on the selected cases 

and found out the uniqueness of them which helped us to find out the answer of our research 

question (Bell et al., 2019). 
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3.4 Data generation 

There are two types of data that can be collected in order to conduct research including primary 

data and secondary data from the empirical setting. Besides, data needs to be collected for 

developing the theoretical framework of the study. This study has been conducted by using both 

primary and secondary data from the empirical setting, and there was also a data collection process 

for theoretical framework development. The data collection methods will be described in the 

following section. 

 

3.4.1 Collection of the theoretical literature 

This study was structured by a thorough literature review of the topics. We have extracted the data 

for the theoretical framework from scientific electronic databases that are available online and also 

the databases we can access through the Gothenburg University electronic library platform. For 

this study the most frequently searched words include Artificial Intelligence, Impact of Artificial 

Intelligence, Technological Innovation in Value Creation, Impact of Technology in Business, 

Impact of AI in Value creation, and Future of AI etc. 

 

3.4.2 Secondary data 

The majority of the secondary data collection generated from reports, and company websites. We 

also searched and selected secondary data based on the given references by the interviewees in the 

interview sessions. For example, one of the respondents from Ericsson referred to the company’s 

website to search for more information about Zero Touch Network. Furthermore, Respondent 4 

from Volvo Cars referred to its website to dig deep regarding the infotainment system inside the 

cars that enables interaction with the users. 

3.4.3 Primary data 

According to Bell et al. (2019), interview has been considered the most widely used method in 

order to collect primary data in qualitative research because of its flexibility in nature. Bell et al. 

(2019) argued that unstructured interview and semi-structured interview are the two major types 

of interview in qualitative research (ibid). However, for this study we have conducted semi-
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structured interviews. In semi-structured interview techniques researchers follow a list of specific 

questions as per their interview guide. Interview guide may contain questions of several types, for 

example, some questions that are considered most important for fulfilling the research purpose and 

asked to all participants, some questions may have the scope for modifications, and some questions 

may arise during the interview sessions depending on the discussion with the interviewees. 

Additionally, semi-structured interviews also provide flexibility to the interviewees in terms of 

how they should respond (Merriam, 2009; Bell et al., 2019). We, therefore, selected semi-

structured interview techniques, since that allowed us to modify the interview questions when 

needed. Besides, we could also add new questions during the interview sessions, since we used 

our interview guide as a tool for discussion not as a script. The interview guide was formulated 

based on the extensive literature review in the theoretical framework chapter. 

Companies and respondents selection                                                

Since we intended to do a multiple case study from different industries, we searched which 

industries are using AI. Based on the information we gathered after reading materials about AI 

implementation in industries we selected four companies including Volvo Cars, Volvo Trucks, 

H&M and Ericsson for data collection; first two are from automobile industry and others are from 

clothing industry and telecommunication industry respectively. To deepen our insights we also 

gathered data from one consultancy firm that provides AI tools to companies named Winniio, and 

an AI expert i.e. a researcher specialized in AI research from the Research Institute of Sweden. 

We believe that gathering data from different actors, for example companies, AI service providers, 

and an AI expert will help us understand different perspectives and come up to an acceptable 

outcome. 

According to Bell et al. (2019), the selection of interviewees should be done very carefully in non-

random manure in order to find out the most suitable participants who can provide us insightful 

information to get the answer of our research question. In accordance with that, we mostly searched 

the participants for this study through LinkedIn and scanned them by following their activities and 

contribution to the AI domain. In addition, we also searched respondents from the company’s 

reports and articles available online and contacted them through emails. We sent emails to a large 

number of people from our selected contact list approaching for a voluntary interview explaining 
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the purpose of our study and how they can contribute to the study; a few of them responded to our 

emails and agreed for interviews. The respondents are the people who work with AI strategy in 

their organizations and we believe they have a practical understanding of the AI transformation 

within their organizations. However, a few of the respondents did not want us to share their 

designation in this thesis which made us skip designation rather than using area of work to give an 

overview of the interviewee list through the following table (Table 1). The respondents have an 

experience of working in the same domain between 2 and 6 years. Among our 10 respondents, 2 

are females and 8 are males. The respondents are 30 years to 45 years old. Respondents from 

Ericsson work in the domains of project management and network engineering and their work 

include technology development projects, and automation process of the operations respectively. 

Furthermore, one of the respondents from Volvo Cars work for testing and negotiating with the 

suppliers who are providing production systems to the company while the other respondent work 

for designing cars based on the preferences selected by the company. Additionally, respondents 

from H&M work for planning and forecasting trends based on data analysis, and designing for 

retail projects. Furthermore, one of the respondents from Volvo Trucks performs system testing 

while the other respondent performs system design, and controls the maintenance of the 

communication system. On top of that respondent 9 from Winniio provides advisory services 

related to strategy and innovation. Respondent 10 is a researcher who has strong interest and 

experience in AI related research. 
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Respondent Area of work Company Interview Method Date Interview Duration 

1 Project Management Ericsson Zoom 2022/04/09 50 mins 

2 Network engineering Ericsson Zoom 2022/04/11 50 mins 

3 Manufacturing Volvo Cars Zoom 2022/04/19 50 mins 

4 R&D Volvo Cars Zoom 2022/04/19 40 mins 

5 Planning H&M Zoom 2022/04/21 55 mins 

6 R&D H&M Zoom 2022/04/21 50 mins 

7 Quality control Volvo Trucks Zoom 2022/04/22 55 mins 

8 System engineering Volvo Trucks Zoom 2022/04/22 55 mins 

9 Consultancy Winniio Meet 2022/04/25 35 mins 

10 Research Research 

Institute 

Meet 2022/04/25 30 mins 

Table 1: List of interviewees compiled by the authors. 
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3.5 Analysis and interpretation of data 

As per the guidelines found from the abductive research approach, data were analyzed using the 

information of the theoretical framework of this thesis. Since the primary data were collected from 

semi-structured interviews, it was needed to transcribe the interviews shortly after the interviews 

were conducted. Furthermore, as the interviews were recorded, it made the transcription easy for 

us and also increased the validity of the study. The language of the interviews were in English that 

is why there was no need to translate them which as a result reduced the risk of translation bias 

(Bell et al., 2019). Being aware of the necessity of the critical analysis of the data, we divided the 

initial findings of data collection between us for presenting in the empirical materials and the 

analysis chapter. Later a thorough analysis was done to combine the findings and analysis with 

taking precaution to avoid following the interpretation from the other researchers. In cases where 

we had different opinions of the answers we heard the interviews again from the recorded versions 

to generate a common interpretation. Additionally, we could develop an understanding of the 

common topics and find out common themes in the interviews from the interview transcripts which 

as a result enabled us to relate the empirical findings with the research purpose (Yin, 2017). Bell 

et al. (2019) mentioned that thematic analysis is considered one of the most widely used analyses 

in qualitative research. According to Rivas (2012), thematic coding focuses on considering the 

whole data set rather than just looking into one scenario. In addition, thematic analysis can enable 

identifying abstract concepts from the themes which will eventually lead to finding the answer of 

the research question (ibid). However, Rivas (2012) also highlighted the importance of taking 

preparation of coding by reading the data several times before formally coding it. We sincerely 

followed this step in order to develop an understanding of the concepts and identify the abstracts. 

Furthermore, to present the empirical materials we developed headings based on the themes we 

found from the semi-structured interviews with collaboration with the research question. Our four 

main themes of the empirical data in symbiosis with the research question include innovation, 

value creation through AI, Impacts of AI within the organization, and value chain resilience with 

AI.  The clustering of the empirical findings with thematic coding helped us to perform a thorough 

analysis. For the analysis we had to go back to the theoretical materials to compare the empirical 

findings with the theoretical framework of the study which is in accordance with the abductive 

research approach.  
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3.6 Quality of the study 

According to Yin (2017), the quality of research can be attained by ensuring a high degree of 

validity and reliability. Bell et al. (2019) has also mentioned that though these two factors were 

designed for assessing the quality of the quantitative research, they are also important in order to 

assess the quality of the qualitative research. However, trustworthiness is considered an additional 

criteria along with validity and reliability to measure the quality of a qualitative study (Lincoln & 

Guba, 1985). Trustworthiness is closely related to validity and reliability and it is often considered 

that trustworthiness of a qualitative study is achieved if validity and reliability is ensured (Bell et 

al., 2019).  

3.6.1 Validity 

According to Bell et al. (2019), validity in qualitative research means if the researchers’ actual 

observation reflects exactly what they think they are observing. The validity in qualitative research 

includes internal and external validity. 

Internal validity 

Internal validity refers to matching the theoretical ideas with the researchers’ observations. In other 

words, by internal validity we mean if the research is measuring what it intended to measure or 

investigate (Bell et al., 2019). To ensure internal validity in our study, we have developed an 

interview guide based on the literature review in our theoretical framework chapter to develop a 

systematic approach for answering our research question. Additionally, our respondents have 

essential experience and insights to answer our questions in detail and with providing evidence, 

for example, providing links for articles published in their websites that we believe increased the 

internal validity of our research.  

External validity 

According to Bell et al. (2019), external validity means to the extent the research findings can be 

generalized and applied in other research contexts. To ensure generalizability, we gathered data 

from multiple industries including automobile, clothing, and telecommunication industry that we 

believe helped us to find out a general impact of AI in terms of shaping business strategies. In 
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addition, other than our case companies we also gathered data from different actors including AI 

service providers and AI experts which helped us to get insights from multiple perspectives as a 

result the generalizability enhanced. 

3.6.2 Reliability 

According to Bell et al. (2019), reliability of a qualitative study is assessed by measuring internal 

and external reliability.  

Internal reliability 

Internal reliability is concerned with the involvement of multiple researchers in terms of agreeing 

or disagreeing on a specific phenomenon when there is more than one observer (Bell et al., 2019). 

To establish internal reliability, we tried to develop a common understanding of the empirical 

findings in order to interpret the answers of the interview questions. To avoid misunderstanding 

and deepen our insights we recorded the interviews and transcribed them. If we had any situations 

when we did not understand what an interviewee meant regarding a specific topic, we listened to 

that interview multiple times and discussed it to understand what the interviewee actually meant. 

In this way we developed a common understanding of the interview findings which we believe 

helped us to increase the internal reliability of the study. 

External reliability  

Bell et al. (2019) described the external reliability as the extent to that the study can be replicated 

or used for other research. They also mentioned it is difficult to meet the external reliability 

criterion in qualitative studies since it is impossible to make the social setting stand still. It was 

also the same for our study since every interview is unique and the participants have their own 

way to interpret an answer. However, to increase the external reliability the research procedures 

should be explained and proper documentation should be maintained to enable other researchers 

to perform similar studies in other situations (Bell et al., 2019; Leung, 2015). In order to strengthen 

the external reliability of the study we explained our research design and strategy in the previous 

section. We also developed our interview guide before conducting the interviews and followed it 

in every interview. In addition, we maintained proper documentation regarding the interviews 
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through taking notes and transcribing the interviews which we believe increased the external 

reliability of our study.  

3.7 Ethics 

Throughout the whole study period of this thesis the authors maintained several aspects of ethics 

that should be considered while conducting a research. Bell et al. (2019) described four ethical 

aspects to take into account while conducting a business research based on the study of Diener and 

Crandall (1978) including ‘harm to participants, lack of informed consent, invasion of privacy, 

and deception’ (Bell et al., 2019:128). 

The first aspect the researchers should consider is harm to participants that means a research that 

can harm the participant in any way is unethical or unacceptable. The concept harm does not only 

mean physical harm, but also can mean initiating stress, hurting the self-esteem of the participants, 

harming career development and the participants future employment opportunities (Bell et al., 

2019). We handled these aspects of causing harm to the participants by taking a few initiatives. 

Firstly, the participation in the interview was voluntary and we informed them that the interview 

will be anonymous. Secondly, the purpose of the study was explained when we took the initiative 

for contacting the interviewees for the first time. Thirdly, we gave them a brief idea about the 

interview guide to prepare themselves for the interview which we believe helped them to reduce 

the stress. 

The second issue regarding ethics in business research is related to informed consent. According 

to Bell et al. (2019), the main idea behind this aspect is providing the participants as much 

information as possible in order to enable the participants to make a decision regarding 

participating in the study. However, it is actually very hard to provide the participants all the 

information regarding the research that might be important to the participants in order to make a 

decision about if they should participate or not. Bell et al. (2019), mentioned that the researchers 

sometimes do not provide all information about the research because of the fear of contaminating 

the participants’ responses in the interviews. However, we dealt with this ethical issue by 

explaining the purpose of the study to the participants at the beginning. In addition, we also asked 

the interviewees' consent whether we should record the interview sessions since all interviewees 
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were conducted through digital platforms. In accordance with Bell et al. (2019), we believe this 

helped our participants to feel safe about their participation in the study. 

The third key ethical aspect to consider is regarding the participants’ privacy that means whether 

the research is a threat to the participants’ privacy protection. According to Bell et al. (2019), the 

objective of any study does not provide the researchers the right to invade a participant’s privacy 

and does not necessarily enable them to disrespect the participants’ values. However, this aspect 

is linked to the previously mentioned aspect of ethics regarding informed consent. Because, 

through informed consent the participants are agreed to surrender their privacy to a certain extent. 

These two aspects also have differences, for example, if the participants agreed to consent it does 

not necessarily make the participants bound to answer all the questions. Bell et al. (2019) argued 

that many interviewees refuse to answer certain questions that they feel sensitive and unwilling to 

make it public. However, it may be difficult for the researchers to understand what is sensitive to 

each of the participants since privacy is very individual. Therefore, according to Bell et al. (2019), 

the researchers are recommended to treat each of the participants uniquely by respecting their 

values and giving them the opportunity to refuse to answer certain questions outside the boundary 

of their justification. To deal with the privacy issue, we maintained confidentiality in relation to 

the personal identity of the interviewees. Additionally, we maintained full privacy of the interview 

transcripts. 

The final ethical aspect in business research is regarding deception. According to Bell et al. (2019), 

deception can occur if the researchers make a wrong presentation of the research that means they 

represent the research as some different thing from the actual research. It can occur when 

researchers do not intend to share the full purpose of the study in order to avoid biasness in the 

interview responses. In order to avoid deception, the participants were explained about the purpose 

of the thesis and we also offered to all of the participants to share the final paper of the study so 

that they feel confident since they will get access to the information that they provided. 

3.8 Criticism  

Due to covid’19 pandemic people are more comfortable in using digital platforms for 

communication. The respondents wanted the interviews to be conducted online that is why the 

data collection through online interviews in this study limited the scope of observing the 
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participants. Furthermore, there were some disturbances in the interviews due to technical issues 

which made some interviews lengthy and go beyond the expected time duration. Some interviews 

were also made speedy to cover up the time taken to fix the technical errors that happened during 

the sessions. Since the study was conducted in Sweden and the interviewees are from Swedish 

multinational companies who have a standard budget on innovation and technology, their 

perspectives can be biased to some extent by the culture of the companies they are working. 

Furthermore, it was quite tough to get a schedule for the interviews to a significant number of 

potential respondents because of the time frame of the thesis process which made us unable to 

conduct more interviews. On top of that the findings of the thesis from ten interviews generally 

can leave many insights unexplored and unheard.  
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4.0 Empirical Data 

This chapter contains a brief description of the empirical findings obtained from the semi-

structured interviews. Interviews were conducted following the pre-developed interview guide 

based on the theoretical framework.  

4.1 Innovation 

Innovation is significantly important in order to improve productivity and profitability of an 

organization. It is therefore believed that the organizations should encourage innovative ideas to 

keep tracking the customers’ demands. When we asked about how the respected company is 

encouraging innovation, all of our interviewees mentioned their companies are engaged to build 

up new ideas continuously that are feasible and marketable. 

Our respondents from the telecommunication sector mentioned that their company is motivating 

innovation since the early stage of their business. Furthermore, Ericsson encourages innovation in 

two ways, one is through its existing employees and other one is hiring new talents with an 

innovative mindset which makes the company stay ahead in coming up with new ideas which are 

marketable and legally viable. In Ericsson, innovation was seen by revolutionizing analogue 

communication through technology and switching techniques. In addition, the company was 

prompt in the digital revolution, broadband, developing 3G 4G, 5G (Ericsson, 2022). Staying 

ahead in the competition and responding to the changing customers' needs is believed by our 

respondents to be the motivation of innovation for Ericsson who is from an industry like 

telecommunication that is constantly moving. 

“My company is giving a very wide space to everyone to come up with new ideas that are 

marketable and do not violate any compliance or laws or policies that can harm the company from 

a law perspective. But everyone is free to come up with any innovative idea that they want, 

especially a technology company that develops telecommunication solutions that requires a lot of 

engineering innovation in order to come up with solutions that match the end users’ needs” – 

Respondent 1. 
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Our respondents from the automobile industry are from Volvo Cars and Volvo Trucks. All of our 

respondents from this sector also had similar perceptions regarding innovation in their 

organizations. They have mentioned that the companies are investing a significant amount for 

innovation and new technologies, for example, AI. They also believe that the investment is 

necessary in order to meet the customer expectation and to sustain in the industry competition. 

Respondent 3 from Volvo Cars mentioned that the innovation is in the DNA of the company who 

is moving forward to next generation cars that will be 100% electric. Respondent 4 from the same 

company mentioned that after the tech-industry automobile industry is the highest investor in AI. 

It is believed by the respondents of Volvo Cars that providing safe vehicle solutions is the core at 

the company to encourage innovation continuously. Furthermore on innovation in the automobile 

industry, Respondent 7 from Volvo Trucks mentioned that functions like automated driving, and 

electro-mobility require new technologies which as a result push innovation to go forward at a 

high speed. In addition, respondent 8 mentioned that a few of the biggest innovations in the last 

seven years in Volvo Trucks include Dynamic Steering, I-Shift, I-Save, and Hydrogen Fuel Cells 

which are believed by the respondent are having significant impact on providing dynamic vehicle 

solutions. 

It is believed by our respondents from the clothing industry that innovation is essential for the 

future development of the industry since the industry has a high competition. Respondent 5 from 

H&M mentioned that the company’s innovation focus is based on sustainability, which means it 

is concerned with providing a sustainable way of cloth making which requires new ideas and 

technology. It is believed by Respondent 6 that one of the biggest innovations of the company is 

the zero waste dress that they launched in 2020. 

Respondent 9 mentioned that consulting firms actually help other companies in innovation but it 

does not mean that they do not require innovation in their companies. It is believed by the 

respondent that innovation can help companies to stay one step ahead in the competition. 

Respondent 10 mentioned that innovation is required in almost every industry to process 

improvement, increase efficiency and profitability. 
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4.2 Value creation through AI 

All of our respondents shared a common belief that organizations adopt AI because of creating 

value from the transformation. They mentioned that AI can help organizations to gain competitive 

advantage with increasing operational efficiency and reducing cost to the customers’. 

When we asked about the value creation through AI, two of our respondents from Ericsson agreed 

that AI can facilitate value creation. They mentioned AI helps the telecommunication industry buy 

optimizing network infrastructure, detecting threats and enhancing customer satisfaction through 

better service. The company is making huge investments in AI since they can generate real value 

through it. The respondents believe that AI can improve and optimize network infrastructure by 

processing and analyzing data. It is also believed that AI can enable the telecommunication 

industry by identifying new niches which will result in capturing new markets and new revenue 

streams. Respondent 1 mentioned the telecommunication industry can use AI powered cameras 

and robots in order to monitor the network system which can reduce the threat of hazard situations, 

for example, fire. Furthermore, respondent 2 mentioned AI facilitates automation and provides 

customized customer solutions. Since online shopping has increased significantly providing 

customer service is not limited to any specific hours of the day rather organizations need to provide 

customer service 24/7. In addition, a large number of employees need to be added to the customer 

service department which is difficult and can generate huge costs. Therefore, it is believed by the 

respondents that using AI in customer service can not only optimize the operations and gain 

customer satisfaction but also reduces cost structure, provides flexibility, and speeds up the 

process. 

Respondents 3, 4, 7, & 8 from the automobile industry shared almost similar opinions regarding 

value creation through AI. Overall it is believed by the respondents that AI can create value to the 

automobile industry in almost every area, for example, in manufacturing, quality control, supply 

chain, and passenger & driving experience. It is believed by the respondents that automated AI 

functions can facilitate optimization in the manufacturing process through identifying defects in 

car components which can be very complex if done manually. It was also added that AI increases 

efficiency of the manufacturing workforce through streamlining. Respondent 4 mentioned that AI 

powered robots and technologies, for example, Simultaneous Localization and Mapping (SLAM) 
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helps in moving and collecting equipment in automotive construction which is very speedy in 

comparison to the traditional process. Respondent 7 mentioned AI increases quality control 

through detecting malfunctions and it also enables predictive measures for maintenance. 

“It is very domain specific and to be specific about the domain I work in, more focus is provided 

into more efficient and effective way of testing (software and hardware) so that the faults can be 

traced much earlier in production.”- Respondent 7 

Furthermore, Respondent 8 mentioned that AI can help in designing products through simulating 

different efficient models. However, value can also be created in managing and enhancing supply 

chains through using AI powered technologies in forecasting, and automated decision making. 

Furthermore, the respondents also mentioned that AI can create value in passenger and driver 

experiences. It is believed by the respondents that AI can enhance driver’s safety by assessing the 

driver’s mood from the driving history. For example, by using AI powered cameras AI can assess 

the mood of the driver and can warn him in cases of emergency. Additionally, AI tools can identify 

the regular user of a car and can assist them with adjusting the seat, and temperature. Furthermore, 

it is also believed that AI enhances passengers' experience by providing personalized accessibility 

and ensuring vehicle safety. Respondent 3 mentioned that AI helps manufacturers in increasing 

efficiency through automation, reducing manufacturing costs since it helps in taking preventive 

measures to deal with the malfunction issue, and making better decisions. 

“I think what they're doing is automating the processes, improving quality by detecting 

malfunctions and AI is enabling them to make smarter decisions faster.” – Respondent 3 

Our respondents from the clothing industry also agreed that organizations are adopting AI in order 

to create value. It is believed by the respondents that AI in their company helps to create value 

through cost reduction and efficient decision making. In addition, AI helps the company to forecast 

trends by analyzing customers buying history and search history. It is also believed by the 

respondents’ that AI helps in making customers happy by providing personalized suggestions. 

Respondent 5 mentioned that H&M uses AI powered technologies in order to understand the 

consumer behavior which help them to forecast future demand and also facilitate the company in 

assisting about what the company should restock. However, it is also believed that value creation 

through AI will not be possible if the ethical perspectives are not considered. On top of that, biased 
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and incomplete data can lead to a worse decision which will have a tremendous bad impact on the 

business rather than creating value. 

“If you don't have an intent, with ethical AI or explainable AI, let's say, let's just stick with ethical 

AI, you might have a tendency to make decisions based on faulty data that is biased in terms of 

race or in terms of female, male, whatever kind of perspective, or it's just like incomplete data that 

leads to making a decision 10,000 times worse, which is not fantastic.” – Respondent 5 

Respondent 6 said that AI can create value in finding out the customer cluster also, for example, 

which group prefers which kind of dress, which stores need more stocks and which store needs 

less. This as a result enables the company to design as per the customers’ needs. It was also added 

that AI technologies help the company to practice sustainability. It is believed by the respondents 

that AI will act as a key facilitator in order to reach its goal to use 100% sustainable materials by 

2030. 

Furthermore on value creation through AI, Respondent 9 believes that organizations can create 

value through AI with the help of automation, processing large amounts of data, and dealing with 

uncertainty which can be lengthy and costly without using AI. It was added that in order to capture 

and create value through AI, organizations should identify and understand where and how AI 

should be utilized. Additionally, Respondent 10 mentioned that AI creates value providing 

improved operational efficiency to the organizations by analyzing large data sets and taking 

insights from them. However, it was also mentioned that in spite of having tremendous value 

creation opportunities, sometimes it is difficult to achieve successful AI integration since it 

requires a huge investment and can take a long development cycle. It was added that since in many 

organizations AI is still not matured, the value creation through AI cannot be fully seen. 

Furthermore, it is also believed that AI implementation requires new resources and AI knowledge 

also needs to be transferred within the organization which can be cost consuming and difficult to 

perform. Therefore, companies sometimes face a dilemma in a few factors, for example, whether 

they should implement AI; if they should outsource it with strategic alliances or if they should own 

it. Even before deciding these factors it is believed that organizations can go for AI transformation 

once they have identified how AI will create value for them which will enable them to make a 

better decision. 
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“It's not always catered to that, I think that there's a lack of strategic alignment between what 

needs to be done and how this actually will be delivered in terms of value.” -  Respondent- 9 

4.3 Impacts of Artificial Intelligence within the organization 

4.3.1 Adaptation 

Adoption of AI within the organization has been increasing tremendously and our respondents 1-

8 answered that their organizations use AI to some extent. However, respondents 9, and 10 also 

added that all kinds of industries adopt AI to some extent in different areas.  

“Most of the tools or solutions in applications that we use on a regular everyday basis is powered 

by AI”- Respondent 9 

For example, respondent 9 mentioned manufacturing industry 4.0, autonomous vehicles, real 

estate, and the healthcare industry for scale-ups and startups. But the adoption of AI is not limited 

to those specific industries. However, respondent 9 believes that everyone will adopt AI in the 

future at scale i.e. where an organization is required to solve business problems at a larger volume.  

Respondents from Ericsson mentioned that AI is adopted mostly for product and service 

development i.e. increasing network performance and enabling network automation. Furthermore, 

respondent 2 added that the R&D department uses AI in order to do testing, in order to do analysis 

for specific situations. But respondent 1 believes that the future adaptation of AI within the 

company will be focused more in functions like supporting executives to analyze the data that 

come from different departments and assisting them to come up with the strategic decision that 

fetched the whole company strategy. According to respondent 1, their company is adopting AI 

applications more at a lower operational level but in the future, it will go into the strategic level in 

terms of support for the business analysis report. 

When we asked about AI adoption in Volvo Cars respondents, according to respondent 4, AI is 

mainly adopted in product and service development. For example, the respondent mentioned AI is 

facilitating the infotainment system inside the car which enables user interaction with the car. The 

Infotainment system of Volvo Cars is android powered which is developed by Google and can be 

found in several cars model i.e. XC60, S90, V90, and V90; that helps customers to control the 
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infotainment inside the car (Volvo cars, 2021). However, another respondent from Volvo Cars 

mentioned that AI adoption in the production system is not fully viable because a small mistake 

can cause a stop in production which can have a crucial business and financial impact on the 

company. Volvo Cars considers that AI has not matured yet to the extent that it can control the 

production in the factory. Furthermore, respondent 4 added that there are two types of action i.e. 

preventive action and stimulating action to solve the problem in the production system. Adoption 

of AI is good to solve preventive action, whereas stimulating action can be better solved by 

humans. Therefore, it is believed that in critical industries like the automobile industry it will be 

better to adopt AI technology with the combination of humans so that they can use it to a very 

large extent i.e. when a person is not doing the right work or makes some mistake AI can help to 

prevent that mistake through sending alerts and thus will help to improve the work.  

Similarly, it is believed by the respondents of Volvo Trucks that the adaptation of AI is focusing 

more on product development e.g. self-driving trucks which are built with AI technology that 

performs using data from image recognition systems including machine learning. Besides, the 

respondents also mentioned about the infotainment system inside the trucks which was also 

mentioned by one of the respondents of Volvo Cars. The infotainment system in Volvo Trucks is 

used to track the location of battery-powered trucks. Moreover, respondent 8 mentioned that right 

now a combination of AI and Blockchain is being used in coordinating battery-powered trucks but 

it is mostly in testing, it is not deployed fully to production yet. However, respondent 7 added that 

even though AI is being used in vehicle data analysis at present, this area also has a huge 

potentiality in the future to attract AI adoption.   

“In the coming years, there is a great potentiality of AI in automated vehicle data analysis among 

other domains in the business.”- Respondent 7 

Respondents from H&M believe that it is hard to upscale retail stores solely by humans. Thus, 

respondent 6 added that in order to manage global retail stores like H&M, implementing AI with 

human intelligence will help retail stores make better decisions and provide top-level customer 

experience. It was added that the organization introduces new tools every now and then to be 

efficient and during Covid’19 period AI powered tools facilitated them with better management 

of the operations. Furthermore, respondent 6 mentioned that AI adoption for H&M is mainly done 
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to provide customer service, marketing, and sales and in the production system e.g. personalized 

offline customer service, market demand prediction, warehouse automation, and evaluation 

purchase to restock the product.  

However, it is believed by the respondents of H&M that the company will focus more on 

sustainability in order to reduce the environmental impact of its raw material in the future. 

Furthermore, according to H&M (2021), adopting AI is considered the most appropriate tool to 

achieve the sustainability goals of the company.  

 

4.3.2 Strategy development 

Organizations set a strategy in order to achieve growth in revenue, customer satisfaction, and 

increase in profit margin. Respondent 9 believes that AI transformation speeds up the work process 

which eventually leads to reducing costs and identifying new opportunities for revenue generation. 

“AI transformation is a dramatic shift that helps an organization get work done faster than the 

manual that can save money, make more money and find new revenue streams.” - Respondent 9 

It was also added that AI transformation is a combination of what an organization is doing to 

achieve organizational goals and sustainability. Although respondent 9 mentioned AI 

transformation helps to make decisions faster but respondent 10 mentioned that sometimes faulty, 

biased data, or incomplete data cause decisions to make decisions lengthy and repetitive which is 

not good for an organization.  

However, when we asked questions regarding strategy development with AI to the rest of the 

respondents (1-8), respondent 1 from Ericsson mentioned the same fact as respondent 9 that AI 

transformation facilitates organizations to reduce costs and adds value to the problem solving 

process. 

“AI is saving money, saving time and providing the benefit for more solutions to come or more 

problems to be solved.” - Respondent 1 

Moreover, respondent 2 from Ericsson elaborated on the fact of AI transformation with the strategy 

development of the company. According to respondent 2, strategy development with AI 
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transformation is done through making some changes in the internal and external strategy. It is 

revealed that the main change in the internal strategy includes staffing strategy.  Through AI 

documents can be archived automatically and this automated system will require less people to 

perform this function which reduces labor costs for this particular task on one hand. On the other 

hand, people can be used to somewhere else where they are needed more which will increase 

efficiency.  

Respondent 3 from Volvo Cars mentioned that AI enables organizations to identify what they 

should do and how they should contribute to the learning process of the employees in order to 

develop a better workforce and come up with  better offerings to the customers. Furthermore, it 

was added that AI can also be used to get a matrix on how much value an organization delivers; 

and if there is a performance drop or has grown up. Therefore, it is believed that AI can impact the 

strategy development of the organization in this way. 

“AI can be used well to identify what an organization can do well and what an employee can learn, 

and at the end of the day the workforce becomes much better and you are able to deliver a much 

better product.” - Respondent 3 

However, respondent 3 believes that AI can impact overall strategies. AI can be used to change all 

kinds of strategies e.g. marketing strategies, recruitment strategies, even internal software process 

strategies, how an organization actually built the software, or what processes organizations are 

using. 

Respondents from Volvo Trucks also agreed with the internal strategic changes with AI 

transformation to some extent as they have full automation which is self-driving trucks, partial 

automation, and conditional automation. Respondent 7 believes that an organization's performance 

can be improved with the help of AI if an organization can better understand where to put AI and 

where not to put AI so that the organization's performance improves and sustains. Furthermore, 

respondent 7 concluded that a combination of non-AI technologies and AI could facilitate 

developing a desirable product.  

“AI should be used in combination with non-AI technologies to build a more complete product 

instead of just trying your best to pursue AI.” - Respondent 7 
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Respondents from H&M agreed that their organization combines its overall strategy e.g. marketing 

strategy, growth strategy, and product development strategy with AI strategy in order to improve 

efficiency and amplify business solutions. As mentioned in the previous section, H&M uses big 

data to predict market trends so that they know what customers want in the upcoming days. That 

allows the company to prepare its product development strategy in a way that will fulfill customers 

demand and compete in the market. Moreover, it is believed that AI powered tools and 

technologies helped H&M to respond to the changed behavior of the customers during Covid’19 

through analyzing trends and consumer behavior when the overall online sales increased 

dramatically while the store sales declined. Furthermore, respondent 6 added that the AI algorithm 

is used by H&M to restock products, determine the price, and study the woman's style preferences 

because it is not an easy task for human intelligence to predict and maintain customer preferences 

in advance. Therefore, the company uses AI to some extent in the strategy development 

perspective. 

4.3.3 Changes in the organizational activities 

When we asked about the changes in organizational activities with AI transformation within the 

organization, all of the respondents agreed that there is a change in the organizational activities 

since transformation with AI needs resources and changes the organizational strategy to some 

extent.  

Respondent 9 mentioned that first of all, companies should define their problems or they have to 

understand where they want to use AI. Based on that, organizational activities related to marketing, 

internal operations, and sales can be changed. However, respondent 9 described an organization's 

transformation with AI to reduce headcount on workforce is not essential anymore rather AI will 

enhance human capabilities. Respondent 9 believes that using AI, humans can perform more tasks 

in a short period of time which enhances human capabilities.  

“With AI they can do things that could take one year before and now it could take one month 

or one week where they needed 100 people to do before it might take one person now.” - 

Respondent 9 

 

Respondents from Ericsson also have shared similar thoughts as respondent 9. They have 

mentioned that AI applications help them to do some internal ways of working or automate some 
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activities that will change their nature, for example, respondent 1 mentioned the nature of hiring 

people. Instead of hiring people who are archiving documents, they will hire people who will have 

different skill sets other than archiving documents so that they can do other tasks where their skills 

can be used to add value to the organizational assets. Furthermore, respondent 2 added that instead 

of labor, robots can be used in the warehouses to organize shelves with the right materials and 

allocate them correctly without being noticed. However, respondent 2 believes that these changes 

definitely will increase the process efficiency of work of the particular organization.  

“Robots can pick and fetch and collect and drop each and every material into the right shelf and 

into the right row, into the right location in the warehouse without anyone telling them what to 

do.”- Respondent 2 

It is believed by the respondents from the automobile industry that adaptation of new technologies 

or making any technological changes has a direct impact on the employees. Respondent 3 

mentioned Volvo Cars highly focuses on developing an employee rather than hiring new 

employees. Volvo Cars provides employees the facility to have access to a lot of web courses and 

central repositories of data so that employees do not feel isolated and information can transfer from 

one end to the other. However, respondents from Volvo Trucks also shared similar thoughts in 

terms of employee development but respondent 8 added that employees can easily adapt to the 

changes in the organizational activities because it takes less time to learn about the new 

technologies since the new codes seem to be easier to learn. Therefore, they learn faster and adapt 

to the changes easily.  

“People take much less time to learn new technologies than they take to learn old technologies, 

the code looks cleaner and it is easier to code. So more of the work has been done by machine.” - 

Respondent 8  

Respondent 4 highlighted that Volvo Cars is focusing more on sustainability and eco-friendly use 

since the company plans to go all-electric in a couple of years. In terms of that, respondent 4 

believes that AI will have a revolutionary impact on the fuel consumption of the cars.  

 

 “AI can completely transform the way we look at car spending fuel right now.” - Respondent 4 
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Besides focusing on sustainability and eco-friendly use, Respondent 7 mentioned that Volvo 

Trucks is working with road safety in order to add uniqueness to the transport and infrastructure 

solutions. Based on that, their accident research team and safety experts investigate the cause of 

the accident and the driver's behavior in order to provide real-life solutions. Also, they have a 

target of zero accidents which will be effective with the help of high quality and innovative 

products.   

The respondent from H&M believes that AI transformation makes organizational work easier and 

faster and is able to do critical work that was not possible before with only human intelligence. 

Respondents from H&M also believe that they are recruiting more people in the areas where AI is 

used and who are experts in working with AI e.g. Data Scientists. Respondent 6 mentioned that 

Data Scientists are responsible for evaluating the trends across H&M stores and understanding the 

purchasing patterns of the customer. Furthermore, respondent 5 mentioned that in order to improve 

activities in the H&M warehouses, they invested to build an automated warehouse so that 

customers can receive products within one day in most of the European markets.  

“Things have changed now, we don’t want our customers to wait a long time for receiving their 

products. Our automated warehouse system is helping us to deliver customers’ orders in European 

markets in just one day.” - Respondent 5 

4.4 Value chain resilience with AI 

When we asked the respondents about AI in the value chain most of them were interested in 

discussing the value chain resilience. Most of them had an almost similar opinion that AI driven 

tools and technologies can develop a better value chain resilience. They mentioned that 

organizations are always conscious about the risk and uncertainty that may negatively impact the 

value generating activities of the value chain. It is believed that as there is no boundary of the 

uncertainty, it is sometimes difficult to tackle the unforeseeable future even though the 

organizations have enough resources to fight against volatility. Therefore, most of the respondents 

believe developing a better value chain resilience is the way to handle the uncertain situation that 

may arise in the unforeseeable future due to the issues such as market volatility, changed consumer 

behavior and demand, and also situations like Covid’19 pandemic. It is believed by at least one of 

the respondents of each sector i.e. telecommunications, automobile, and clothing sector that AI 
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driven solutions can definitely create value chain resilience with a proper planning and 

implementing process. 

It is believed by the respondents from Ericsson that the company is going towards digital supply 

chain transformation. In addition, through this transformation it is believed that AI can enhance 

value chain resilience by reducing the risk of sharing private data to the wrong or unwanted actor 

in the supply chain. 

“I believe the digital supply chain will mitigate the risks of leaking information to the wrong people 

which can cause great harm.” - Respondent 2 

Respondent 2 mentioned that AI driven tools are being used in the supply chain to the shipment of 

logistics which helps the company to reduce uncertainty of contaminating information or data. In 

addition, it is believed that AI transformation in the supply chain increases efficiency and 

operational accuracy; and controls critical assets remotely. 

However, according to Ericsson (2020), the company has a vision to develop a Zero Touch 

Network that means both the operational capabilities and network facilities should be implemented 

in order to support AI technology. Respondent 1 mentioned that due the emergence of new 

technologies, for example, 5G, the network has been becoming more complex. Due to deal with 

the issues that may arise because of complex network functions it is believed that the company is 

moving forward to Zero Touch Network which will deploy AI and human expertise in operations 

that is believed to be used against the uncertainty across the supply chain. 

Furthermore, respondents from Volvo Cars and Volvo Trucks believe that AI is a real solution in 

terms of developing value chain resilience at present. It is believed that AI is being used in the 

automobile sector in vehicle data analysis which helps organizations analyze the trend and also 

forecast demand which can enable organizations a better management of the value chain. 

Respondent 4 mentioned that AI supports geographically diverse companies like Volvo Cars 

through providing assistance in handling risks and uncertainty that can arise in maintaining 

communication across the value chain. However, it is also believed that AI powered networks and 

technology can enhance the monitoring capabilities of automobile companies which as a result 

increase resilience across the value chain.  
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“For a big company like Volvo Cars there are risks in terms of communication. It is a complex 

task especially when you need to communicate with people from different countries and different 

time zones.” - Respondent 4 

In addition, it is believed that the clothing or fashion value chain can also be enhanced with the 

help of AI. The respondents have mentioned that AI can be used in a fashion supply chain to align 

supply and demand which can develop value chain resilience. Furthermore, it is believed that 

consumer behavior faced a dramatic change in selecting online shopping over stores because of 

the Covid’19 pandemic which resulted in a sharp decrease in the in-store shopping and increase in 

the online shopping mode. It is believed by the respondents that AI is the solution to overcome 

this type of uncertain situation. AI and big data analysis can help organizations predict the demand 

and forecast trends which will eventually allow them to optimize operations. Respondent 6 

mentioned that the company has a team of data scientists who are designated to analyze the 

consumer behavior including search history, purchase history, and return history. This information 

is processed later in order to design products based on the customers preferences which is believed 

to be helpful in developing value chain resilience by reducing uncertainty of offering products that 

the customers do not want.  

“Our data scientists analyze consumer behavior with new tools and technologies powered by AI. 

The process requires accounting several parameters, for example, what people are searching for, 

what they are buying and also what they are returning.” - Respondent 6 

However, it is believed that the main problem with analyzing big data through AI is understanding 

where to stop and how deep it should be dug in order to come to an acceptable outcome which will 

reflect the actual scenarios. It was added that selecting the parameters for predicting the upcoming 

future through simulations or forecasting is difficult and sometimes it can include biasness of the 

person which as a result can present a different scenario rather than the actual ones. 

Furthermore, it is believed by Respondent 10 that the value chain involves a series of complex 

tasks and actions which also generate a lot of data. AI simplifies value chain operation by providing 

efficiency and accuracy with handling large data simultaneously.  
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“Managing the value chain is very tough work because you need to go through a series of tasks 

and processes which can be very lengthy and time-consuming. The actions in the value chain also 

produce data.” - Respondent 10 

However, it is also believed that AI speeds up the decision making process through developing 

simulations of several scenarios with the given parameters by the humans. Ultimately humans have 

to make the decision through analyzing the simulations developed by AI. It is therefore believed 

that only AI or only humans is not sufficient to make a better decision, rather a combination of 

humans and AI can facilitate better decisions which as a result can enhance the value chain 

resilience. 
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4.5 Summary of the empirical findings 

Table 2 represents the main key points found from the interviews in order to provide a summarized 

overview of the empirical findings. 

Respondents Innovation Value Creation 

through AI 

Impacts of AI within 

organization 

Value chain 

resilience with 

AI 

Telecommunication Practices innovation 

through existing 

employees and new 

hires; to stay ahead 

in the competition, 

and respond quickly 

to the changed 

consumer behaviors. 

Optimizes 

network 

infrastructure; 

detects threats; 

enhances customer 

satisfaction; 

provides 

automation and 

flexibility; speeds 

up the process; 

reduces 

operational costs; 

and develops new 

revenue streams 

through new 

opportunities. 

Adaptation: Product & service 

development, R&D department, 

support executives to analyze data 

from other departments, and 

strategic level. 

Strategy development: Mainly 

changes internal e.g. staffing 

strategy to increase efficiency and 

reduce cost. 

Organizational activities: Internal 

ways of working, hiring employees, 

in the warehouse to improve 

process efficiency of work. 

Reduces risk of 

sharing private 

data; reduces 

uncertainty related 

to data 

contamination 

during the 

shipment of 

logistics; Zero 

Touch network 

will deploy both 

human 

intelligence and 

AI in order to 

develop a better 

value chain 

resilience. 

Automobile Investing a huge 

amount in 

innovation and new 

technologies; to 

facilitate automated 

driving, electro-

mobility, and 

dynamic vehicle 

solutions. A few 

innovations include 

Dynamic Steering, I-

Shift, I-Save, and 

Hydrogen 

Optimizes 

manufacturing 

process; controls 

quality through 

identifying defects 

and malfunctions; 

speeds up the 

process, for 

example, through 

Simultaneous 

Localization and 

Mapping (SLAM); 

designing products 

through 

simulations; 

enhances drivers 

and passengers 

experiences 

through providing 

assistance and 

ensuring vehicle 

safety; managing 

supply chain 

through 

Adaptation: Product and service 

development, e.g. infotainment 

system, self-driving trucks. 

Combining AI with human 

intelligence.  

Strategy development: Marketing 

strategies, recruitment strategies, 

internal software process strategies 

to improve organization 

performance. 

Organizational activities: 

Developing employees rather than 

hiring a new one. To work for 

energy efficiency, road safety, and 

enhance data quality. 

Analyses data to 

forecast demands 

and analyze 

trends; facilitates 

better 

communication 

across the value 

chain; enhances 

network 

monitoring 

capabilities. 
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forecasting and 

automated 

decision making. 

Clothing Based on 

sustainability focus; 

future development 

of the industry; to 

deal with the 

competition within 

the industry; biggest 

innovation in the last 

seven years is Zero 

Waste Dress 

launched in 2020. 

Provides 

assistance in 

forecasting and 

trend analysis; 

provides 

customers 

personalized 

suggestions; 

assists the 

company to 

identify what it 

should re-stock; 

assists in finding 

out customer 

clusters; helps in 

practicing 

sustainability; 

helps in cost-

reduction and 

decision making. 

Adaptation: 

To make better decisions 

combining with humans, provide 

better customer service, enhance 

capabilities in terms of marketing 

& sales, and the production system. 

Strategy development: 

Combining strategy with AI to 

improve efficiency and amplify 

business solutions, predict market 

trends, predict & respond to 

customer preferences. 

Organizational activities: 

Recruiting expert people where AI 

is mostly used e.g. data scientists to 

evaluate trends and purchasing 

patterns, increasing efficiency in 

maintaining warehouses. 

Aligns supply and 

demand; 

optimizes 

operations; 

facilitates 

responding to 

changed customer 

demand; analyzes 

consumer 

behavior to design 

products based on 

their preferences; 

reduces risk 

associated with 

making dresses 

that the customers 

do not want. 

Respondent 9 & 10 To stay ahead in the 

competition, 

improves processes, 

increases efficiency 

and profitability. 

Enables 

automation; 

processes large 

data; improves 

operational 

efficiency and 

assists in decision 

making. 

Adaptation: 

Manufacturing industry 4.0, 

autonomous vehicles, real estate, 

and the healthcare industry for 

scale-ups and startups. 

Strategy development: 

In terms of enabling process 

efficiency through doing more 

tasks with less resources, achieving 

sustainability goals, finding new 

revenue streams. But sometimes 

faulty, biased or incomplete data 

cause decisions to be lengthy and 

repetitive. 

Organizational activities: 

Facilitates changes related to 

marketing & sales, and internal 

operations e.g. reducing headcount. 

Simplifies 

operations across 

the value chain; 

enhances 

efficiency and 

accuracy in 

handling large 

data; and speeds 

up decision 

making through 

simulating several 

scenarios. 

Table 2: Summary of the empirical data compiled by the authors. 
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5.0 Analysis 

This chapter aims at presenting a discussion based on the empirical findings and previously 

developed theoretical framework. The chapter contains four parts that we developed based on the 

identified themes during the semi-structured interviews in symbiosis with the research question. 

5.1 Innovation 

Both theory and the empirical findings underline the importance of innovation in terms of 

economic development. According to Dicken (2015), innovation was mentioned as the core of the 

economic development processes. That view is further strengthened by our empirical findings 

where most of the respondents agreed and shared almost the same views that innovation is essential 

in order to increase productivity and profitability which as a result will contribute to economic 

development. In addition, Schumpeter highlighted that innovation is introduced with a commercial 

intention (Perez, 2010). This view is also supported by our empirical data where it was mentioned 

that the organizations are motivated to build up with new ideas that are feasible and marketable 

which means that the organizations encourage ideas with a commercial intention. In addition, it is 

believed that organizations are encouraging innovation through two ways, one is through hiring 

new employees with an innovative mind-set and the other one is encouraging existing employees 

to come up with new ideas. It seems that organizations are taking this two way approach to 

encourage innovation so that they can ensure that innovation is not limited to one specific group 

of employees i.e. existing employees or the new hires. In this way organizations can be benefited 

with transferring innovation knowledge easily to the new employees from the existing employees 

and it is also easier for the new employees to capture the knowledge since they already share 

innovative mindsets.  It is also believed that innovation can have a significant impact on the future 

development of an industry. Future development can be done through identifying new ways of 

working which will optimize processes so that the cost will be reduced; or offering something 

much valuable to the customers that they will purchase even if they have to pay more. In this way 

new opportunities can arise and businesses can be expanded to a larger extent that will impact any 

industry in a positive way. 
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Shah et al. (2014) highlighted that businesses thrive to innovate because innovation results in 

creating new business opportunities. That view is further strengthened by the empirical data which 

implies that innovation enables organizations to develop new revenue streams by identifying new 

opportunities. It is also believed that innovation can help companies to practice sustainability 

which as a result can create new opportunities. For example, the findings from the clothing industry 

highlighted that the industry is focused on identifying sustainable ways of cloth making which 

requires new technology and ideas. However, since the case company H&M is a Swedish 

multinational company like the other case companies of this study i.e. Ericsson, Volvo Cars, and 

Volvo Trucks; the increased awareness among the consumers regarding sustainability can be a key 

reason behind its sustainability strategy which H&M believes will enable them to identify new 

opportunities. Furthermore, innovations like zero-waste dress launched by the company in 2020 

can be a good example of the company’s offering focusing on sustainability which is definitely a 

great achievement of the company.  

The interviews revealed a clear perspective of the companies that almost every company from any 

industry has a focus on innovation in order to improve the process, increase efficiency and 

profitability. Since this thesis is focused on identifying changes that an organization may have in 

order to adopt a technological change, i.e. AI transformation, the theory and empirical findings 

share a common view that innovation and technology are related to some extent and pushes 

organizations to change strategies in order to respond to the changed customer needs and demands. 

The importance of technology was shown in the view of Rothwell (1994) regarding the innovation 

generations. His study clearly mentioned that throughout the generations of innovation 

undoubtedly technology has been used as a key factor to make the innovations happen. This view 

is further highlighted by our empirical findings where it was found that organizations are investing 

a significant amount in innovation and new technologies including AI. For example, the 

respondents from the automobile sector mentioned that their companies are investing a huge 

amount both in innovation and AI. It is believed by the respondents that the investment is not 

unnecessary, rather it is beneficial in order to respond to the new customers’ needs and demands, 

and to sustain in the competition. Furthermore, it is also believed by the respondents that the 

automobile industry is the second highest investor in AI excluding the tech-industry. However, it 

is believed by Respondent 7 that the company’s innovation and technological change is driven by 

the need of a few factors such as automated driving and electro-mobility. In addition, Respondent 
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3 believes that the company’s innovation base is focused on responding to customers' demand on 

the next generation cars that will be 100% electric. Therefore, that view is in accordance with the 

view of the Coupling Model (third generation of innovation) identified by Rothwell (1994) where 

technological capabilities and market demand were integrated in order to innovate. This means 

that organizations thrive to meet customers’ demand in order to gain competitive advantage and 

be profitable. Unfortunately, it is quite tough for the organizations to continuously change their 

offerings in order to cope with frequently changing customer demands. Technological capabilities 

can play a key role as the facilitator of designing and delivering products or services as per the 

changed customers demand and also boost up innovation further.  

The discussion on innovation illustrates that innovation is essential for identifying new 

opportunities which will generate new revenue streams; gain efficiency, respond to customer 

needs, and increase profitability. Furthermore, it can also impact an industry in its future 

development by providing new ways of working and also identifying innovative solutions to the 

customers’ problem for which they can agree to pay price premium. It also illustrates that though 

responding to changed consumer behavior drives innovation, it is further developed by the help of 

advanced technologies which as a result develops the need for introducing intelligent systems, for 

example, AI. The change in this case that organizations are making is believed to be related to 

making strategic decisions on investments in technological changes that will enhance 

technological capabilities and enable innovation. 
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Exhibit 4: Summary of analysis under the theme of innovation 
Source: Developed by authors, based on the analysis by authors  

5.2 Value creation through AI 

When it comes to identifying how AI can create value, both theory and empirical findings illustrate 

that value can be created through AI transformation. Wodecki (2019) highlighted that 

organizations make technological change to derive value from it. It was further supported by 

almost all of our respondents. Furthermore, the respondents shared a similar view that AI can 

enable organizations to increase operational efficiency and reduce cost which is in accordance with 

the theory (Wodecki, 2019).  

However, Wodecki (2019), mentioned several performance values other than automation that can 

be created through implementing AI tools in operations including optimization; autonomy; speed 

and flexibility; productivity; credibility and security; satisfaction; and profit. Our interviews also 

revealed a similar perspective in terms of performance values with the help of AI implementation. 

Respondents from telecommunication industry and automobile industry mentioned AI can create 

value through automation which as a result optimize operations and increase efficiency. This 

perspective is in line with the view of Wodecki (2019). Furthermore, it is believed by the 

respondents that value creation through AI can also occur by processing and analyzing large data 

with minimum time and human resources in comparison to the traditional or manual process. This 

can mean that the automation through AI helps employees to save time and they can use the free 
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time to do some other tasks which can be hard while doing the same and repetitive tasks again and 

again, for example, employees can use their energy and time saved through automation to think 

about new ideas and innovation which will eventually add value.  

The interviews revealed a clear perspective of the respondent that AI can lead value creation in 

multiple functional areas, for example, respondents from automobile industry mentioned value 

creation with AI is not limited to one area, rather it generates value in almost every areas including 

manufacturing, quality control, supply chain, and also in passenger and driver experiences. This 

can be because AI is being highly used by the automobile industry and the industry is making huge 

investments in AI adoption in order to derive value from it. The dynamic features of vehicles 

require adoption of new technologies every now and then. On top of that, before making a big 

investment like AI, it is obvious that organizations will likely investigate the value creation 

capabilities through it.  

The interviews revealed that AI also has value creation impact on customer service. For example, 

findings from the telecommunication industry illustrate that their company is using AI in customer 

service in order to respond to changed customer demand due to their preferences to online 

shopping over in-store purchase. Using AI in this area helps to provide customer service 24/7 

without using a large number of human resources which as a result increases satisfied customer 

base and profitability. This can be related to the performance values speed and flexibility; and 

satisfaction which were described by Wodecki (2019). In addition, findings from the automobile 

industry also revealed that AI enables speed in automobile construction. For example, 

Simultaneous Localization and Mapping (SLAM) can be done through AI powered robots and 

technologies which helps in moving and collecting equipment in automotive construction. 

Furthermore, credibility and security value mentioned by Wodecki (2019) was also highlighted 

from the interviews. For example, the telecommunication industry is using AI powered cameras 

and robots in order to monitor the network system which can reduce the threat of hazard situations. 

Additionally, the automobile industry is using automated AI functions in order to detect defects. 

Therefore, the empirical findings and the theory (Wodecki, 2019) both illustrate that AI can create 

value by increasing credibility and security. Ensuring credibility and security is a must needed task 

of any organization because it can cause a serious interruption of the daily routines. It is important 
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to think that no organization is completely safe from all kinds of crimes or unwanted situations. 

Organizations must ensure safety of their personnel, clients, customers and other organizational 

resources.  Hence, the need for AI implementation comes forward to strengthen the security system 

in order to enhance credibility. That is why we believe both the theory and the empirical evidence 

showed similarity in terms of enhancing credibility and security with AI. 

Additionally, the interviews also revealed that AI powered tools can enable organizations to find 

out the customer clusters. Therefore, value can be offered to them based on their demands which 

will enhance customer satisfaction. Furthermore, AI can have a significant impact on managing 

the supply chain by providing forecast and trend analysis support which as a result can help 

organizations to make better decisions and minimize cost structure. However, it was also revealed 

by the interviews that in order to derive value from AI the ethical perspective should be considered. 

Other than that organizations can make inappropriate decisions because of biased or wrong data 

which can create a tremendous bad effect instead of creating value. 

The discussion on value creation illustrates that value creation is at the core of deciding whether 

an organization should invest in AI or not. Organizations are interested to make investment in AI 

when they can see a value creation prospect of AI in their businesses. However, interviews 

revealed that AI can create value in multiple functional areas if implemented properly. According 

to Amit & Zott (2001), the result of technological change could slowly be seen which was also 

revealed by the interviews. It is believed that since AI development cycles can take a long time, 

organizations cannot create value as soon as they implement it. Unless AI is matured, many of its 

value creating features can be seen missing. However, it is expected to increase since many 

organizations are taking initiatives in AI investment due to the changed customer demand which 

requires AI powered tools to be used in operations in order to make the products or offer the 

services, for example, autonomous driving processes and zero-waste clothes.  
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Exhibit 5: Summary of analysis under the theme of value creation through AI 

Source: Developed by authors, based on the analysis by authors  

5.3 Impacts of Artificial Intelligence within the organization 

5.3.1 Adaptation 

According to the Mckinsey global survey (2021), AI adaptation is increasing within the 

organization significantly. This is further highlighted in our empirical findings where all of our 

respondents agreed that AI applications are used in the organization to some extent and there is a 

great potential of AI being adopted and implemented to a larger extent in the near future. However, 

it is revealed by our empirical findings that at present the healthcare industry, manufacturing 

industry 4.0, autonomous vehicles, and real estate sector mainly adopt AI to a large extent in 

comparison to other industries or sectors. As long as these industries shift their activities towards 

automation processes they might have lots of data sets and need to solve the organization's 

problems faster. In order to solve an organization's problems at a larger scale, it is not possible 

only with humans, so they need to adopt AI in order to solve the organization's problems at a larger 

scale.  

Both theory (McKinsey Global survey, 2021) and our empirical findings revealed that, AI 

adaptation increased dramatically during the period of Covid’19 pandemic. The findings from the 
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clothing industry revealed that the company introduces new tools regularly to take advantage of 

the technological advances in order to increase efficiency and it was not different during Covid’19. 

Therefore, this perspective is in accordance with the theory (McKinsey Global Survey, 2021).  

Since we have examined multiple case studies and the type of organizations are also different, 

based on the organization's nature AI is adopted for various business functions. According to Soni 

et al. (2019) AI is adopted for customer interaction and setting employee skills. On the other hand, 

based on Mckinsey Global Survey (2021), AI is mainly adopted for service operations, product 

and service development, marketing and sales, and also some other business functions e.g. 

predicting risk, manufacturing, supply chain management, human resource, strategy, and corporate 

finance. Our empirical findings from the telecommunication, automobile industry, and clothing 

industry also highlighted similar business functions which were found in theory (Soni et al., 2019; 

McKinsey Global Survey, 2021). 

It is strongly highlighted by the respondents of the telecommunication industry and automobile 

industry that AI is adopted for product and service development mainly. We believe it is obvious 

that the telecommunication industry needs to increase its network performance in order to compete 

in the market. Besides, it seems that the Automobile industry’s product and service development 

focuses on developing user-friendly vehicles so that customers can use the vehicle the way they 

want. Organizations focus more on product and service development functions so that 

organizations can modify the product and provide the best service based on the customer 

preferences. However, it is also revealed by the respondents of the telecommunication industry 

that AI is also adopted for Research and Development (R&D) which was not highlighted in the 

theory. Since the R&D function is not highlighted in the theory it can be an emerging function 

where organizations will adopt AI for the purpose of R&D in order to test or analyze solutions to 

some specific problems and also identifying the prospects of new offerings. Besides, based on the 

findings it is revealed that Ericsson will adopt AI for strategic development in the future. It seems 

that Ericsson will extend the AI adoption also in other functions where AI can be used to optimize 

the processes and enhance efficiency so that it will help in strategic decision making. 

When it comes to the clothing industry's empirical findings it is a bit different from the 

telecommunication and automobile industry. Our respondents from the clothing industry 

mentioned that their organization adopts AI mainly in the production system and also in the 
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customer service, marketing and sales to compete in the market as a global retail company. This 

perspective is also in accordance with McKinsey Global Survey (2021) where it was illustrated 

that AI is adopted in multiple business functions including marketing, but the theory highlighted 

that AI is used in making marketing budgets while the empirical findings highlighted that the 

company uses AI powered tools in customer service and demand forecasting. The interviews also 

revealed that the company will focus more on AI adaptation in the future due to fulfilling its 

sustainability goals. We believe that sustainability requires new processes to some extent so that 

the resources can be utilized in the best possible way which can be achieved through AI. 

Unfortunately, the context of utilizing AI in achieving sustainability goals cannot be explained 

through this study since it requires deep insights and data which may need a further separate study.  

To summarize the fact, it is quite visible that the theory and empirical findings are quite similar in 

order to adopt AI within the organization. Organizations mostly adopt AI for service operations, 

product and service development, marketing and sales, and then show up other business functions 

based on organizational type and nature as mentioned in theory. However, the adoption of AI is 

not limited to those specific functions, it is observed that according to the organization's activities 

it will extend further to other functions to perform the difficult tasks in a larger volume. 

 

  

Exhibit 6: Summary of analysis under the theme of adaptation                        

Source: Developed by authors, based on the analysis by authors  
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5.3.2 Strategy development 

Every organization sets its strategy in a way they want to improve its performance and achieve 

organizational goals. Since our thesis focused on how organizations adjust their business strategy 

with AI, our empirical findings shed light on the organizational strategic changes with AI.  

According to Direction (2020), organizations set their strategy to reduce cost, increase 

performance, and gain competitive advantage. Through our empirical findings, it is revealed by 

the respondents that strategy development with AI obviously impacts organizations in multiple 

ways including reducing cost, finding a new revenue stream, increasing efficiency and 

productivity, assisting in  making faster decisions, and solving business problems.  

However, it is also revealed by one of the respondents that incomplete or biased data can cause 

decisions to be lengthy and repetitive. Therefore, organizations have to be careful when they 

combine organizational strategy with AI in terms of handling data and take initiatives to reduce 

the risks of being biased. Besides, it is strongly revealed by the respondents from 

telecommunication, automobile, and clothing sectors that in order to benefit from the 

transformation of AI with increasing efficiency, reducing cost, etc. they have to change or modify 

their internal strategies; and to some extent, external strategies also be adjusted since sometimes 

one strategy can affect another. This is also in accordance with the theory (Kitsios et al. 2021). 

However, findings from the telecommunication industry revealed that strategic changes are mainly 

highlighted on the staffing side so that when they automate their business functions they can 

eliminate staff who are not needed, and as a result, it reduces labor costs. Moreover, they also can 

deploy employees where they need them more. Thus, it will not only reduce costs it will also 

increase efficiency.  

Furthermore, Soni et al. (2019) mentioned strategy as a preparation for the future and Kiron et al., 

(2019) highlighted that strategies should be aligned with the Key Performance Indicators (KPIs) 

including revenue growth, profit margin, and customer satisfaction. These perspectives are further 

strengthened by our empirical findings from the automobile industry where it is believed that 

organizations also make a few strategic changes other than staffing strategies including marketing 

strategies, recruitment strategies, and even internal software process strategies in order to benefit 

from AI transformation. For example, recruiting people who have AI related knowledge and 
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worked before in an AI-related field rather than recruiting people who are unaware of AI. 

Furthermore, internal software process strategies can be built in a way so that an organization's 

employees can easily understand the changes of software. Hence, organizations can enhance their 

capabilities by using AI which as a result will facilitate them to compete in the market and be able 

to deliver better products and services based on the current and future demands of the customers.  

Although respondents from the clothing industry did not highlight any specific strategic changes, 

according to the interview findings it is revealed that being one of the global retail stores and 

competing in the market the company makes strategic changes in terms of enhancing human 

capabilities with the help of AI technologies and also hiring AI experts so that the AI 

transformation can be communicated in a better way within the organization.  Additionally, the 

company also had to change its marketing strategy with AI transformation in order to respond to 

the changed behavior of its customers during the Covid’19 period in terms of preferring online 

shopping rather than store-shopping. Furthermore, the company had to align its overall strategy 

with the AI strategy since all organizational work cannot be done by human intelligence solely e.g. 

determining the price, restocking products. This perspective of the respondents from the clothing 

industry matches with the view of Kitsios et al. (2021). However, aligning organizational strategy 

with AI strategy is not an easy task for a company as it requires both AI experts and AI tools. 

Therefore, this can lead organizations to make numerous strategic changes. We believe 

organizations can start with identifying the business functions that require AI to run optimally 

since all functional areas may not require AI. Once the key business areas are identified 

organizations can move forward to develop further strategies considering the current 

organizational structure, assets, and budget in order to align their existing strategy with AI strategy. 

However, it is important to keep in mind that technology alignment cannot be achieved overnight. 

It is actually an ongoing process which is shaped by the needs and demands of the current market. 

The discussion on the strategy development with AI, highlighted that combining organizational 

strategy with AI strategy definitely helps organizations to increase its performance, facilitates 

making decisions faster, and improves efficiency. However, it was also highlighted that 

organizations should make sure that the data is complete and is free from any kinds of biasness in 

order to make any strategic decisions or changes.  In this way the risks of taking wrong strategic 

initiatives will be reduced and thus AI transformation will facilitate better capabilities within the 
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organization. Furthermore, the discussion clearly demonstrates that organizations mainly change 

their internal strategies due to AI adaptation and it also can change external strategies to some 

extent. Besides, aligning existing strategies with AI strategy requires proper planning which can 

include roadmap of procedures based on the organizational objectives and priorities.  

 

 

Exhibit 7: Summary of analysis under the theme of strategy development                        

Source: Developed by authors, based on the analysis by authors  

 

5.3.3 Changes in the organizational activities 

In order to achieve sustainable competitive advantage organizations need to change their activities 

so that they can cope with environmental change and at the same time adopt current market 

situations. Wamba-Taguimdje et al. (2020) mentioned that organizations can adapt to 

environmental changes quickly with the help of AI technology and can improve the efficiency of 

work. It is also revealed from the empirical findings that AI technology can improve work 

efficiency, and helps to adapt environmental changes quickly which cause changes in internal 

operations, marketing and sales activities so that organizations can achieve the sustainable goal 

and gain a competitive advantage.  
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The interviews revealed that changes in the telecommunication industry mainly occur in hiring 

employees to increase the process efficiency in the internal operations and replace labor with 

robots at the warehouses. Since the findings from the automobile industry illustrate organizations' 

AI transformation due to the increased concentration on sustainability and eco-friendly use, it is 

supported by the theory of Wamba-Taguimdje et al. (2020). In addition, it is believed that 

automobile companies change their activities based on their organizational objectives. It is evident 

from the empirical data that ensuring vehicle safety is one of the most important priorities of the 

automobile companies at present which made us believe that automobile companies' AI adoption 

is shaped by this objective since AI technology can facilitate them with making the process of 

ensuring vehicle safety easier. Besides, consumer awareness regarding eco-friendly use also drives 

automobile companies to adopt advanced technologies including AI, since it can improve process 

efficiency with less energy and cost. 

Hercheui et al. (2020) mentioned about the utilization of assets and it is further strengthened by 

the empirical findings where it is revealed that instead of hiring new employees they rather prefer 

employee development because they believe that it is easier to learn new technologies which is 

also a result of the utilization of assets. Nowadays new software or technology is developed in a 

way that enables the learning process of technology simpler. Technology knowledge can be 

diffused to the existing employees with some training which can be easier and less expensive in 

comparison to hiring new employees. Besides, this can also enhance satisfaction among the 

employees which as a result can add value to the organizational culture.   

In addition, both theory (Hercheui et al., 2020) and the empirical data supports that AI technology 

helps the quality of data in real-time both in scale and in speed which was not possible by human 

intelligence. When there are lots of data sets, some data may overlap or old data may be removed 

and thus decision-making becomes lengthy. We believe AI technology helps to improve data 

quality, since the most used area of AI is in data analysis because of its capability to handle large 

data efficiently. Hence, the decision making process is optimized through AI capabilities.  

Findings from the automobile industry revealed that organizations work on road safety with a 

target of zero accident where their accident research team and safety experts work on it in order to 

deliver high quality and innovative products which is not possible without AI. Automated vehicles 
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or new features in the vehicle can cause questions of safety when customers intend to buy that new 

innovative product. We believe zero accident targets can increase the reliability of the product and 

can attract more customers and also help to compete in the market with other automotive 

companies. In the clothing industry, changes also occur in hiring an employee. Respondents 

revealed that critical work cannot be done only with human intelligence, for example, identifying 

customer's style preference and purchasing patterns etc. Therefore, in order to do the work faster 

and make the process easier they need AI and accordingly they changed the organization's 

activities. This perspective is in accordance with the theory (Hercheui et al., 2020) where it was 

illustrated that AI can improve process efficiency and optimize resource allocation. According to 

the empirical data, organizations hire more people who are experts with AI and allocate them 

where AI is mostly used. Moreover, respondents also revealed that as a global retail store their 

organization invested to build an automated warehouse so that their customers can get faster 

delivery service within one day but for now it is only limited to the European market. This view is 

also in accordance with the theory (Hercheui et al., 2020) where it was mentioned that AI can be 

used for automating processes that will increase efficiency. Faster delivery is one of the most 

important priorities of the customers of online shopping. Therefore, we believe that ensuring faster 

delivery with the help of automated warehouses can attract more customers which can increase the 

revenue and profitability of the company. 

To summarize the fact, the discussion shows a clear view both from theory and the empirical 

findings that in order to transform with AI, organizations change many activities in order to utilize 

assets, optimize resource allocation, and improve data quality. Furthermore, the sustainability 

focus of the company also drives towards AI implementation and changing activities accordingly 

in order to cope with the transformation. However, changes should be made maintaining the 

organizational objectives. 
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 Exhibit 8: Summary of analysis under the theme changes in the organizational activities 

 Source: Developed by authors, based on the analysis by authors  

5.4 Value chain resilience with AI 

As mentioned in the theoretical framework chapter regarding the value chain resilience, it is the 

ability of recovering quickly from challenges that may arise due to the uncertainty in the 

unforeseeable future. This topic is being highlighted more in the context of Covid’19 which 

impacted almost every supply chain to some extent. 

Interestingly, most of our respondents wanted to talk about value chain resilience when we asked 

them about the impact of AI in their value chain. The interviews revealed a clear perspective of 

the respondents regarding the impact of AI in their value chain that the value chain can be 

strengthened by offering a better value chain resilience through AI. Both the theory and the 

empirical findings share a similar perspective on the necessity of developing a better value chain 

resilience. It can be illustrated from the empirical findings that organizations are aware of the 

uncertainty that may come in the unforeseeable future, but since the uncertainty has no boundary, 

it is sometimes difficult to take exactly needed precautions. It is believed that the factors that can 

hamper value chain resilience include market volatility, changed consumer behavior, and 

uncertainty related to pandemics like Covid’19. Therefore, it is believed that the need for value 

chain resilience arises to handle these uncertainty with taking proactive measures. This perspective 
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supports what we have seen in the theory (McKinsey, 2021). Furthermore, it is believed by at least 

one of our respondents from each company that AI powered tools can help develop a better value 

resilience and they put emphasis on the need for a proper planning and implementing process to 

make sure that AI can be useful in terms of developing value chain resilience. We believe that the 

respondents perception in this context is highly shaped by the situation they faced during the 

Covid’19 pandemic since almost every organization had to deal with the uncertainty and struggled 

a lot during the pandemic period. This made the respondents share with us what they have done in 

the pandemic time as well as their thoughts about what an organization should do in order to 

develop value chain resilience through AI.  

However, when it comes to how value chain resilience can be developed with the help of AI, 

respondents shared their views from the sector they are working. The findings from the 

telecommunication sector illustrate that Ericsson is moving forward to digital supply chain 

transformation in order to develop a better value chain resilience. It is believed that with AI 

powered tools the company changed the way they were doing shipment of the logistics before. 

Before using AI in their supply chain there was a huge risk that the process can share private data 

to the wrong person and data can also be contaminated during the process because each step of the 

shipment process generates new data or information. It is believed that this risk is reduced through 

AI and thus a better value chain resilience is developed. Furthermore, the findings from the 

automobile sector also mentioned AI is being used in handling data. We can relate this process of 

developing value chain resilience in terms of handling large data with the previously described 

theory of McKinsey (2021), Ivanov (2021) and Modgil et al. (2021). In today's world information 

or data is considered a significant asset so it is important to ensure data security because biased or 

contaminated data can lead organizations to make wrong decisions. This is why we believe both 

the theory and empirical evidence highlighted the importance of handling large data properly and 

this can be done easily with AI.  

Furthermore, both theory (McKinsey, 2021) and interviews revealed that AI can enable 

organizations predict the future to some extent through forecasting demand and trend, for example, 

through simulations mentioned by McKinsey (2021) where there can be an understanding of the 

volatile operating conditions so that precautions can be taken earlier to stay strong against it. It 

was further strengthened by the findings from the clothing industry where H&M used AI to analyze 
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big data in the context of Covid’19 where demand for online shopping increased dramatically 

whereas in-store purchase decreased. Therefore, with the help of AI the company was able to 

overcome the uncertainty and optimize operations through responding to the changed consumer 

behavior. Furthermore, findings from the automobile sector also illustrate AI can be used in terms 

of forecasting and trend analysis. Forecasting is an essential criteria in decision making and it can 

be difficult to forecast if we use the traditional or manual forecasting approach since it includes 

investigating a lot of parameters which can be time consuming and costly in terms of using 

resources. AI powered tools optimize this process since it minimizes the required resources and 

reduces time to make forecasting providing numerous simulation models based on the given 

parameters by humans. We believe that this was also true for H&M in the context of Covid’19 so 

that it could manage its value chain against the volatility of consumer preferences. 

Additionally, McKinsey (2021) described that value chain resilience with AI can also be enhanced 

through providing better monitoring. It is further strengthened by the empirical findings from the 

automobile sector where it is believed that AI powered networks and technologies facilitate 

automobile companies enhanced monitoring capabilities which as a result increase resilience 

across the value chain. Additionally, the interviews also revealed that the AI helps geographically 

diverse companies maintain communication across the value chain which as a result enables them 

to make better decisions. This view is also in accordance with the previously described theory 

(McKinsey 2021; Modgil et al.; 2021, Dolgui & Ivanov 2020). AI can be a real solution to make 

the complex tasks easier, for example, in this case, enhancing monitoring and maintaining 

communications across the value chain which is a tough task in a real sense. These are very 

sensitive and a simple error can create a significant amount of harm to the companies. Therefore, 

organizations will likely make sure this runs smoothly and it can be achieved easily with the 

implementation of AI in the designated areas.  

The discussion on developing value chain resilience illustrates that AI can strengthen the value 

chain through developing a better value chain resilience. Since the value chain involves a series of 

complex processes and generates huge data, AI can be a real solution to managing it in a proper 

way which not only ensures efficiency and accuracy but also ensures better resilience capabilities. 

However, due to the rapid change in consumer behavior, and emergence of new technologies at a 

high speed; managing the value chain only with humans or only with AI cannot be a solution. 
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There is a need to deploy both human capabilities and AI in order to stand on a strong position 

against the uncertainties lying in the unforeseeable future. Therefore, an integration of human 

capabilities and AI would be something that can ensure or develop a better value chain resilience.  

 

                                                                                                                                    

Exhibit 9: Summary of analysis under the theme of value chain resilience with AI 

Source: Developed by authors, based on the analysis by authors  
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6. Conclusion 

This chapter aims at providing the answer of our research question by discussing the key findings 

of the thesis. The chapter will also present the managerial implications followed by the direction 

of future research.  

6.1 Revisiting the research question 

The purpose of this thesis was to investigate how AI transformation influences organizations to 

change their business strategies from the perspective of multiple industries and contribute to the 

understanding of the adjustments that organizations undertake to make technological changes, 

specifically AI transformation. By conducting multiple case studies from three industries including 

telecommunication, automobile, and clothing industry we have been able to investigate and 

analyze the actual scenarios that the organizations are going through because of implementing AI 

in their operations. Furthermore, findings from both AI service providers and AI experts also 

strengthened and deepened our thoughts to further analyze the data collected from the respective 

case companies. This has driven us to end the thesis process by answering our research question: 

How does Artificial Intelligence influence business strategy adjustments? 

Overall, the thesis results reflected that organizations have to modify their strategies to some extent 

to get benefit from the AI adaptation. Organizations thrive to look for innovation opportunities 

since it is evident that organizations believe innovation can enable them to fulfill their overall 

objectives and increase profitability. On top of that, consumer behavior is changing continuously 

which requires organizations to come up with something new and will meet the expectation of the 

changed consumer behavior. That is why innovation is motivated by almost all organizations and 

advanced technologies, specifically AI, helps to stimulate the innovation process. Therefore, it is 

evident that organizations make strategic decisions on investment in technological changes that 

can make the innovation process easier and feasible. 

This study shows that investment on AI depends on the value creation prospects that means AI 

investments require the assurance that value can be created through AI implementation. It was 

found that though organizations mostly decide to adopt AI when they see a value creation prospect 

of AI, it can take a long time to see if the value actually is being created. Organizations may need 
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to allow AI to be matured in order to create their expected level of value through it. However, the 

study results also illustrate that organizations need to align their existing strategies with IT strategy 

or AI strategy to diffuse the AI adoption properly within the organization which will eventually 

create value. Furthermore, the results of this study show that AI adoption has influenced 

organizations to change their internal strategies mainly and external strategies to some extent. 

Since we are only investigating the internal strategies, it was found that the strategic changes are 

being performed in terms of staffing strategies, marketing strategies and strategies related to 

processing internal software to some extent. Automation through AI enables reducing labor at 

some specific functions and also allows deploying them to other areas where they are needed more. 

Additionally, implementing AI in operations also requires hiring people who have AI knowledge 

which as a result influences organizations to recruit AI experts and data scientists. It was evident 

that marketing strategies are also being changed with AI in order to respond to the changed 

consumer demand during Covid’19 and also providing a non-stop customer service 24/7. 

Furthermore, organizations are also engaging AI on enhancing human capabilities through 

developing AI skills of their existing employees rather than just hiring new people. AI is also being 

deployed in performing critical and risky tasks which as a result improves process efficiency and 

enhances resource allocation capabilities. 

Furthermore, the thesis results also highlighted how changes are being made in developing a better 

value chain resilience with AI. It was evident that AI has changed the logistic shipment in one of 

our case companies i.e. Ericsson where the company is moving towards digital supply chain 

transformation which is believed to work as a shield against disclosing sensitive information. This 

as a result will create value by increasing efficiency, operational accuracy, and also controlling 

critical assets remotely. Additionally, the thesis results illustrate that the process of handling data 

is also changed due to AI implementation. Organizations use AI in data analysis in order to forecast 

demand and trends which not only helps in maintaining the value chain in a proper way but also 

assists in decision making. Furthermore, AI potentiality has allowed organizations to deploy AI 

with humans in operations in order to enhance human capabilities to ensure a better resilience 

across the value chain.  
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6.2 Managerial implications 

Previous research regarding how businesses change or modify strategies based on the adaptation 

of AI is scarce. Previous studies mainly reflected that organizations are interested to adopt AI since 

they believe AI would enable them to increase overall efficiency and profitability. We believe this 

thesis helped to contribute to the understanding of the strategic changes that organizations make 

in order to get benefit through AI or create value through AI. Therefore, the study can provide 

some guidelines on what factors should be considered while making technological changes like 

AI transformation so that the changes can be diffused properly within the organization. Since one 

of the most important implications of AI in data analysis, the study revealed that it is important to 

make sure that the data is complete and free from any kinds of biasness in order to make any 

strategic decisions or changes. Furthermore, it is essential for the management of the organizations 

to consider AI as a capability booster of humans not as a replacement of humans because AI can 

assist in decision making by developing simulations with the parameters given by humans. 

Therefore, it suggests that a combination of humans and AI would facilitate making better 

decisions rather than by only humans or only AI.   

6.3 Future research 

This thesis was conducted from four case companies of multiple industries including 

telecommunication, automobile and clothing industry and we believe the results highlight how 

organizations are changing their existing strategies in line with AI transformation on a general 

level. For future research, there are rooms for more research which will investigate more on a 

deeper level from a large number of companies. For example, the role of AI in decision making 

was highlighted both in theory (McKinsey, 2021) and empirical data is undoubtedly important 

areas for further investigation. For example, investigating if AI is driving to the emergence of 

decision intelligence. 

In addition, since companies are now focusing more on sustainability, we believe that a future area 

of research could be investigating how AI can encourage practicing sustainability. The findings of 

the thesis indicate that organizations can achieve their sustainability goals with the help of AI to 

some extent. Therefore, it would be interesting to investigate if this is really achievable. 
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Lastly, the results of the thesis highlighted that AI enhances human capabilities. Therefore, it 

would be interesting to conduct further research on investigating the scope of AI in developing an 

organization's dynamic capabilities.  
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Appendices 

Appendix 1. 

Interview guide for MNCs 

1. Can you please tell us about the role you are performing in your company? 

1. How does your company motivate innovation? 

2. What is the biggest innovation that happened in your company in the last 7 years? 

3. In which area your company is using AI? 

4. What are the motivations for your company behind the AI adaptation?  

5. Is the AI adaptation a difficult or easy process? 

6. How does your organization create value with AI transformation? 

7. What are the impacts of AI on the value chain of your company? 

8. How does AI contribute to the maintenance of the value chain? 

9. Does AI transformation make your company change its internal strategies? To what 

extent? 

10. How do organizational activities change with AI transformation? Can you briefly tell us 

about the changes undertaken within your organization because of adopting AI? 

11. What do you think about the future of AI in your business? 

 

Appendix 2. 

Interview guide for experts: 

1. Can you briefly tell us about your company and the role you are performing in the 

company? 

2. Which industries are using AI mostly? In which industries are you providing services at 

present? 

3. What are the motivations for organizations, specifically MNCs to adopt AI? 

4. What are the opportunities for using AI in businesses? 

5. How can AI transformation help MNCs develop and create value? 

6. What are the impacts of AI on the value chain? 

7. How does AI contribute to the maintenance of the value chain? 
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8. Does AI transformation make the company change its internal strategies? To what 

extent? 

9. How do organizational activities change with AI transformation? 

10. To what extent businesses will be using AI in the future? 

11. Do you have any suggestions for a Swedish firm that wants to implement AI in its 

business? 

 

 

 

 

 

 


