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ABSTRACT.

This thesis focuses on the adoption of Al within e-commerce in Sweden. A qualitative ap-
proach was adopted, interviewing professionals working in the e-commerce sector. Results
were presented using the Technology-Organization-Environment (TOE) framework. This
study aims to gain insights into how e-commerce companies adopt Al technologies and the
challenges they encounter. Thus, this thesis contributes to research by offering insights to the
Swedish e-commerce industry concerning Al implementation.

Our findings suggest that the Swedish e-commerce sector has already adopted Al, underscor-
ing its readiness for further Al integration. Additionally, while larger organizations tend to
have more financial capacity to support Al initiatives, the sector is becoming increasingly de-
mocratized due to the rising availability of ready-to-use Al SaaS solutions. Interestingly, our
findings indicate a lack of knowledge on ethical considerations within Swedish e-commerce
companies, which might pose challenges in the future as Al applications become more sophis-
ticated.

Regarding data, our findings suggest that the e-commerce industry has experience working
within this domain. Furthermore, it indicates that data quality and accessibility are two areas
that consistently require improvement. Lastly, future regulations pose challenges for e-com-
merce companies employing Al. Businesses in Sweden will need to find a balance between
ensuring compliance and optimizing Al operations.

SAMMANFATTNING:!

Denna kandidatuppsats fokuserar pa inférandet av Al inom e-handel i Sverige. En kvalitativ
metod antogs genom att intervjua yrkesverksamma som arbetar inom e-handelssektorn. Resul-
taten presenterades med hjalp av TOE-ramverket. Denna studie syftar till att fa insikter i hur
e-handelsforetag anvander Al-teknik och vilka utmaningar de stoter pa. Darmed bidrar denna
avhandling till forskningen genom att erbjuda insikter till den svenska e-handelsindustrin gél-
lande Al-implementering.

Vara resultat indikerar en beredskap att implementera Al-tekniker i e-handelssektorn. Under-
sokningen pekade pa en tvetydighet kring den 6vergripande forstaelsen av Al. Fortsattnings-
vis tenderar storre organisationer att ha mer finansiell kapacitet att stodja Al initiativ, dock
blir sektorn alltmer demokratiserad pa grund av den 6kande tillgangligheten av fardiga SaaS-
[6sningar for Al. Intressant nog tyder vara resultat pa en brist pa kunskap om etiska 6verva-
ganden inom svenska e-handelsforetag, vilket kan utgdra utmaningar i framtiden néar Al-appli-
kationer blir mer sofistikerade.

Angaende data tyder vara resultat pa att e-handelsbranschen har erfarenhet av att arbeta inom
detta omrade. Dessutom tyder det pa att datakvalitet och tillganglighet ar tva omraden som
standigt kraver forbattringar. Slutligen innebar framtida regelverk utmaningar for e-handelsfo-
retag som anvander Al. Foretag i Sverige kommer att behdva hitta en balans mellan att séker-
stalla efterlevnad och optimera Al-verksamheten.
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1 Introduction

1.1 Background

The academic area of artificial intelligence (Al) was initially developed in 1956 at Dartmouth
College during a multidisciplinary program to determine whether machine intelligence could
be able to mimic human intelligence (Benbya, Pachidi & Jarvenpaa, 2021). Since the break-
throughs in deep learning, Al has become a necessary part of many industries, driving innova-
tion, and transforming traditional business practices (Benbya, et al., 2021; Benbya, Davenport
& Pachidi, 2020; Berente, Bin, Jan & Radhika, 2021; LeCun, Bengio & Hinton, 2015;
Schmidhuber, 2014).

To buy or sell products online, more broadly referred to as e-commerce, has naturally been
associated with high-end technologies such as mobile techniques, online transfers, and secu-
rity technologies. It is therefore no surprise that the e-commerce domain is poised to be trans-
formed by the next generation of Al technologies. More specifically, Al has revolutionized
the e-commerce sector by enhancing both the customer experience and operational efficiency.
For instance, Al algorithms have drastically improved recommendation systems, a critical
component within most e-commerce firms, enabling a more personalized shopping experience
based on customer's past behaviors and preferences (Lee & Hosanagar, 2021; Stockli &
Khobzi, 2021; Huang & Rust, 2018, 2020). In addition, Al's integration into chatbots and
voice assistants, as mentioned by Ngai, Lee, Luo, Chan & Liang (2021) and Kumar and
Trakru (2019), enables simultaneous handling of a multitude of customer inquiries, thereby
improving response times and overall customer service. Furthermore, Al aids in tasks such as
image searching for improved product discovery, handling customer data for personalized ex-
periences, inventory management for enhanced operational efficiency, and cybersecurity to
protect business and customer information (Pallathadka, Ramirez-Asis, Loli-Poma, Kaliyape-
rumal, Ventayen & Naved, 2023).

While Al contributes with many advantages within the e-commerce industry, it also comes
with challenges. The lack of Al talents, especially when hiring data scientists, is an obstacle
many industries face, according to a global survey by McKinsey (2022). Furthermore, Al is
also afflicted with issues related to ethics and privacy. E-commerce companies using Al to
personalize their services, need to collect a large amount of personal data from users. Stoica
(2017, pp.2) et al. argues that this “could impact users' economic and psychological well-be-
ing". Moreover, customers frequently don't know how their personal data is utilized (Martin,
2019). Lastly, the companies are gathering data about the customers and sharing data with
other companies to improve each other's Al services (Stoica et al., 2017). This becomes a
challenge for the industry since this procedure risks the company's confidentiality.

With this in mind, this study aims to analyze the adoption of Al in the Swedish e-commerce
industry by using the Technology-Organization-Environment (TOE) The TOE framework has
been developed by Tornatzky and Fleisher (1990) and its purpose is to be used as a tool to un-
derstand the adoption of technologies within organizations. The framework has been used in

VI -
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similar research concerning Al adoption in different contexts (Nam et al., 2021; Chatterjee et
al., 2021; Johnk, Weillert & Wyrtki, 2021). Therefore, TOE will be used in this study to ana-
lyze the implementation of Al and its challenges within the e-commerce industry.

1.2 Problem Area

According to a literature review of this subject, much of this research on Al in e-commerce is
global (Bawack et al., 2022). The article also suggests more research on the topic from other
countries. Additionally, while recommender systems are a significant application of Al, they
represent only one aspect of its potential use in e-commerce. We therefore concluded that
there is limited knowledge of the broader application of Al in Swedish e-commerce, its diffi-
culties, and the factors that influence the adoption of not only conversational recommender
systems but other Al applications as well, such as Chat GPT, which did not exist when this
previous research was done.

Furthermore, much research concerning Al adoption was found during the literature review,
using the TOE framework (Nam, et al., 2021; Chatterjee et al., 2021). However, little research
was done examining the Al adoption in e-commerce using the TOE framework. Therefore,
this study will bring a unique perspective by analyzing the Al adoption in Swedish e-com-
merce, using the TOE framework. Our conclusion from this is that there is a gap in the re-
search and this gap underscores the necessity and relevance of this thesis to examine Al
within e-commerce in Sweden.

The identified gap in research can be summarized as follows:

e Existing research is predominantly global, with insufficient attention paid to individual
countries, such as Sweden.

e Significant advancements, like Chat GPT, have emerged in the field of Al, underscoring
the need for updated and current research.

e There is a lack of studies using the TOE framework to examine Al in e-commerce. To our
knowledge, this is the first study addressing Al in e-commerce using the TOE framework.

1.3 Research Questions

This study aims to fill the gap presented above by answering the following three research
questions:

=

How is Al used in e-commerce in Sweden?

2. To what extent is the e-commerce sector prepared for the integration and adoption of
Al technologies?

3. What are the challenges with Al in e-commerce?
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1.4 Purpose

By filling the gap in the literature, this research study aims to analyze the adoption of Al in
ecommerce and to explore the challenges arising from its integration. By conducting in-depth
interviews with professionals working within e-commerce, this study aims to gain insights
into how e-commerce companies adopt Al technologies and the obstacles they face. Ulti-
mately, this research will provide a more comprehensive understanding of the Al landscape in
e-commerce, focusing on the Swedish industry.

1.5 Delimitations

As previously stated, this study is geographically delimited to Sweden, with the aim of ad-
dressing the identified gap in the literature. Furthermore, the study is limited to the e-com-
merce sector. Lastly, the study is limited by the number of interviews conducted, which in this
case were five. This could potentially affect the depth and range of data obtained.

1.6 Outline

The outline for this thesis will be as follows. In the following section we present an extensive
literature review, clarifying the different variants of Al to avoid any misunderstandings in the
conclusions drawn. Following the review, we provide a rationale for the chosen theoretical
structure used for this study alongside the concept of Al readiness’, which helps us understand
Al adoption in organizations. Previous research concerning challenges arising with imple-
menting Al will also be discussed. Following the review, we will explain the research meth-
odology used for our study, a qualitative research approach. Afterward, the study's results will
be presented, and sorted according to different contexts identified by the TOE framework. In
the final sections, we will establish a detailed discussion, connecting our findings with exist-
ing research. This part will also present our conclusions. Throughout the body of the thesis,
references will be made to various supplementary documents. Unless specified otherwise, the
reader finds the references in the final chapter of the study, ensuring all supporting details are
readily available for the reader.
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2 Literature Review

In this section, relevant concepts will be defined and problematized to better understand the
terms. Previous research on the subject will also be presented to see what conclusions have
been drawn before.

2.1 Literature Collection

The literature was collected with the aim of offering a complete and detailed overview of
works that show different aspects of the topic we are studying. The process of finding these
papers depended on the use of research tools like LubSearch and Google Scholar. The follow-
ing terms was used when searching for literature:

e Al e-commerce

e Al ine-commerce

e Al readiness

e TOE framework & Al adoption
e TOE framework

e Al adoption

e Al ethics

e Al e-commerce challenges

e Al challenges

LubSearch has been very helpful in our search for related literature. Created by Lund Univer-
sity Library, LubSearch is made to make searching and finding scholarly resources easier. It
offers a big range of research materials, such as academic articles, books, conference papers.
Using the abilities of LubSearch, we were able to search deep into academic literature and
come out with a well-rounded collection for our literature review.

Alongside LubSearch's abilities is Google Scholar, a well-known and trusted search tool for
scholarly literature. With its large database, Google Scholar made our search for academic pa-
pers from various subjects easier.

In addition to conducting our own literature search, we have incorporated recommended
sources. These suggestions came from our supervisors and opposing groups, and each recom-
mended source underwent careful review before we decided whether to include it in our
study.

—10 -
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2.2 Artificial Intelligence

In a study on the use of Al in e-commerce, Bawack et al. (2022, p.310) concludes that “/z is
crucial for researchers to clearly explain what they mean by Al and differentiate between dif-
ferent types of Al used in their studies to avoid ambiguity”. Therefore, we will explore Al's
different categories or "types". By "types,” we are referring to the distinctions between forms
of Al, such as Narrow Al and Strong Al. However, we won't be examining various Al tech-
niques here. The subsequent section will be dedicated to the application of Al in e-commerce,
and we will cover areas of use relevant to that domain.

2.2.1 Narrow Al

Today, Narrow Al is the main topic of discussion regarding Al. This type of Al lacks general
intelligence and is instead created to carry out specific, well-defined tasks. Apple's Siri and
Amazon's Alexa are two famous examples of Narrow Al; while they are both excellent at
what they do, they do not have a comprehensive understanding of cognition (Russel &
Norvig, 2022). Several of the pioneering board-game applications developed by DeepMind,
such as AlphaGo, are also examples of powerful, yet narrow Al systems (Silver et al., 2016).

Machine learning, a branch of Al, focuses in part on using data and algorithms to imitate hu-
man learning while gradually improving its accuracy (Russel & Norvig, 2022). Noteworthy,
algorithms developed under the umbrella of machine learning may or may not resemble hu-
man counterparts and are not restricted to imitating human learning. Yet, the field has histori-
cally been very much inspired from what has been found with reference to human learning
and the operation of biological brains (Fenn, 2020). Arthur Samuel, an IBM researcher who
made a substantial contribution to this discipline through his work on a checkers game, is
credited with coining the term "machine learning” (Samuel, 1969). This research, in which a
person was defeated by an IBM 7094 computer, is regarded as a significant advancement in
Al (Russel & Norvig, 2022).

2.2.2 Strong Al

Strong Al can be divided into Artificial General Intelligence (AGI) and Artificial Super Intel-
ligence (ASI). AGlI is a theoretical Al that equals human intelligence, while ASI represents
intelligence surpassing that of humans. However, both forms of Strong Al remain purely theo-
retical without practical applications today. (Russel & Norvig, 2022).

In this study, we are focused on narrow Al, the techniques applied in e-commerce. The dis-

tinction is important due to the potential confusion that could arise, mentioned by Bawack et
al. (2022).

11 -
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2.3 Al in E-commerce

Al has revolutionized the e-commerce sector by enhancing the customer experience and oper-
ational efficiency. By utilizing Al algorithms, e-commerce companies can improve their rec-
ommendation systems, which have become a critical component within almost all e-com-
merce firms (Lee & Hosanagar, 2021; Stockli & Khobzi, 2021). Pallathadka et al., (2023) also
mentions the usuality of Al techniques, such as machine learning algorithms to perform ana-
Iytical tasks on past data to enhance the company's sales performance.

Huang & Rust (2018, 2020) mentions that the application of Al in e-commerce such as per-
sonalized systems, is used to enhance the customer experience. The authors highlight that
technology allows customers to get a unique and personalized shopping experience that is in-
dividualized. These systems can customize everything from the layout of the website to the
products displayed based on the customer’s past behavior and preferences (Huang & Rust,
2018, 2020).

Furthermore, the integration of Al into chatbots and voice assistants has led many e-com-
merce companies to choose to use these systems (Ngai et al., 2021). Al-driven chatbots can
handle many customer inquiries simultaneously, reducing response time and improving cus-
tomer service (Ngai et al., 2021). Kumar and Trakru’s article “The Colossal Impact of Artifi-
cial Intelligence in E-commerce: Statistics and Facts” (2019) also highlights how Al can be
used in e-commerce. The authors discuss the benefits of Al in e-commerce and demonstrate
that chatbots, powered by Al, can be useful for e-commerce companies. Customers can shop
without using their hands while using voice assistants. With just vocal commands, they may
browse products, read product descriptions, and even place orders. (Ngai et al., 2021).

CRM is essential to the e-commerce sector since it gives companies in-depth knowledge of
their clients' purchasing trends and preferences (Soni, 2020). By leveraging the capabilities of
CRM platforms enhanced by Al, businesses can make accurate predictions and formulate
profitable strategies (Pallathadka et al., 2023). These predictions are based on a thorough
analysis of customer data, including past buying trends, preferences, and behaviors. By thor-
oughly understanding their customers, businesses can personalize their offerings and tailor
them to individual customer needs, increasing the accuracy of product recommendations and
ultimately enhancing customer satisfaction (Soni, 2020).

Al is also used in e-commerce when image searching for better product discovery, inventory
management for more efficient operations, and even cybersecurity to protect business and
customer information (Pallathadka et al., 2023). In conclusion, Al is a useful tool in e-com-
merce, promising a more efficient and customer-centric approach to business.

2.4 Challenges with Al

The previous chapter presented the significant benefits of Al in the e-commerce sector. While
Al offers considerable benefits, such as enhanced customer experiences and optimized opera-

tional efficiency, its integrations come with difficulties. In this chapter, challenges with imple-
mentation of Al are discussed, based on global surveys and previous research.

—-12 —
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2.4.1 Lack of Al Talents

In a global survey on Al conducted by McKinsey (2022), one challenge identified was the
shortage of Al talent. Interestingly, the shortage is not as apparent in all areas: there is slightly
less difficulty when hiring machine learning engineers. The lack is notably evident in the field
of data science. This results in challenges for business when hiring the necessary skills and
expertise to further develop their Al integrations.

2.4.2 Al & Ethics

The previous chapter mentioned that personalized systems form a significant part of Al in e-
commerce. Stoica, I. et al. argue that the implementation "could impact users' economic and
psychological well-being™ (2017, p.2) as these systems require the collection of sensitive in-
formation about the individuals using them. Consumers are also frequently unaware of how
much their personal data is gathered, processed, and used (Martin, 2019). This challenge can
be categorized as a privacy, transparency and security concern associated with using Al in e-
commerce.

Moreover, the possibility of Al based systems to shape consumer behavior is another ethical
concern. Al algorithms, designed to maximize consumer engagement and spending, may ma-
nipulate consumers into making purchases they might otherwise not have. This manipulation
raises concerns about consumer autonomy and the capacity of individuals to make free and
informed decisions (André et al., 2018).

2.4.3 Al & Confidentiality

Stoica, I. et al. also discuss how many companies are using data from other companies to
make their Al services better (2017). Examples of this can be seen in hospitals that share data
to help stop disease outbreaks, and banks that share data to get better at spotting fraud. Stoica,
. et al. suggest that this sharing of data is creating a shift from data silos, where one company
collects, uses, and protects its own data, to data ecosystems, where many companies share and
learn from each other's data. One of the main challenges with this is figuring out how to build
Al systems that can learn from data owned by different companies without risking confidenti-
ality (Stoica et al., 2017). The authors also argue that there must be a balance between sharing
and protecting data and that this is a significant challenge when implementing Al technolo-
gies.

2.4.4 Summary of Challenges

To conclude, even though Al is contributing with new systems to the e-commerce sector, its
implementation has some challenges. According to a McKinsey study, there are not enough
data science experts, a crucial part of Al. Also, using Al systems that know a lot about each
customer can raise privacy and security issues, affecting people's well-being and trust in the
company. Finally, as companies start sharing their data to improve their Al, it becomes harder
to ensure that data stays safe and confidential.

- 13-
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2.5 The Technology-Organization-Environment (TOE) Framework

The Technology-Organization-Environment (TOE) framework was introduced by Tornatzky
and Fleischer in the book “The Processes of Technological Innovation (1990)” and is widely
used in research to understand the adoption of technologies within organizations. The authors
mention that the framework consists of three different contexts: technological, organizational
and the environmental context. These three elements are influencing technological innovation
(1990). The TOE framework is relevant to this study as it provides a structured way to investi-
gate the adoption of Al technologies in the e-commerce sector. Its relevance is supported by
its previous application in similar research concerning Al adoption in different contexts (Nam
et al., 2021; Chatterjee et al., 2021). Furthermore, the framework allows this thesis to explain
the research question (1) How is Al used in e-commerce in Sweden? By using the technologi-
cal context of the TOE framework, this thesis can evaluate the understanding of different Al
technologies in the e-commerce sector and the benefits it brings to these businesses. Addition-
ally, all the three contexts come into play when assessing the second and third question (2) To
what extent is the e-commerce sector prepared for the integration and adoption of Al technol-
ogies? (3) What are the challenges with Al in e-commerce? To conclude, the framework pro-
vides us with a summary of Sweden's use of Al in e-commerce.

External Task Environment Organization
Industry Characteristics and Mar- Formal and Informal Linking
ket Structure Structures

<
Technology Support Infrastruc- Communication Processes
ture
Size
Government Regulation
Technological Innova-
tion Decision Making

Technology
Auvailability

Characteristics

Figure 1: Technology-Organization-Environment (TOE) Framework (Adapted from Baker, 2012)

2.5.1 The Technological Context

The Technological Context is a critical element in considering the implementation of new
technology within an organization. Baker (2012) argues that the context involves several key
aspects such as the complexity of the technology, its compatibility with existing technologies,
the level of innovation it brings to the organization and the potential benefits and risks tied to
its adoption.

Furthermore, Baker (2012) mentions that the Technological Context doesn't just consider
what's happening within an organization. It also looks at the wider picture of technology in

—14 —
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the marketplace. This includes what technology is available, how quickly technology is
changing, and the level of competition and innovation out there. This broader view helps
companies make well-informed decisions about adopting and implementing new technologies
(Baker, 2012). In other words, the Technological Context is a key factor that guides a compa-
ny's decisions about adopting new technology. It helps the company assess whether the new
technology will work well in its current setup and what potential impact it might have on its
operations.

Previous research has found that Al presents opportunities to venture into new business do-
mains (Ransbotham et al., 2017). Furthermore, it also allows organizations to enhance their
profit margins and increase efficiency (Alsheibani, Cheung, and Messom, 2018).

2.5.2 The Organizational Context

Baker (2012) mentions that the organizational context is another important factor within the
TOE framework which seeks to include organizational elements such as size, structure, cul-
ture, resources, and capacity.

Several studies have found that the size of the organization can significantly influence its ap-
proach to technology adoption (Aboelmaged, 2014; Duan, 2010). Typically, larger organiza-
tions may have more resources available for investment in new technologies (Baker, 2012). In
addition to Baker, Duan (2010) also concluded that larger organizations tend to have a greater
capacity for adopting new technologies.

The organizational structure such as departmental divisions, can impact how decisions about
technology adoption are made. More centralized organizations might have quicker decision-
making processes, while decentralized ones may involve more stakeholders in the process
(Baker, 2012). It also includes how the management is structured. For example, it has been
found that the lack of top management support increases the organizations failure to adopt
new technologies (Alsheibani et al., 2018) Additionally, research done on the adoption of
cloud computing (Yang et al., 2015) and e-business (Ifinedo, 2005) has shown that top man-
agement increases the acceptance of these technologies.

The culture of an organization often dictates the openness to change and new technologies.
Companies with an innovative culture may be more willing to adopt novel technologies, while
those with a more conservative culture may be resistant. (Baker, 2012).

The resources available to an organization, including financial resources, human resources,
and time, can significantly affect its ability to adopt and implement new technologies. (Baker,
2012). In a study made by Aboelmaged (2014) the paper found that companies equipped with
human, enterprise and technology resources enhance their ability to adopt new technologies
such as e-maintenance.

Capacity refers to the organization’s ability to absorb and utilize new technology effectively.

This includes the technical skills of staff, infrastructure capability, and the organization's abil-
ity to train its employees on the new technology (Baker, 2012).
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2.5.3 The Environmental Context

While the organizational context focuses on the internal factors that may impact a company's
technological decisions, the environmental context highlights the external aspects. These ex-
ternal elements include market competition, & regulation (Baker, 2012). Market competition
refers to the level of rivalry within the industry or sector in which the company operates. The
intensity of competition can drive organizations to adopt new technologies to gain or maintain
a competitive advantage (Aboelmaged, 2014). Regulations, including governmental policies
and industry standards, can encourage or restrict the adoption of certain technologies (Baker,
2012).

2.6 Al Readiness

Al readiness is a varied concept, encompassing a range of technical, organizational, and stra-
tegic factors. A high level of Al readiness indicates that an organization can maximize the
benefits of Al and navigate potential challenges, whereas low Al readiness can result in failed
implementation and missed opportunities (Holmstrélm, 2022; Johnk et al., 2021). Further-
more, Johnk et al. (2021) mentioned that the TOE framework has been used in previous re-
search as a lens to analyze Al readiness. Therefore, this study aims to utilize the TOE frame-
work to assess the Al readiness within Swedish e-commerce.

In their article “Ready or Not, Al Comes— An Interview Study of Organizational Al Readi-
ness Factors” Johnk et al. structures the factors for Al readiness in the following five catego-
ries (2021).

2.6.1 Strategic Alignment

Strategic alignment refers to an organization's compatibility with Al innovations. This is
achieved by identifying suitable Al use-cases and understanding the relative advantage of Al
systems over other solutions (Hofmann, Johnk, Protschky, Urbach, 2020). Customer Al read-
ness is also a critical factor, requiring customer acceptance and understanding of Al-inte-
grated offerings (Pumplun, Tauchert, Heidt, 2019). Top management support, shown through
the willingness to commence and support Al initiatives, is crucial (Bughin, Hazan,
Ramaswamy, Henke, Trench, Dahlstrom, Allas, Chui, 2017). An Al-process fit, which de-
scribes the alignment of an organization’s Al strategy with its processes, is facilitated by a
mature process landscape (Watson, Hatfield, Wright, Howard, Witherick, Coe, Horton, 2019).
Lastly, the adoption of data-driven decision-making (DDDM) can increase Al readiness
within an organization as it prepares it for future Al-driven decision making (lansiti and
Lakhani, 2020).

2.6.2 Resources

The financial budget allocated for Al adoption significantly impacts the organization's Al
readiness (Hummer, Muthusamy, Rausch, Dube, EI Maghraoui, Murthi, Oum, 2019). Critical
human resources include business analysts and Al specialists, who bridge the gap between
business functions and Al capabilities (Fountaine, McCarthy, Saleh, 2019). A robust and flex-
ible IT infrastructure is also necessary to facilitate the integration of new Al applications and
handle Al-related data-intensive procedures (Johnk et al., 2021).
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2.6.3 Knowledge

Employees need Al awareness, which is an abstract understanding of Al functions, enabling
them to see Al's application potential in their specific context (Hofmann et al., 2020). Up-
skilling employees in Al-related fields, such as statistics, data management, and data analyt-
ics, is necessary for successful Al implementation (Pumplun et al., 2019). The final aspect is
Al ethics, which includes techniques to stop unethical Al outputs (J6hnk et al., 2021).

2.6.4 Culture

Innovativeness, based on organizational members' adaptability, is necessary to fully realize
Al's potential (Yuan & Woodman, 2010). Collaboration facilitates eliminating segregated ac-
tivity and discovering organizationally advantageous use cases (lansiti & Lakhani, 2020).
Change management, which assists employees in understanding and coping with Al-induced
organizational change, is crucial for reducing misconceptions and increasing ac-

ceptance (Fountaine et al., 2019).

2.6.5 Data

Data availability, which comprises the relevant amount and data types, influences Al readi-
ness (Lin, Jun, Hongyan, Zhongwei, Zhanfang, 2018). Data quality, which verifies the data's
suitability for use, is essential for training Al models (Pumplun et al., 2019). Data accessibil-
ity, facilitated by access management, enables Al specialists to prototype and develop Al
models with appropriate data (Johnk et al., 2021). Lastly, good data flow, which enables Al
specialists to move data from its source to its use, is important for implementing and main-
taining Al-based systems (Johnk et al., 2021).
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2.7 Literature Summary

The literature review can be summarized as follows:

Table 1: Literature Review Summary

Literature

Key Factors

References

Al in E-commerce

Previous research has shown
us that Al is currently imple-
mented in e-commerce as
follow:

(1) Recommen-
dation Sys-
tems

(2) Improving
Company
Sales Perfor-
mance

(3) Personalized
Systems

(4) Chatbots

(5) Voice Assis-
tants

Which is confirmed by fol-
lowing sources:

(1) Lee & Hosanagar,
2021; Stockli &
Khobzi, 2021.

(2) Pallathadka, H. et al.,
2023.

(3) Huang & Rust, 2018,
2020.

(4) Kumar & Traukur,
2019; Ngai et al.,
2021,

(5) Ngai et al., 2021.

Challenges with Al

There are existing chal-
lenges with the implementa-
tion of Al:

(1) Lack of Al Talents
(2) Al & Ethics
(3) Al & Confidentiality

Which is confirmed by fol-
lowing sources:

(1) McKinsey, 2022.

(2) Stoica, I. et al., 2017;
André et al., 2018.

(3) Stoica, I. et al., 2017.
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TOE

The following contexts
shape the way an organiza-
tion implements and using a
technology:

(1) The Technological
Context
a. Compatibility
b. Innovation
c. Benefits
d. Risks
e. Competition
(2) The Organizational
Context
Size
Structure
Culture
Resources
Capacity

®o0 o

(3) The Environmental
Context
a. Market Com-
petition
b. Regulation

Which is confirmed by fol-
lowing sources:

(1) Baker, 2012.

Baker, 2012.
Baker, 2012.
Baker, 2012.
Baker, 2012.
Baker, 2012.

®o00 oW

(2) Baker, 2012.
a. Aboelmaged,
2014; Duan,
2010; Baker
2012.
b. Baker, 2012;
Yang et al.,
2015; Ifinedo,
2015.
c. Baker, 2012.
d. Baker, 2012;
Aboelmaged,
2014,
e. Baker, 2012.
(3) Baker, 2012.
a. Aboelmaged,
2014; Baker,
2012.
b. Baker, 2012.
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Al Readiness

These following factors in-
fluence Al Readiness:

(1) Strategic Alignment
(2) Resources
a. Budget
b. Human Re-
sources
c. Infrastructure
(3) Knowledge
a. Awareness
b. Education
c. Ethics
(4) Culture
a. Change Man-
agement
b. Acceptance
(5) Data
a. Availability
b. Quality
c. Flow

Which is confirmed by fol-
lowing sources:

(1) Hofmann et al.,
2020; Pumplun et al.,
2019; Bughin et al.,
2017; Watson et al.,
2019; lansiti &
Lakhani, 2020.

(2) Hummer et al., 2019;
Fountaine et al.,
2019; Johnk et al.,
2021.

(3) Hofmann et al.,
2020; Pumplun et al.,
2019; Johnk et al.,
2021.

(4) Woodman et al.,
2010; lansiti &
Lakhani, 2020;
Fountaine et al.,
2019.

(5) Linetal., 2018;
Pumplun et al., 2019;
Johnk et al., 2021.
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3 Methodology

3.1 Research Approach

3.1.1 Qualitative Study

The qualitative methodology was chosen for this study as it aligns with the objective of exam-
ining the adoption of Al within the Swedish e-commerce industry. The nature of the study re-
quires an in-depth understanding of individual experiences, perceptions, and challenges that
companies face when adopting Al. According to Creswell (2014), a qualitative method is a
reasonable methodology to investigate these complexities since it enables us to investigate
complicated social phenomena and comprehend different people's meanings, interpretations,
and experiences.

In addition, Oates, Griffiths, and McLean (2022) argue that a qualitative approach is appropri-
ate when the study aims to test theories, therefore the qualitative method aligns well with the
use of the TOE framework. This framework, utilized in this study, looks at the adoption of
new adopting organizations from three dimensions: technology, organization, and environ-
ment. The qualitative approach complements the TOE framework by providing an avenue for
capturing a wide range of data from these three dimensions.

Another argument for using a qualitative approach is the fact that Al is an emerging “new”
technology. Merriam & Tisdell (2015) argued that a qualitative research methodology can
provide initial understanding when researching emerging technologies such as Al. Given the
emerging nature of its phenomena, a qualitative approach equips us with the tools to discover
new insights that perhaps would not readily be discovered using a quantitative approach.

3.1.2 Semi-structured Interviews

As the aim of this research study is to analyze the implementation of Al in e-commerce, and
to explore the challenges arising from its integration, semi-structured interviews were chosen
as the method. The method was motivated by its ability to enable a flexible and in-depth ex-
ploration of the topic (Oates et al., 2022). Semi-structured interviews enabled a more in-depth
examination of respondents' experiences and therefore obtaining more comprehensive infor-
mation, which would not have been possible in a structured interview format (Oates et al.,
2022).

Another argument for using this approach was our participation group was quite diversified.
Including both e-commerce industry professionals and employees of companies that offer so-
lutions to e-commerce companies. This diversity in participant backgrounds called for a
method that could encompass such diversity while retaining a core study objective. In this re-
gard, semi-structured interviews provided an ideal balance between standardization and flexi-
bility. Bryman (2020) described that standardization in semi-structured interviews is achieved
by developing a set of central questions or themes for exploration. In our research, these
themes were the different contexts of the TOE framework, each context consisting of different
questions.
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Additionally, these topics served as the framework for our interview guide and guaranteed
consistency in each of our interactions. The interviews weren't limited simply to the planned
questions. Instead, we used a flexible approach that let us dive into topics as they came up,
taking full advantage of our participants' wide range of views.

To conclude, this facilitated dynamic conversations, where participants were comfortable
sharing detailed thoughts, experiences, and ideas. The open style of the discussions often
brought surprising, but useful information, making — in our view - our study richer and more
revealing.

3.2 Data Collection

3.2.1 Interview Guide

To develop an effective semi-structured interview guide to gather empirical data to explore
the use of Al in e-commerce the study followed the five phases described by Kallio et al.
(2016). Kallio et al. developed a framework using a qualitative content analysis method, ana-
lyzing previous research on semi-structured interview guides. Kallio et al. (2016) found five
stages that are critical to develop a successful semi-structured interview guide. This included
planning and preparation, developing the interview guide, interview practice, analyzing the
data and reporting the results. By following these phases, the researchers were able to ensure a
systematic and analytical exploration of the topic.

(1) Identifying the prerequisites for using semi-structured interviews: The researchers
started by clearly defining the research question: to investigate how Al is used in e-commerce
in Sweden and its challenges.

(2) Retrieving and using previous knowledge: The researchers conducted a literature re-
view by collecting literature, using the terms presented below in 3.2. This review was helpful
in developing initial interview questions for the interviews.

(3) Formulating the preliminary semi-structured interview guide: Based on the research
question and literature review, initial questions were developed that were open-ended and
flexible enough for participants to provide detailed responses. An example of this was that the
questions were related to the TOE framework.

(4) Pilot testing of the interview guide: The interview guide was tested internally by the re-
searchers. This was done to identify any problems with the wording or clarity of the questions
and identify topics that might need to be added or removed.

(5) Presenting the complete semi-structured interview guide: The interview guide was
revised and finalized based on feedback from the pilot test. The final version of the interview
guide was concise, clear and relevant to the research question.

The complete interview guide can be found in Appendix F.
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3.2.2 Empirical Collection

The selection process for interview respondents was designed to capture a wide range of per-
spectives from the Swedish e-commerce industry, and specifically tailored to address the re-
search questions of this study. The choice of interviewees was closely linked to our research
questions:

1. How is Al used in e-commerce in Sweden?

2. To what extent is the e-commerce sector prepared for the integration and adoption of
Al technologies?

3. What are the challenges with Al in e-commerce?

With that in mind, we searched for respondents who might shed light on these features, giving
attention to those who were directly involved in the decision-making or implementation of Al
in e-commerce settings. More specifically we aimed at contacting respondents with good
technical knowledge about how Al is used but also had the business perspective of it, since
the TOE framework is not just technological motivated, but also consider the organizational
and environmental aspects of technological decision.

Personal networks including family and friends were contacted to identify individuals in-
volved in e-commerce and Al. Additionally, we actively searched for e-commerce sites that
have integrated or are planning to integrate Al, reaching out to them directly. Additionally, we
used snowball sampling, requesting further interviewee recommendations from initial re-
spondents (Ghaljaie, Naderifar & Goli, 2017). Lastly, Al companies assisting e-commerce
businesses with Al integration were contacted for their insights.

In our pursuit of interview respondents, it was important to ensure full transparency regarding
the purpose of our study. We adopted this practice as suggested by Jacobsen (2002), who ar-
gues that a respondent can't truly volunteer unless they are fully informed about the purpose
of the study. Accordingly, each potential participant was briefed about the research objectives,
specifically how we aimed to explore the use of Al in e-commerce and the challenges tied to
its integration. By informing them, they had a chance to consider their expertise and experi-
ence and determine whether they might make a valuable contribution to the study by doing
this.
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Table 2: Interview Respondents

Re- Organization Role Time & Date | Where | Appen-
spond- dix
ent
R1 Buildor & By- | Senior E-commerce 2023-06-02 Zoom | A
ggMax Executive and Entre- | 9:30 - 10:00
preneur
R2 Naveo Com- Senior Sales and Rev- | 2023-06-21 Zoom | B
merce enue Executive 08:30-9:00
R3 Quickbutik Al | Product Manager 2023-06-21 Zoom | C
10:00 - 11:00
R4 Bubbleroom Senior Executive 2023-06-26 Zoom | D
13:00-13:30
R5 Anlens Solution Architect 2023-07-07 Zoom | E
16:00-16;30

3.2.3 Transcription

Bell, Bryman & Harley discuss in their book "Business Research Methods" (2013) that re-
cording the interview increases the possibility for the interviewers to concentrate on listening
to the interview respondents without taking notes, which reduces the risk of the interviewers
losing focus on the respondents' answers. Moreover, the transcription process made us able to
present direct quotes from the interviewees in the empirical chapter, which increased the cred-
ibility of our research (Jacobsen, 2002).

The transcription was done using the website “Transkriptor.com”. Transkriptor is an online
transcription program that converts audio to text using Al. It allowed us to quickly transcribe
our Zoom interviews to text.

To ensure the accuracy of the transcriptions, we reviewed the text while listening to the inter-
views one more time to correct any errors that the Al service did not interpret correctly. In
addition, some adjustments were made to sentences to make the text more coherent. For ex-

ample, words such as "aa", "mm", "mja", “liksom” and other colloquialisms were removed
from the final transcription.

3.3 Data Analysis

In the book “Researching Information Systems and Computing” by Oates et al. (2022), quali-
tative researchers have been criticized for not sufficiently describing their data analysis pro-
cess, especially the steps from raw data to conclusions. To avoid this, a specific method of
data analysis was adopted in our research. Following the guidelines from Oates et al. (2022)
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for analyzing qualitative data, we chose to perform a thematic analysis of the transcribed in-
terviews. A thematic analysis involves structuring the raw data into categories to simplify the
processing of the data (Oates et al., 2022). We chose to do this in two steps, very similar to
the process Oates et al describes in his book. To facilitate this work, color coding was also ap-
plied where each specified category was highlighted with its own color.

The first step was to divide the data into three categories based on their relevance to the study.
These categories were named, and color coded as:

Not Relevant - Rl
Relevant - Yellow
Highly Relevant - Green

We were careful with categorizing texts as "not relevant” so the final transcription wouldn't be
taken out of its context. The purpose of this step was to reduce the amount of data that needed
to be analyzed by sorting out the information that was not considered to contribute to the
study's research questions. However, since we constructed the questionnaire based on the
TOE framework, each question was directly related to a theme of the framework (as seen in
the interview guide). Therefore, not much of the data was considered “not relevant”.

In the second step, we chose to apply what Oates et al. (2022) calls a deductive method. This
means that the categories that are selected are chosen based on the themes that we have identi-
fied in previous research. In this case, the themes were the different contexts in the TOE
framework. In accordance with the literature review and the interview guide, these categories
were "Technology" - blue, "Organization” - orange, "Environment" - light green. Each cate-
gory or theme, as referred to in the table below, has different keywords which we previously
presented in the literature summary. These keywords were used in the analysis under the
"identified theme", which can be seen in the transcription (see appendix). As we constructed
the questions based on the TOE framework, identifying the different answers as technologi-
cal, organizational, or environmental wasn't needed. Instead, we used keywords, which later
simplified the construction of a structured empirical chapter. This approach also facilitated
our analysis in the discussion part.

During the interview process and subsequent data analysis, we discovered that even if a ques-
tion was explicitly tied to the technological context, respondents could still introduce elements
related to other contexts. However, our use of color-coded keywords for each theme allowed
us to easily identify and classify these occurrences, as illustrated in the appendix (A-E). Addi-
tionally, this was an outcome we had anticipated given the semi-structured nature of our inter-
view guide. The questions were somewhat open-ended, which meant we had to adjust and re-
structure our interview guide as necessary during the interview process.

Given that the thesis is written in English while the interviews were conducted in Swedish, we
were careful in the translation process, even with our proficiency in English. We tried to en-
sure that our translations precisely reflected the nuances and implicit meanings of the original
text rather than simply being exact.

We ensured that a cautious and structured process supported our findings and conclusions by
employing this method of data analysis.
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3.4 Ethics

Conducting a research study requires careful consideration of research ethics. Clear and trans-
parent study ethics are required to safeguard the participants' safety and integrity. According
to Jacobsen (2002), a participant is not volunteering until they are completely aware of the
goal of the study. During the recruitment process, emails were sent to potential participants
presenting the purpose of the study. The same information was also shared during the inter-
view itself. It is important to note that participants volunteered for the interview.

Another aspect of research ethics that was addressed was anonymity. The interviewees were
subsequently asked by email whether they preferred to remain anonymous or were confident
with publishing their name, current position, and experience. This cautious step is taken to
safeguard the participants' privacy and safety, particularly regarding delicate subjects or infor-
mation that would harm them if it were made public. In the end, we decided to keep the re-
spondents' anonymity because Oates et al. (2022) claim that it is crucial to do so when there
are few respondents.

3.5 Validity and Reliability

Validity in qualitative research is all about how well the results of the study reflect the real
phenomenon under investigation (Jacobsen, 2020). The researchers worked hard to apply the
right data collection and analysis techniques, in this case a qualitative method with semi-
structured interviews with diverse e-commerce stakeholders. The researchers' awareness of
any biases and prejudices that may affect the interpretation of the data is another crucial as-
pect to consider attaining high validity (Jacobsen, 2020). The researchers have considered this
when transcribing the interviews and doing the empirical study, which largely consists of re-
counting what the interview respondents have said.

In qualitative research, it is important to achieve stability and consistency in research results
over time and between different researchers, which is referred to as reliability (Jacobsen,
2020). Achieving high reliability in qualitative research can be challenging, as it often in-
volves subjective interpretations and judgments from the researcher (Jacobsen, 2020). The re-
searchers have taken care to work carefully and clearly to describe the research method, in-
cluding how the data collecting and analysis have been conducted, to promote reliability in
this study. This enables more researchers to conduct the same procedure and contrast their
findings with those of the initial study.
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4 Empirical Data and Analysis

This chapter will present the collected data from qualitative semi-structured interviews. We
will start by examining the different use areas of Al in e-commerce. Subsequently, we will pre-
sent the remaining empirical data using the TOE framework. Lastly, we will discuss the chal-
lenges identified during the interviews, categorizing them based on the different contexts of
the TOE framework. Quotations from the interviews will be referenced in the appendix (A-E).

4.1 The Use of Al in Swedish E-commerce

99 ¢¢

R1 mentions the “pre-site”, “on-site” and the “post-site” stages. In the “pre-site” stage, R1
says the shift towards voice-activated platforms like Alexa, implying the importance of com-
patibility between Al systems and these technologies. If Al can understand and predict con-
sumer behavior from these platforms, it can provide proactive suggestions, enhancing the
shopping experience. Therefore, the compatibility of Al with existing and emerging technolo-
gies can make e-commerce more efficient and personalized. In the "on-site™ stage, R1 points
out that Al commonly recommends products based on customers' purchase history. This us-
age demonstrates how Al technologies integrate with existing e-commerce platforms to pro-
vide personalized shopping experiences.

“When doing some kind of analysis of a strategy or technology or what it should be in e-com-
merce, it is my experience that it is quite smart to start "pre site", that is, before searching on
the site and then "on site" and then "post site".” (R1:4).

R1 also highlights the definition of Al as vital when discussing the use of Al in e-commerce.
He mentions that a lot of what has been done in e-commerce is machine learning, which goes
under the Al umbrella, but it is not pure Al. However, he mentions that product recommenda-
tion is one area where true Al has been used.

“If you then say that Al is the collective name and so is machine learning, for example? Yes,
but it is part of Al, most of what we talk about in e-commerce is machine learning, rather
than, what would more purely be called AI. " (R1:8).

R2 primarily focused on a specific product offered on their platform that leverages chat-GPT
to generate product descriptions and blog posts automatically. Additionally, R2 mentioned the
integration of Al for product recommendations.

“The service we released is called Content AI and is the most useful and popular now. It is
also the hottest topic when it comes to chat GPT and OpenAl, as it helps to improve product
texts. (R2:4).”

R3, who has a background in grocery e-commerce and data science, also highlights those
many existing e-commerce activities, although automated, are not true Al. This includes tasks
like manually coded recipe databases, which, although sophisticated, do not adapt and learn
like an Al system would. While there's automation in e-commerce, not all of it is Al in the
true sense. According to R3, Al is the next step that brings higher levels of automation, accu-
racy, and efficiency.
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“What is Al and what is ordinary machine learning? What is data analysis? They are, of
course, similar. And quite a lot, at least of what was done around Al, a year ago or 1.5 years
ago was not really Al. It was machine learning and big data analysis.” (R3:8).

R4 mentioned several areas where Al is used in e-commerce. These were image optimization
to get better image quality and smaller size, which leads to faster websites loading, product
texts and translations of product texts, search, and recommendation engines, and answering
customer service questions with chatbots. R4 also acknowledged that different industries have
specific use cases. As an example, he mentioned virtual fitting rooms for the fashion industry.

But if you think about what they have worked on the most, it has been product recommenda-
tions. They have been working on this for about 20 years, and Amazon has been a leader in
this for many, many years. Previously, it has been ML strategies that have found similar
trends when talking about personalization, but now you start to see that it is more about Al.
(R4:4).

R5, as the others have also mentioned, said that product recommendations are quite common
in e-commerce. As he explained, algorithms perform these recommendations. However, he
also noted that third-party platforms often provide these recommendations. Furthermore, he
specified that machine learning is often used for these recommendations, which depend on the
amount of data collected from the user.

“Personalized product recommendations are the most common use of Al in today's e-com-
merce, and every e-commerce platform uses it in some way. (R5:4).”

In summary, the insights of the interviewed experts (R1-R5) highlight the diverse integration
of Al in e-commerce. The most common uses of Al in e-commerce include personalization,
mainly through personalized product recommendations, image optimization, search and rec-
ommendation engines, language translation and customer service chatbots. All experts inter-
viewed agree that personalized product recommendations are a common and central applica-
tion of Al in today's e-commerce. These recommendations, often driven by machine learning
and supported by data collected from users, result in refined and personalized shopping expe-
riences across e-commerce platforms.

4.2 The Adoption of Al in E-commerce using the TOE Framework

4.2.1 Technological Factors
4.2.1.1 Innovation

R1 mentioned incorporating intelligent product recommendations in the order confirmation
process is an innovation Al brings to e-commerce. Customized product suggestions based on
past purchases or current orders enhance the customer experience and boost sales. Addition-
ally, Al can be used to identify effective platforms for engaging customers who abandoned
transactions through personalized emails or focused advertisements.
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“But it can also be about which platforms should we follow the customer on given that they
did not complete the transaction?” (R1:4)

R2 shares the ongoing development of a 24/7 Al-powered customer service, which is set to
revolutionize customer support and reduce response times.

R3 focuses on building shopping baskets and recipe searches as two examples of the types of
innovation that Al may bring to e-commerce in the food industry. R3 suggests applications
can be created to make building a shopping basket based on customer preferences and recipe
requirements simpler with the incorporation of Al. R3 says that customers may, for instance,
communicate their preferred recipes using a chatbot such as ChatGPT coupled with APIs. The
technology can evaluate text-based recipes and identify the ingredients required for each dish
using Al algorithms. The purchasing basket can then be simply updated with this information,
he suggests.

“But when it comes to just "basket creation" there are so many applications that can be con-
sidered. Something as simple as just messaging, via something like CHATGPT integrated with
APIs.” (R3:6).

R4 highlighted the shift from ML strategies to Al in the context of personalization. While ML
approaches focus on personalization on a broader scale (1-to-many), there is a growing em-
phasis on hyper-personalization enabled by Al which aims to achieve one-to-one customiza-
tion.

“This is what Google calls Hyperpersonalization, which means a 1-to-1 personalization in-
stead of a 1-to-many personalization as most search and recommendation engines are today.
Recommendation engines have been most prominent in e-commerce when it comes to using Al

and predicting customer behavior.” (R4:4).

Another emerging trend, according to R4, is the automation of emails. By leveraging Al, it
becomes possible to automatically respond to 70 to 80 percent of customer emails, drastically
reducing the waiting time for support. Instead of waiting 1 to 3 days for a response from a
customer service agent, customers can receive instant replies within seconds through Al-pow-
ered chatbots. This advancement is set to revolutionize how e-commerce handles customer
support, according to R3.

R5 also -mentions that chatbots within customer service, where ML is enabling the answering
of customer questions, are continuously improving over time. The technology is expected to
grow and improve, potentially enhancing customer satisfaction eventually.

4.2.1.2 Risks
R1 points out two types of risks stakeholders face when implementing Al in e-commerce. The
first risk discussed by R1 concerns regulations such as GDPR.

“One risk, of course, is regulatory, i.e.: in some markets, for example, the GDPR will be in-
terpreted differently.” (R1:6).

He points out that the interpretation of such privacy laws can vary between markets. For in-

stance, even if an algorithm anonymizes user behavior for big data analysis, there may still be
issues related to individual privacy rights, particularly when the data is raw and granular.
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R3 also points out GDPR as a risk when implementing Al in e-commerce. He points out that
data privacy and compliance with regulations like GDPR is a concern when moving data from
a controlled platform to an Al-based solution. He expresses concern over not knowing where
the data goes and how it is processed once in the Al system.

Another risk that R1, R3, R4, R5 acknowledges is associated with the potential for business
harm due to Al's limitations or errors. For instance, there is the risk of algorithms making in-
correct product recommendations, leading to customer dissatisfaction. R3 underscores the po-
tential dangers of flawed algorithmic recommendations, as these algorithms often rely on ex-
ternal sources. R5 also discussed that the Al services used in e-commerce are often from a
third-party company, which makes R3s concern reliable.

“It just looks a bit stupid to try to get someone to spontaneously buy a toilet.” (R1:6).

“Well, you do not know what will come out because you trust an external algorithm to simply
find out and produce something sensible. (R3:6). *

“Of course, there are product recommendations, it is good if they are good, I mean, it is if
you recommend the wrong one, it can of course have an impact. Yes, it can be perceived as
negative, which of course can lead to you losing business.” (R5:6).

"In e-commerce, it's more about the Al not doing the right thing and being biased due to in-
correct training data.” (R4:6).

Another risk with the Al implementation, according to R3 and R2, is the loss of full control
when implementing Al. R3 argues that in contrast to traditional IT processes, where you
know exactly how something will behave, Al introduces a level of unpredictability, and this
lack of control is a general issue when implementing Al. R2 argues that it stresses the need
for validation and personal judgement throughout the process, rather than blindly relying on
Al-generated results.

R4 also mentions the lack of human validation of things produced by Al, much like R2. R4
acknowledges the concern of losing control and ensuring validation when implementing Al,
specifically in the realm of customer communication. It emphasizes that relying solely on Al
to respond to customer emails can lead to potential issues. The key question raised by R4 is
determining the threshold of acceptable quality in Al-generated responses.

“Is a 95% accuracy rate sufficient, or should it be set at 80%?”
(R4:6).

There is a need to exercise caution and avoid the risk of receiving entirely flawed or nonsensi-
cal responses. This need for careful oversight was exemplified by R4 as it described the case
of Amazon using Al to translate their product descriptions on the Swedish marketplace, ama-
zon.se.

“Amazon did an incredibly poor job of translating product descriptions, which even included

swearing and profanity.”
(R4:4)
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4.2.1.3 Benefits

R1 points out that one benefit of using Al in e-commerce is an enhanced customer acquisition
process. According to him, companies can take advantage of Al to reduce the cost of attract-
ing new customers, expand the company's customer base, and increase each customer's pur-
chase volume.

“It's to get a customer cheaper, get more customers and get those customers to buy more.”
(R1:16)

R2 sees Al as expanding an organization. For instance, R2 said that Al can be utilized to as-
sume distinct roles, providing functionalities like mentorship and personalized customer sup-
port. R2 drew an example where even small teams can have dedicated departments such as
marketing, sales, and customer support, thanks to the capabilities of Al. This presents a signif-
icant step forward in organizational growth and efficiency.

“With the help of A, even a five-person organization can have departments such as market-
ing, sales, and customer support.” (R2:8)

R3, who works in the grocery e-commerce sector, lists numerous benefits of using Al. R3
claims that Al offers considerable time savings by easing recipe search and selection through
natural language processing. R3 also highlights automation, saying that Al reduces the need
for labor-intensive coding, analysis, and data verification, further increasing efficiency. R3
adds that by creating trustworthy and precise Al systems, Al lowers the possibility of human
error.

“Why would you use AI? Well, because you can save a lot of time. If you talk about the rec-
ipe, for example, as I mentioned. It is possible to do it just via, natural language processing.”

(R3:8)

R4 recognizes the potential of Al to contribute to increasing sales and cost reduction, thus en-
hancing the value of a company. According to R4, Al can achieve this through improved rec-
ommendations and personalization, resulting in increased sales. Additionally, the automation
of processes using computers can reduce workload and improve efficiency, leading to cost
savings and generating higher profits for the company.

“The major goals are automation, cost reduction and smart ways to increase sales. It is these
factors that are driving the development.” (R4:12)

R5 suggests generative Al growth will positively impact product information in the e-com-
merce industry. Organizations can enhance their efficiency in presenting and managing prod-
uct details by utilizing generative Al to create product descriptions and information. This im-
provement is likely to lead to an increase in overall e-commerce efficiency.

Additionally, Al-powered chatbots can significantly benefit customer service within the e-
commerce sector. Machine learning algorithms can learn from interactions over time, allow-
ing chatbots to provide more accurate and helpful responses to customer inquiries. As a result,
R5 argues that customer satisfaction is expected to improve,

“In addition to this, we also have the emergence of chatbots in customer service, where ma-
chine learning enables them to answer customers' questions and learn and improve over time.
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This technology is expected to grow even more and become even better, contributing to a
more efficient customer service experience.” (R5:4).

To summarize, Al's integration into e-commerce sparks innovation such as hyper-personaliza-
tion and fully automated customer support systems. However, potential risks include legal im-
plications if customer data is mismanaged, flawed recommendations leading to customer dis-
satisfaction and loss of control and unpredictable behavior. The benefits are extensive, includ-
ing improved customer experiences, increased sales, and streamlined processes, setting the
stage for a transformative future in e-commerce.

4.2.2 Organizational Factors
4.2.2.1 Size

R1 and R5 point out a significant advantage for larger organizations: their access to more ex-
tensive and diverse data sets. This data richness can enhance the utility and performance of Al
systems, given that these systems thrive on vast amounts of data to optimize their learning and
predictive abilities. Thus, an organization's size can directly impact Al's efficacy in e-com-
merce.

“A large organization will have more use for the data, as how much more large-scale data
will then be more valuable.” (R1:6).

“I think it is smaller companies that are more likely to experiment and test their way through
events and larger companies may have more data.” (R5:12).

R3 also points out that larger organizations typically have more resources, which might seem
beneficial for complex tasks like Al implementation. However, R3 suggests that these larger
entities may also be slower to adopt innovative solutions due to their size and complexity. On
the other hand, smaller organizations, with fewer resources but greater agility, might be able
to prototype and test Al applications quickly. For example, R3 mentions that smaller startups
could use existing Al technologies such as ChatGPT to innovate with minimal resources, pro-
vided they have a smart idea and competent individuals.

“But if you are a smaller startup looking at ChatGPT and have a smart idea, you can use

someone else's groundwork and with very little resources generate something smart.”
(R3:10).

R4, much like R1 and R3, also believes that size matters. R4 believes larger companies can
develop their own Al solutions due to their more significant resources, something which may
seem impossible to smaller organizations. However, R4 also believes that smaller companies
could have an easier and faster process when adopting third-party Al solutions. This would
result from less bureaucracy and fewer systems to integrate the new solution into. As R4, R5
also argues that smaller companies could have it easier when implementing Al since bigger
organizations tend to be more inflexible.

R2 mentioned that their e-commerce platform serves companies of diverse sizes, catering to

small to large enterprises, indicating that small businesses can take advantage of their Al solu-
tion. While R2's perspective highlights the diverse customer base and the fact that
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organizations of all sizes use Al, it does not delve into the specific implications that different
organizational sizes may have on adopting and integrating Al technology.

4.2.2.2 Resources

R1 implies that the importance of an organization's resources in successfully adopting Al for
e-commerce is diminishing. Nowadays, even smaller organizations with fewer resources can
take advantage of the benefits of Al in their e-commerce activities. Thus, while resources
might have been a significant factor in the past, their importance is steadily fading away "as
we speak”. (R1:14).

According to R3, Al delivers brilliant results with less "own effort," provided the algorithms
are coded or trained correctly. This suggests that effective Al implementation does not neces-
sarily rely on the organization's size, as mentioned in the previous subsection, but on the com-
petence and skills of those implementing it. Furthermore, R3 highlights two approaches to ac-
quiring this necessary organizational competency. Upskilling existing staff: The organization
can train its current staff members to develop the required skills or hire established experts
with a solid foundation in Al, such as people with experience with Al technologies such as
Chat GPT.

“Of course, you can either try to "up-skill" the smart resources you already have in-house, or
you can try to find someone who is already established in the field, who has worked a lot with
ChatGPT and so on.” (R3:13).

R2 indicates that the platform they provide requires minimal resources from the customer.
According to R2, the platform is designed so that anyone should be able to utilize it, regard-
less of organizational size or resource limitations. The aim is to create accessibility and em-
power many users to leverage the platform's benefits without encountering significant barri-
ers. By offering a solution that requires few resources, R2 seeks to democratize the adoption
of Al technology and make it accessible to businesses of all sizes.

R4 and RS believe that Al implementations demand knowledge, which can sometimes be
challenging to acquire, as well as financial investment and time. R5 said that the process in-
volves the need for a considerable number of people to be involved, and it can become even
more demanding when incorporating advanced features like personalized product recommen-
dations. According to R4, developing a custom Al solution further intensifies the resource re-
quirements. However, R4 also believes that it is uncommon for e-retailers to embark on de-
veloping their own Al solutions. R5 also points out that certain standard e-commerce func-
tionalities are more accessible by purchasing a ready-made service, for example, product rec-
ommendations. This approach is less resource-intensive than building it from scratch.

“I would say that time, money and resources are constant obstacles that you fight against,
whether it's changing your ERP system, changing your e-commerce platform or implementing
a new, modern Al solution. ”(R4:16).

“If you buy a SaaS-service that makes product recommendations, for example, you do not re-

ally need that many people. So, it is quite simple for them. For standard e-commerce func-
tions, it is easy to access.” (R5:14).

—-33-



Exploring Al in Swedish E-commerce Carl Tegnér & Axel Lidvall

In summary, the dynamics of organizational size and resource allocation play crucial roles in
the successful integration of Al into e-commerce. While larger organizations possess data ad-
vantages, smaller entities' agility and accessible platforms open opportunities.

4.2.3 Environmental Factors
4.2.3.1 Market Competition

R1 suggests that businesses continuously seek ways to set themselves apart from competitors
and gain a competitive advantage. Al is utilized to differentiate their products, services, or op-
erations, helping them stay ahead in the market.

“I would argue that competition is probably the single biggest and perhaps even the only
driver for implementing it.” (R1:16).

R2 highlights the significance of being first with a recent technology as a SAAS provider. R2
specifically mentions a race between the company they work for and its competitors to inte-
grate ChatGPT into their respective products. Being the first to incorporate this technology is
a competitive advantage, as it can enhance and differentiate the company's products in the
market.

“There was a bit of a race to release everything we had as soon as we could integrate our so-
lution with OpenAl. But we just said, "Let's do it" and then the competitors followed a few
weeks, but still behind us.” (R2:22).

R3 mentions that many companies are eager to implement Al due to its buzzword status. He
suggests that the desire to claim the usage of Al often comes from the hype surrounding the
technology rather than its practical benefits. R3 highlights the perceived value in saying that a
company uses Al, as everyone wants a piece of the 'Al cake' due to its current popularity.
“Yes, but it also has a lot to do with the buzzword thing. If you can just say they are using Al,
you will get a boost.” (R3:14).

Despite its ongoing growth, R4 highlights that the e-commerce sector has experienced a sig-
nificant increase in competition. According to R4, there has been a shift in the industry land-
scape, transitioning from surviving on invested capital to a greater emphasis on companies
striving to generate profits.

“It is now much more important for investors and owners that companies can deliver positive
results and organic growth with profits. It is not just about burning a lot of venture capital in
the company.” (R4:20)

This change signifies a maturing phase in the sector, where sustainability and profitability are
becoming key priorities for e-commerce businesses. R4 also emphasizes that automation
through Al plays a pivotal role in driving this evolution within the e-commerce sector. Ac-
cording to R4, using Al technologies for automation can enable companies to increase sales,
reduce costs, and gain a competitive edge in the market.
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Like the other respondents, R5 also acknowledges that market competition plays a crucial role
in the widespread adoption of Al. He highlights that within the e-commerce industry, compa-
nies are actively checking their competitors' websites to find potential areas for improvement
and stay ahead in the market.

“But it is clear that traders look at each other's sites.” (R5:18).

In summary, the insights provided by experts (R1-R5) underscore the pivotal role of environ-
mental factors, specifically market competition, in driving Al adoption within the e-commerce
sector. Strategies are shaped by changing market dynamics. Competition compels businesses
to differentiate, with pioneers such as creators and early adopters of new technology gaining
an edge (R2).

4.3 Challenges with Al in Swedish E-commerce

Based on the empirical data presented, valuable insights have been obtained concerning the
evaluation of Al implementation by stakeholders in the e-commerce sector. This data also
delves into various challenges associated with such implementation. To clarify, this subsec-
tion will categorize the challenges brought up in Section 4.2 under the respective TOE factors,
offering a structured comprehension of these challenges.

4.3.1 Technological Challenges
The following technological challenges were identified from the qualitative study:
(1) Incorrect Algorithmic Recommendations

During the interviews, one challenge that the respondents frequently highlighted was the
risk of algorithms making incorrect product recommendations, potentially resulting in cus-
tomer dissatisfaction.

(1) Data Access and Quality

According to the stakeholders, the quality of data and access to it is a concern that perme-
ates all aspects of Al. They stated that having quality data and access to vast datasets is
critical to make better algorithmic recommendations.

(2) Loss of Control

The respondents pointed out that the loss of full control over the outcome of Al poses a
significant challenge for the e-commerce industry. Unlike traditional IT systems, where
the outcome is predictable, Al involves letting artificial intelligence make decisions. This
lack of complete control raises the need for human validation of Al-generated outputs. As
a result, the industry faces the challenge of allocating more resources to ensure thorough
validation and oversight of Al-generated products and recommendations.

(3) Nonsensical Responses
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Using Chat GPT or other generative Al models to generate product texts presents a chal-
lenge in terms of ensuring accuracy. One respondent mentioned an example from Amazon
where Al-generated product descriptions were poorly translated and contained swearing.
The accuracy of Al-generated product texts becomes a concern as these models may not
fully comprehend context or adhere to professional standards.

(4) Unclear Definition of Al

According to the respondents, there is a lack of unified understanding regarding what Al
truly is, and it has become more of a buzzword rather than a well-defined concept. Many
respondents expressed the need to clarify the exact meaning of Al before answering re-
lated questions. The respondents mentioned that companies often label their products as
Al to gain a market advantage, exploiting the hype surrounding Al. This practice might
lead to misleading claims and confusion among consumers, as not all products labeled as
Al necessarily are advanced artificial intelligence techniques.

4.3.2 Organizational Challenges
The following organizational challenges were identified from the qualitative study:
(1) Al Alignment and Optimization

Continuing the topic of the unclear definition of Al, this also presents a significant organi-
zational challenge. As one respondent highlighted, the buzzword hype surrounding Al
could result in organizational workers obtaining incorrect knowledge and developing mis-
guided ideas about Al. Consequently, this may lead to difficulties when aligning Al activi-
ties with corporate objectives and ensuring that Al is utilized in a manner that genuinely
benefits the organization.

(2) Small Organizations Equals Limited Data

Respondents agreed that larger firms may have an advantage when deploying Al, owing
to increased access to resources like competent staff and extensive data. This increased
availability of resources offers them a more significant opportunity to employ Al effec-
tively. On the other hand, smaller firms may not profit as much from Al solutions since
they lack the massive amounts of data that larger organizations do. As described in the
previous subsection, this size mismatch creates technological difficulty for Al deploy-
ment.

Respondents did, however, note that the Al landscape is changing, with various advances
making Al more accessible to smaller enterprises and entrepreneurs. They mentioned the
availability of numerous third-party Al solutions on the market, which can be readily inte-
grated into smaller organizations' operations. Moreover, the emergence of models like
GPT has democratized Al usage, making it easier for smaller organizations to adopt Al
solutions in their workflows.
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4.3.3 Environmental Challenges
The following environmental challenges were identified from the qualitative study:
(1) Future Regulations

Respondents acknowledged the problems created by GDPR and potential upcoming rules
pertaining to data use in Al implementation. When Al algorithms are trained on data, for
example, existing regulations, such as GDPR, are not yet specific enough to meet all Al
use cases. Furthermore, as responders pointed out, the debate over how Al should be con-
trolled is still in its early stages and changing. This absence of clear regulatory foresight
poses an environmental concern for e-commerce enterprises that use Al solutions. Fur-
thermore, additional legislation may be required to handle growing challenges.

One respondent mentioned prospective legislation requiring Al-generated content to be
labeled as such. This could have a long-term impact because e-commerce enterprises al-
ready rely significantly on Al solutions, such as product recommendations. In conclusion,
the absence of clear regulatory foresight is a major worry for Al adoption in various areas,
including e-commerce.

To summarize, technological challenges involve precision and customer satisfaction in al-
gorithmic recommendations, emphasizing data quality and access for accuracy. Loss of
control and nonsensical responses require thorough validation. Organizational challenges
arise from unclear Al definitions and limited data for smaller organizations, but evolving
Al landscapes and third-party solutions offer potential solutions. Regarding environmental
challenges, respondents recognize issues arising from current regulations like GDPR and
potential future legislation related to Al and data use. The lack of specificity in existing
regulations for Al applications poses a challenge. The ongoing debate about Al control
adds to the uncertainty.
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5 Discussion

In this chapter, we will discuss the empirical data and relevant literature while applying the
theory of Al readiness to assess the adoption of Al in e-commerce.

5.1 Al Readiness Factors

5.1.1 Strategic Alignment

Al readiness in e-commerce, based on the strategic alignment factor, shows promising poten-
tial. The empirical data suggests that strategic alignment is evident in various stages of the e-
commerce process. All respondents discussed the benefits and innovations Al brings to the
organization, which indicates high Al readiness, according to the findings of Hofmann et al.
(2020). For example, R1 mentioned integrating Al with tools like Alexa, a voice assistant al-
ready used by e-commerce companies, as noted by Ngai et al. (2021). R2 highlighted the po-
tential for Al to expand an organization, providing mentorship and customer support. They
referred to ChatGPT as a tool for achieving organizational strategic goals rather than just in
the e-commerce platform.

R3, who works in grocery e-commerce, discussed various use cases and advantages of Al,
such as analyzing copious amounts of data using ML. This aligns with previous research by
Pallathadka et al. (2023), which mentions the use of Al techniques like machine learning ML.
R3 also mentioned how Al could benefit the e-commerce sector in the future with better data
analysis. R3's mention of creating baskets with recipes for customers also highlights the ad-
vantages of Al in e-commerce. R4, like the other respondents, mentioned significant benefits
of Al, such as increased sales and enhanced customer experience, which aligns with the find-
ings of Huang and Rust (2018, 2020).

Despite respondents being aware of the benefits of Al and how it improves the enterprise.
They remarked that there are some uncertainties about what we mean by Al. They also ex-
plored, as noted in the empirical research, how this could conflict with the organizations' aims
if there is no explicit knowledge of what Al is and what it is genuinely capable of. This might
be viewed as an organizational hurdle, indicating that Al preparation for strategic alignment is
not entirely ready, despite many e-commerce organizations knowing Al's broad benefits.

Overall, the empirical data and previous research confirm a prominent level of strategic align-
ment in Al readiness in e-commerce. The understanding of Al's advantages over other solu-
tions, as emphasized by Hofmann et al. (2020), is evident in the responses. Though there
could be problems ahead if there is not a clear understanding of what Al truly is. Additionally,
the research by lansiti and Lakhani (2020), cited by Johnk et al. (2021), supports the premise
that prior data-driven decision-making can improve Al preparedness, which empirical study
shows the e-commerce industries have done. In conclusion, the empirical data, combined with
previous research, underscores the importance of strategic alignment in driving Al readiness
in the e-commerce sector.
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5.1.2 Resources

Previous research focuses attention on the importance of financial resources in strengthening
an organization's Al maturity (Hummer et al., 2019). The research pointed out that a signifi-
cant budget allocation for Al development and implementation was key to ensuring the organ-
ization's readiness for Al. With that in mind, the thesis findings show that e-commerce has
widely adopted Al, showing a large deployment of financial resources to Al technologies.
Larger firms with more resources can develop their own Al solutions although our findings
indicate that this is not a common occurrence.

Smaller firms with fewer resources, on the other hand, can also benefit from Al advantages in
e-commerce. The findings indicate that the value of resources diminishes over time, and that
even tiny businesses can apply Al solutions for their e-commerce activity. This could be due
to a growing supply of ready-to-use Al SAAS solutions on the market.

Furthermore, the empirical evidence shows that market competition is a major driver of Al
adoption in the e-commerce industry. As businesses aspire to expand and surpass their com-
petitors, investing in Al initiatives becomes increasingly important to obtain a competitive ad-
vantage. This suggests a major investment in Al projects to enhance growth and improve in-
dustry competitiveness.

According to the literature, it is also essential to have access to critical human resources, such
as business analysts and Al specialists (Fountaine et al., 2019). The empirical evidence sup-
ports this claim by emphasizing that the competence and skills of Al implementers are crucial
for successful implementation. The study highlights two approaches to acquiring the neces-
sary skills within the organization: retraining existing staff or recruiting experts with experi-
ence in Al technologies.

However, according to McKinsey (2022), there is a reported shortage of data scientists within
the Al field. While the empirical data gathered did not explicitly support the reported shortage
of data scientists in the Al field, it could suggest that the e-commerce sector may be more Al-
ready than the average. This observation indicates that the e-commerce industry might be fur-
ther ahead in adopting Al technologies compared to other sectors, possibly due to its specific
needs and opportunities for Al implementation. However, it's important to note that this con-
clusion is based on the available data, and further research would be required to validate and
gain a deeper understanding of the Al readiness across different industries.

Johnk et al. (2021), highlighted the significance of a robust and adaptable IT infrastructure in
relation to Al maturity. Their study highlighted the requirement for such infrastructure to fa-
cilitate the integration of new Al applications and effectively manage data-intensive Al pro-
cesses. Our empirical evidence presents contrasting perspectives on the requirements for tech-
nical infrastructure, highlighting that many SAAS Al platforms and solutions demand mini-
mal technical resources from customers. This accessibility allows companies of all sizes to
harness the benefits of Al solutions without encountering significant obstacles. Moreover, our
empirical evidence indicates that most e-commerce companies opt for SAAS solutions rather
than developing their own Al solutions.

Overall, it is evident that having ample resources contributes to Al readiness, thereby favoring
larger companies regarding Al-readiness. However, rapid growth and innovation in Al over
the past year have created opportunities for organizations with limited resources to adapt and
harness the benefits of this technology. As Al evolves, it becomes more accessible and
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adaptable, leveling the playing field and allowing smaller organizations to embrace and ex-
ploit Al to their advantage.

5.1.3 Knowledge

The literature review points out that employees need to have Al awareness, which means an
abstract understanding of Al capabilities that enables them to see the potential of Al in their
specific context (Hofmann et al., 2020). Our empirical data supports this statement, indicating
that organizational members need to clearly define and understand Al, especially from a cor-
porate perspective. It suggests that the difficulty in defining and understanding Al can be a
challenge, affecting the ability to coordinate Al activities with organizational goals and ensure
that Al is applied in a way that delivers real benefits.

The literature review also highlights the importance of training employees in Al-related areas,
such as statistics, data management, and data analysis, to successfully implement Al
(Pumplun et al., 2019). The empirical evidence supports this statement by highlighting the im-
portance of technical skills to ensure desired Al outcomes and educating the organization
about the possibilities and benefits of Al. It is underscored that knowledge and tools are re-
quired to effectively use Al to improve efficiency and performance.

Another aspect highlighted in the literature review is Al ethics, which includes techniques to
prevent unethical Al outcomes (Johnk et al., 2021). This points to the importance of organiza-
tions being aware of and taking responsibility for ethically applying Al. Various answers were
provided regarding the ethical implications of Al usage, but none were specific to the e-com-
merce industry. This is also why there is no ethics chapter in the empirical data. For instance,
none of the respondents mentioned the issues of privacy and consumer autonomy, which were
brought up in the literature review. This observation presents evidence of a low Al-readiness
concerning ethics.

Overall, the empirical data suggests that Al-readiness regarding the knowledge factor is high
in the Swedish e-commerce industry. However, it is worth noting that there is a distinct ex-
ception regarding ethics. While businesses have a firm grasp of the technical aspects of Al
implementation, the ethical considerations surrounding Al adoption and usage require further
attention and improvement.

5.1.4 Culture

According to lansiti and Lakhani (2020), collaboration eliminates segregated activities and
reveals profitable use cases. R3's argument that properly used Al can provide results points to
the need for a collaborative culture. It's important to make sure the resources are used effec-
tively and cooperatively in addition to simply possessing them. The sharing of knowledge be-
tween experienced workers and Al experts exemplifies the true value of collaboration.

Fountaine et al. (2019) highlighted the importance of change management in Al adoption.
While the empirical data acknowledges the resource-intensiveness of Al projects, there's an
underlying theme that resonates with the need for change management. Implementing Al so-
lutions requires not just financial investment but also a shift in understanding, effort, and time
from the organization. The shift from traditional systems to Al-enhanced solutions can be
smooth with effective change management, addressing misconceptions and resistance.
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5.1.5 Data

Regarding data availability, Lin et al. (2018) argue is crucial for having high Al readiness.
The empirical data indicates that e-commerce companies often possess significant amounts of
it. Firstly, the respondents mentioned that they have been working extensively with data anal-
ysis and machine learning, making data management a well-known area in e-commerce.
However, when discussing how size influences Al implementation in e-commerce, R1, for ex-
ample, points out that larger organizations have an advantage due to their access to diverse
datasets. According to Lin et al. (2018), this displays a high level of Al readiness in terms of
data accessibility.

The empirical data implies that larger companies with their greater resources and data access,
find it easier to implement Al solutions. This would result in a higher Al readiness compared
to smaller enterprises. However, the respondents mention that smaller startups, with the avail-
ability of Chat GPT and other existing Al technologies, can now innovate with minimal re-
sources, provided they have intelligent ideas and competent people within the organization.
For example, R4 believes that smaller companies have a faster implementation process for
third-party Al solutions because they have fewer systems to integrate them, resulting in less
data integration.

Furthermore, despite Al's numerous benefits for e-commerce, there remain data challenges.
Johnk et al. (2021) argue that data accessibility and training Al models with the correct data
are crucial for achieving high Al readiness. However, the respondents mention that a current
challenge with Al in e-commerce is the possibility of training the Al with incorrect data, re-
sulting in faulty Al models that may recommend the wrong products. This concern was also
highlighted by André et al. (2018), who mentioned that it is an ethical issue regarding con-
sumer autonomy. This finding indicates that there is potential for development in Al readiness
in relation to data accessibility, as the quality of the already available data is not necessarily
ideal. To train accurate and dependable Al models for the e-commerce industry, high-quality
data must be ensured. As a result, efforts should be made to improve data accessibility and
quality in order to boost the effectiveness of Al technologies in this field.

Finally, the responders discuss upcoming challenges. For instance, potential regulations could
make feeding data into Al algorithms more challenging. The empirical data also suggest that
the debate about whether the government should govern Al is still in its early stages and is
continually evolving. Given that Al is an emerging field, it is challenging to forecast how cur-
rent policies might affect future Al practices concerning data because there isn't a clear vision
for the future of Al. This uncertainty causes a challenge in assessing Al readiness to ensure a
smooth flow of good quality data, which J6hnk et al. (2021) argue is a crucial factor in
achieving high Al readiness.
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5.2 Method Discussion

After completing our study, we believe that our method, in the form of a semi-structured qual-
itative approach, was suitable for the subject. It provided us with diverse perspectives from
various actors in the e-commerce industry and facilitated in-depth discussions that yielded
significant empirical data.

We also constructed our questions based on the TOE framework, which made it easier for us
to write the empirical section, as most of the analysis was already aligned with the framework.
However, we found that many of the questions, although directly linked to different factors
within TOE, overlapped. Therefore, having a semi-structured method was advantageous as it
allowed us to adapt during the interviews, skipping specific questions or placing more empha-
sis on others.

One setback was that many of the individuals we approached were unwilling to participate in
our study due to time constraints. This resulted in the outcome being highly dependent on
those who did participate. However, we still managed to interview highly experienced indi-
viduals in e-commerce, so it did not become a significant issue.

Nonetheless, we considered our empirical material to be satisfactory, and we had many inter-
esting interviews. In addition to everything mentioned, we believe that our method was well
executed as we obtained quality interviewees and followed a logical structure throughout the
process.
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6 Conclusion

The empirical data suggests that AI’s integration into the e-commerce sector has shown po-
tential, with its capacity to refine customer experiences. Sweden's e-commerce sector, like
many others, has embraced this potential.

Based on empirical data and discussion, it can be concluded that Al in e-commerce in Sweden
is used for growth and improving customer experiences. Its applications are widespread, from
personalizing online shopping experiences, predicting customer behaviors, and optimizing in-
ventory to chatbots. Additionally, the availability of Al-driven SAAS solutions indicates a
move towards more plug-and-play Al tools tailored for e-commerce, making it accessible
even for smaller businesses.

Regarding the preparedness of the e-commerce sector for integrating and adopting Al technol-
ogies and the associated challenges. The e-commerce sector shows a solid foundation for Al
integration. This could be summarized as follows:

Strategic alignment: Al's benefits in e-commerce are well-recognized, indicating an organi-
zational readiness to align Al with its strategic goals. However, there's disagreement sur-
rounding the comprehensive understanding of Al. A lack of clarity can hinder proper imple-
mentation, leading to less optimal results or misalignments with organizational objectives.

Resources: Larger organizations initially had the upper hand regarding financial capacity to
support Al initiatives. However, with the rise of ready-to-use Al SAAS solutions, even
smaller businesses in the e-commerce sector are increasingly prepared to leverage Al. This
suggests a democratizing trend in Al resources.

Knowledge: The sector's emphasis on technical expertise and Al understanding places them
in a position of strength. However, the limited focus on ethical considerations indicates a po-
tential pitfall, especially as Al applications become more sophisticated and common.

Culture: For e-commerce companies, it's crucial to prioritize change management to enhance
the acceptance of Al and mitigate the misconceptions about Al that the empirical data indi-
cates.

Data: E-commerce businesses possess significant data analysis and machine learning skills,

which are foundational to Al applications. However, Al's effectiveness is only as good as the
data it's trained on. Poor quality, inaccurate, or biased data can result in poor Al models, po-
tentially harming businesses or providing misleading insights.

Also, data collection and use regulation changes might pose challenges for e-commerce com-
panies using Al. Ensuring compliance while optimizing Al operations will be a critical bal-
ancing act for businesses in Sweden.
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6.1 Contributions

This thesis contributes to research by filling the identified gap of limited research concerning
Al in e-commerce from other countries. It describes the factors affecting Al implementation
in e-commerce industry and provides an overview of the current landscape of how Al is used
in Swedish e-commerce. By contributing knowledge about its adoption and challenges, com-
panies can use these findings to evaluate what factors to consider when implementing Al in
their e-commerce business.

6.2 Future Research
Future research might be directed towards the recommended topics as presented below.

With the introduction of CHAT GPT, new opportunities have emerged for smaller companies
to benefit from Al solutions in e-commerce. With CHAT GPT, we noticed that the Al readi-
ness factor template might need updating, as resources are no longer a significant issue, ac-
cording to our study, due to the availability of more solutions like GPT that smaller compa-
nies can utilize. However, the problem remains regarding data, as larger companies can access
more extensive data and make better predictions. Based on this, we suggest studying how
CHAT GPT has changed Al readiness factors and how it enables smaller companies to use
Al. Alternatively, it would be interesting to investigate if resources still play a significant role
in Al implementation.

Additionally, our respondents mentioned that there is a distinct and non-unified understanding
of what Al is, as many believe that much of what is done is Al when it might be ML, and data
analysis closely related to Al. Respondents also claim that many companies use Al from a
competitive perspective. Based on this, we conclude that it would be relevant to examine the
value of solely stating the use of Al or conducting a survey on what constitutes Al in the busi-
ness world, thereby clarifying the different meanings of Al.
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7 Attachments

7.1 Appendix A

Respondent | R1

Interviewers | Carl Tegnér & Axel Lidvall (CA)

Date 2 June 2023
Length 30 minutes
# | Speaker | Transcription Identified theme
1 [CA Beratta lite om dig sjalv och din relation till e-handel Opening Ques-
tion
2 |R1
| samband med det startade
jag ett eget foretag som heter Buildor som var en e-han-
dels-sajt for byggmaterial och salde den sedan till Bygg-
Max. Senare blev jag dven e-handels chef hos byggmax
och alltsa ansvarig for deras e-handel.
3 |CA Inom vilka specifika omraden av e-handel anvands Al Technological
mest? Context
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4 |R1 Men ndr man ska gora liksom nagon form av av liksom | Compatibility
analys av en liksom strategi eller teknologi eller vad den
bor vara liksom inom e handeln sa ar det min erfarenhet
att det dr ganska smart att borja “pre sajt”, det vill sdga
innan sokning pa sajten och sen “on sajt” och sedan
“post sajt” dar helt enkelt.

Compatibility

Compatibility

Det andra (2) &r val liksom i vilka plattformar som e
handelns exponeras liksom och och om man bara lik-
som ska ta “bonna-exemplet” sa blir det ju CHAT GPT.
Och nu, nu finns det ju déar inte idag, men man kan val
liksom ténka sig att om nu CHAT GPT pa allvar lyckas
att utmana Google och bli liksom den nya standarden
och skapning av internet. Ja, men da ar det val ganska
naturligt, att trafik sourcas darifran ocksa. Det var lik-
som ett omrade liksom vilka plattformar som trafiken
kommer ifran.

Den andra delen, “post sajt”. Det ér vél snarare liksom
hur man kan anvanda Al for att optimera kundanskaff-
ningskostnaden i det hela. Jag tror inte att det finns sa
mycket Al dar ute idag utan idag sa ar det mer liksom sa
har dumma regler man satter upp sa sager liksom att ja e
handel konkurrerar pa 10 olika marknader och sa satter
man liksom upp regler och sdger att vi ska dka “spen-
den” pé en given marknad forutsatt att kundanskaft-
ningskostnaden ar under x liksom och sa ligger liksom
dar for att justera budgeten baserat pa pa att kun-
danskaffningskostnaden. Och sa klarar du av att géra
det i relation till liksom de 6vriga marknadernna.
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liksom ett industriforetag: For inom ett industriforetag

séger man i regel “men vi ska ldgga liksom 50 miljoner

kronor pd marknadsforing 1 ar” liksom och sen liksom
s

Personal Recom-

mendation
Challenges
Sen &r val liksom frdgan om Al kan ta det dar vidare
och bli lite mer precis alltsa exempelvis sa.
Compatibility,

Risks, Innovation,

Och sen &r det vél liksom vad som hander efter sajten Challenges

och har kommer det hackar pa nagot sétt byte till liksom

vad som hander fore sajten for att pa ett satt sa har du
ora sa har.
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val liksom véldigt det det jag har sett inom e-handel.
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5 |CA Hur ser man pa riskera med Al nar man implementerar | The Technologi-
Al inom e-handel? cal Context
6 |R1 Regulation, Risks
Personal Recom-
mendation, Chal-
lenges
7 |CA Varfor valjer man just att implementera Al? Finns det | The Technologi-
ingen annan konkurrerande teknik? cal Context
8 |R1 Market Competi-
tion
Om man da sager liksom att Al & samlings-
namnet och sa ar liksom maskininlarning exempelvis?
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9 |CA Hur stor spelar organisationens storlek in vid inféran- | The Organiza-
det av Al? Det vill séga, har storre organisationer 1at- | tional Context
tare att implementera Al?

10 | R1 r

11| CA Hur stor roll spelar organisationens struktur roll vid The Organiza-
implementeringen av Al? Det vill sdga hur organisa- tional Context
tionen ar uppdelad och styrd?

12| R1 Nej det tror jag inte

13| CA Hur paverkade tillgangen till resurser (ekonomiska, The Organiza-
manskliga, tidsmassiga) beslutet och processen for att | tional Context
infora Al i er e-handelsverksamhet?

14| D Resources
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Definitionen av Al &r ju att det ska vara ganska mycket
av ett sjalvspelande piano, det vill sdga att man ska inte
behdva satta upp sa mycket regler och och sa vidare. Sa
fort man behdver gora det. Ja, men da &r det ju lite dumt
att anvénda sig av den. Sen var det vél liksom att i regel
sa var det ju de som jobbade med de har algoritmerna
som ocksa liksom pakallade att vi skulle ha dem. Han
som implementerade det kunde valdigt mycket om det.

for att e handel ar anda ganska icke komplext om man
tittar pa liksom tekniken och sa vidare. Jag tror inte att
det finns sa mycket organisatoriska utmaningar heller

15| CA Hur paverkar marknadskonkurrensen beslutet att imple- | The Environ-
mentera Al i er e-handelsplattform? mental Context
16 [ R1 Market Competi-
tion
17| CA Vad tror du det finns for etiska utmaningar med Al inom | Al & Ethics
e-handel?
18 | R1 Regulation
Ethics
19| CA Sammanfattningvis, vad ser du for utmaningar dd med | The Technologi-
Al inom e-handel? Om du ser till tekniska, organisato- | cal Context, The
riska och marknadsmassiga utmaningar? Organizational
Context, The En-
vironmental
Context
20 |R1 Jag tror inte att de tekniska utmaningarna ar s mycket
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for att idag sa liksom man fan liksom de som sitter och

jobbar med det har. Ja, men de &r ju nagra ar aldre an

vad ni ar liksom och ar i regel ganska uppflugna, liksom

om man nu intresserade av det det omradet liksom sa att

om ni borjar jobba med med det har som liksom? Ja,

men det &r inte sd att ni kommer behéva 6ppna skolbo-
igen liksom, utan ni har ju lite pa fotterna.

Kan lagga till den sista bara och det &r val en utmaning
pa sjalva Al foretaget ocksa. Om du inte har ett CHAT
GPT utan kanske nagonting som ar lite mindre sofisti-

Competition
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7.2 Appendix B

Respondent | R2

Interviewers | Carl Tegnér & Axel Lidvall (CA)

Date 21 June 2023

Length 30 minutes

# | Speaker | Transcription Identified
theme

1 [CA Berétta lite om dig sjalv och din relation till e-handel Opening
Question

2 |R2 Jobbar som product manager och just nu dven som interim

customer success manager pa Quickbutik. Vi ar en av Nordens
ledande aktdrer inom e-handel. Vi tillhandahaller en plattform
for att hjalpa entreprendrer och drémmare att lyckas med sina
idéer. Vi &r baserade i Helsingborg och startade som en startup
med en ung kille vid namn Azddin Benberkan. Jag tror att han
startade det 2015 och drev det som en startup sjélv i en liten lo-
kal. Nu har vi femtusenfemhundra butiker runt om i Norden
och har blivit DI-gasell tva ar i rad, vilket visar pa ett valma-
ende och spetsigt foretag. FOr narvarande har vi 27 anstéllda
och expanderar snabbt. Vi har redan anstallt fyra personer i ar
och planerar att fortsétta anstélla under hosten, vilket ar posi-
tivt. Sa det ar grunden.

Vad géller hur vi arbetar, sa ar vi ett SAAS-bolag som erbjuder
och tillhandahaller en tjanst for att mojliggora framgang for
vara kunder. Det ar framfor allt det som ar viktigt enligt min
asikt. Anledningen till att jag borjade pa foretaget var det mind-
set som handlar om att hjalpa andra att lyckas, snarare an att
bara fokusera pa var egen vinst. Jag tycker att det ar ett schysst
satt att bedriva affarer pa. Vi tar inte nagon provision eller pro-
centuell andel av vara foretags omséttning, oavsett om de om-
satter hundratusentals eller 100 miljoner. Vi har definitivt bada
typerna av foretag som kunder, men det kostar lika mycket att
anvanda var tjanst. Det tycker jag ar riktigt bra och ett schysst
satt att bedriva verksamhet pa. Vi ser ocksa detta hos de stora
borsnoterade foretagen i USA, som Shopify. Nar det gar daligt
for deras butikségare rent omséattningssmassigt, gar det ocksa
daligt for dem, vilket gor att de i svarare tider blir tvungna att
minska sin personalstyrka. Vi a andra sidan anstaller istallet,
vilket &r positivt. Det ar verkligen bra. Det kdnns som att vi
verkligen forsoker gora det basta for vara butiksagare. Vara Al-
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funktioner ar inte dar for var egen skull, de &r till for att hjalpa
vara butiksagare.

3 |CA Inom vilka specifika omraden av e-handel anvands Al mest? Techno-
logical
Context
4 |R2 Jag tror faktiskt att vi var bland de forsta som lanserade en inte-
grerad Al-tjanst inom e-handelsplattformar. Den tjansten vi
slappte heter Content Al och den &r faktiskt den mest anvand-
bara och populara just nu. Den ar ocksa det hetaste amnet nar
det géller chatt-GPT och OpenAl, eftersom den hjalper till att
forbattra produkttexter. Vad vi sléppte i bérjan av januari var en
tjanst dar du skriver in nagra ord eller en kort prompt och far en
fardig produkttext som resultat. Det ar verkligen till stor hjélp,
sarskilt for var malgrupp som oftast ar fyrtioariga man eller Innovation
kvinnor som jobbar heltid pa annat hall och driver sin e-handel
som en drom eller en hobb
Innovation
5 |CA Finns produktrekommendationer med i den plattform som ni Techno-
saljer? logical
Context
6 [R2

Jag holl faktiskt en presentation for en natverksgrupp tidigare i
varas. Det var ett fotbollslag i Helsingborg som holl ett nat-
verksmote och jag holl en presentation om Al. Det var ganska
intressant eftersom det var ett hett amne da. Forskare hade bor-
jat prata om att man maste vara forsiktig och fundera 6ver vad
man ska pausa. Det som ar viktigt att tanka pa ar att man ska
pausa det som hander nu. Det handlar inte om Face ID, inte om
robotgrasklippare eller sddant, &ven om de ocksa ar kopplade
till Al. Allting handlar ju om styrkor. Och det &r den skillnaden
som jag markte tydligt. Nar jag frdgade hur manga som anvan-
der Al var det bara cirka 80% av dem i rummet som rackte upp
handen. Men nér jag fragade de andra hur manga som har en
iPhone, var det 85-90%, och anvander ni Face ID? Ja, da
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anvander ni Al. Sa den skillnaden i vad vi faktiskt pratar om
nar vi pratar om Al &r ganska intressant, skulle jag saga.

7 |CA Vad skulle du saga att det finns for fordelar med att anvanda | Techno-
Al inom e-handel? logical
Context
8 |R2 Alltsa, vi anvander Al pa var arbetsplats varje dag. Vi informe-

rade alla vara medarbetare den 18 januari att de skulle fa sin
egen assistent, och vi kopte in ett konto till var och en av dem.
Vi forvantar oss att alla anvander Al dagligen i sitt arbete. Igar
hade vi ett strategiméte i ledningsgruppen dar alla satt med sina
datorer och promptade samtidigt som vi diskuterade och bor-
jade bygga saker. Det sparar enormt mycket tid. Det ger 0ss
mojlighet att utoka var organisation eftersom jag kan be Al att
vara nagon annan, vilket &r ett stort steg framat. Det ar ocksa en
inriktning vi kommer att ta for vara e-handlare, dar alla butiksa-
gare kommer att kunna fa en mentor och en egen kundsupport.
Och det handlar inte om de klassiska Al-botarna som bara séger | Benefits
att de inte forstar, utan det handlar om nagon som kan anvanda
data fran vart eget hjalpcenter, vara egna villkor och pa ett helt
annat satt kan kommunicera. Det ar méktigt. Hela anvandarupp-
levelsen blir helt annorlunda nar en person i 40-arsaldern som
jobbar heltid och driver en e-handel pa sin fritid plétsligt har en )
fempersonsorganisation med en marknadsavdelning, en siljav- | Innovation
delning och en supportavdelning) Och det coola &r att tangen-
terna styr vad som ska goras.

Benefits
9 |CA Om vi ser pa det ur era kunders perspektiv? Vad finns det for Techno-
fordelar med att anvanda er tjanst? logical
Context
10 | R2 Jag skulle saga att den huvudsakliga anledningen é&r att vart
prissystem bygger pa att inga extra tillaggskostnader tillkom-
mer. Vi har inga plugins eller dylikt. Istéllet koper man ett
abonnemang dar allt ingér, inklusive Al. Aven i var billigaste
prisplan ingar Al. Det forvantas av oss att om vi séger att vi ska
mojliggora framgang for e-handlare, sa kan vi inte ta bort
funktioner fran dem. Jag tror att det forvantas av oss att vara
bland de forsta eller till och med de forsta att leverera de sen-
aste funktionerna som underlattar for e-handlaren att lyckas.
11| CA Kravs det nagon teknisk infrastruktur hos era kunder eller ar Techno-
allt tillhandahallet via molnet? logical
Context
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12 | R2 Alltsa, vi vill géra det mojligt for vem som helst att starta en e-
handel utan att behdva nagon teknisk kunskap. N&r du borjar
din butik kan du sétta en tonalitet som styr hela din Al-upple-
velse framat. Om jag till exempel vill ha en humoristisk, men
anda serids ton, sa anpassas bade produktbeskrivningar och
blogginlagg pa det sattet. Det kravs ingenting fran vara butiksa-
gare for att ta del av detta. Det ska vara sa enkelt som att trycka
pa en knapp i vart system, som heter trollspd, for att skapa och
anpassa innehallet. Om du inte &r nojd kan det enkelt genereras

om med en ny prompt. Compati-
bility
13| CA Du gick in lite pa det tidigare men vi kan ta det igen. Hur ser er | The Or-
genomsnittskund ut? Ar det stora, sma eller foretag i alla ganiza-
storlekar? tional
Context
14 | R2 Ja, vi har en fordelning som jag tror manga kan relatera till. Vi

har en stor andel anvandare som testar var plattform kontinuer-
ligt. Det finns oandligt manga drommare dar ute, bara i Sverige,
som funderar pa olika idéer men kanske aldrig tar steget att for-
verkliga dem. Alla dessa manniskor ingar i var malgrupp, dar vi
vill uppmuntra dem att prova. Vi har ocksa anvandare som re-
dan har andra plattformar eller fysiska butiker men annu inte
sdljer online. Sa det ar en mycket varierande grupp.

Vi har foretag med en omsattning pa flera hundra miljoner som
genererar en miljon i forsaljning per dag, vilket & en impone-
rande skala. Men vi har ocksa mindre foretag som saljer helt
slumpmassiga produkter, som till exempel nagra stenar eller Size
reptiler fran en grotta. Det &r en mycket bred variation av fore-
tag. Men det ar frdmst egenforetagare som utgor majoriteten av
vara anvandare, eftersom det ar manga som vill testa sin idé.

Vi har ocksa en grupp av anvandare som behdver mer avance-
rade funktioner och mojlighet att anpassa kallkoden. De inte-
grerar olika externa hjalpmedel och samarbetar med partners
for att skapa ett unikt system for deras specifika behov. Men
oavsett vilken typ av anvéndare det ar, ar Quickbutik alltid den
trygga basen och hemmet for deras verksamhet. Vi tillhanda-
haller de grundlaggande funktionerna som alla behover.

Sjalvklart ar det inte alla vara butiker som omsétter flera hundra
miljoner, det skulle vara orealistiskt att pasta. Men vi har en
bred variation, och jag skulle séga att majoriteten ar valmaende
foretag som kan dra nytta av intjanade pengar. Det ar inte bara
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de som testar sina vingar, utan ocksa etablerade foretag som an-
vander var plattform.

Size,
Structure,
Culture

15| CA Har ni ndgon form av utbildning for liksom kunderna som ké- | The Or-
per er tjanst? ganiza-
tional
Context

16 | R2 Tanken ar att det inte ska vara nédvandigt. Jag later nastan som
Apple nu, ndgon som inte behéver nagon support. Det kanske
later Gvermodigt, men grundtanken &r att det ska vara sa enkelt.
Jag skulle séga att om du har en viss insikt och erfarenhet av
webbutveckling, sa ar det i princip som att bygga en Lunar-
storm. Har ni varit med pa Lunarstorm forut?

17 | CA Det later bekant.

18 [ R2 Ja, det var som fortidens Facebook for oss som &r 35. Sa har var
det: Det var minikodning dar man kunde gora saker som att
gora texten fet. Med bara grundldggande kunskap och intresse
ska man kunna starta en e-handel pa 10 minuter och borja salja. | Resources
Och det ska vara sa enkelt. Vi erbjuder sjalvklart utbildning.
Om du kommer som kund fran en annan plattform och har spe-
cifika fragor, har vi ett helt onboarding-team som ser till att du
far ratt start. Till hosten kommer vi introducera spannande Al-
genererade uppstarter, vilket kommer att férandra mycket. Allt
vi fragar chatten kan vi stélla i borjan nar du startar en butik,
och sedan kan den autogenerera hur din butik ser ut. Den har
dvergangen kommer att ske otroligt snabbt. S& nar du startar en
butik och sager att du vill sélja horlurar du har pa dig, hamtar vi
information fran andra foretag som saljer horlurar. Vi tittar pa
vad andra har gjort och lyckats med, och sedan genererar buti-
ken utifran det. Sa nar du ser din butik for forsta gangen kom-
mer det se ut som att du kan trycka pa en knapp och borja sélja
direkt. Det &r vad Al ger oss, for annars skulle du behéva gora
den forskningen sjalv. Nu gors forskningen at dig. Genom va-
len du gor nar du sager "Jag ska sélja en fysisk produkt” eller
"Jag ska salja en digital produkt"”, "Jag ska salja B2B eller
B2C", och alla andra fragor som du svarar pa under uppstarten
som egentligen &r en onboarding-process, genereras allt auto-
matiskt sa att du till 100% kan sétta upp en butik och borja sélja
pa 10 minuter, bara genom att ha bilderna och produktinformat-
ionen.
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19

CA

Sa for att sammanfatta sparar man mycket tid tillgangar och
resurser?

20

R2

Ja. Framfor allt kommer anvandarupplevelsen att vara mycket,
mycket battre nér du anvander Quickbutik, Shopify eller vad
fan det an ar. Du kommer inte tycka att det ar stel eller klum-
pigt. Du kommer inte behdva tanka "Jag maste gora detta forst,
jag maste gora detta forst". Allt kommer att vara klart at dig,
valt at dig. Det ar en stor férandring, ett stort steg framat. Det
kommer att underlatta otroligt mycket och gora det mojligt for
dig att se din drom bli verklighet. De flesta som bérjar med oss
kommer inte att fastna eller stanna kvar pa samma stélle, och
det galler inte bara oss. Det galler alla. Manga kéanner att de inte
ar tillrackligt nara att lyckas. Det &r det gapet vi behdver
minska, och dar kommer Al spela en helt fantastisk roll. Du
kommer att se din drom, du behdéver bara vaga ta steget dver
troskeln.

21

CA

Har ni ndgra konkurrenter som anvander sig av Al och hur pa-
verkar det er att fortsatta med Al utvecklingen inom er verk-
samhet?

The Envi-
ronmental
Context

22

R2

Vi ar tillrackligt stora, men anda tillrackligt sma for att kunna
fatta beslut dag for dag, och det &r fantastiskt att fortfarande
vara dar. Vi befinner oss knappt i en "scale-up™ fas &nnu, men
mentalt kommer vi aldrig att ldamna den fasen. Né&r vi vl ar dar
maste vi vara forst, och faktum &r att vi var forst. Shopify och
de andra aktorerna kom efter oss nar det géllde att sldppa mot-
svarande tjanst for innehallsgenerering med Al, som véra auto-
genererade produktbeskrivningar. Jag bryr mig faktiskt inte sa
mycket om vad andra gor, for det vi ser framfor oss och det vi
kommer att géra kommer andra ocksa att gora, och det &r okej.
Sa lange vi vet att vi har det framfor oss spelar det ingen roll.
Visst, det fanns en liten kapplopning nér vi slappte allt vi hade
sa snart vi kunde integrera var losning med OpenAl. Men vi sa
bara "Nu gor vi det" och sedan foljde konkurrenterna efter
nagra veckor, men anda efter oss. Det ar den kanslan att om
man fokuserar for mycket pa konkurrenterna kommer man bara
att bli en kopia och de andra kommer att kopiera 0ss.

Market
Competi-
tion

23

CA

Finns det nagra statliga regleringar som ni forhaller er till gal-
lande Al?

The Envi-
ronmental
Context

24

R2

Det finns begransningar i vad Al kan géra och vilka fragor den

kan stalla. Det kommer inte att kunna fraga om hur du presente-
rar droger, till exempel. Det &r helt uteslutet. Vara anvandarvill-
kor och policyn for vilka butiker vi har géller ocksa nar det gal-
ler genererade produkter. Sa vi har naturligtvis kontroll Gver det
och om det &r nagot som avviker sa granskar vi det. Det hander
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med jdmna mellanrum och ibland kraver det ett stallningsta-
gande fran var sida. Till exempel, om en influencer som ér i fo-
kus har sin egen merchandise hos oss maste vi ocksa ta stall-
ning till det. Sa moraliska fragor och sadant ar nagot vi sjalv-
Klart tar hansyn till.

25| CA Ja, vi kan ga in pa det lite mer. Vad tror du finns for potentiella | Al & Eth-
moraliska eller etiska utmaningar med att anvanda Al inome- | ics
handeln?

26 | R2 Jag tror att det blev ganska tydligt tidigt att vissa anvande gene-

rerade landningssidor for att bara 0ka trafiken till sina webb-
platser. Men det kan snabbt bli ohederligt eftersom det kan
trigga Googles algoritmer eller andra sokalgoritmer nar du s6-
ker. Det blir snett om vi anvénder Al for att generera texter som
bara &r sokoptimerade och ger en bra traffbild for det du soker.
Men det positiva med Al idag &r att det vi genererar genom var
tjanst inte ser likadant ut. Du skapar inte problemet med att alla
har samma produktbeskrivning fran en leverantor. Det kan till
och med vara problematiskt for din egen sokbarhet om du bara
tar leverantrens beskrivning. Darfor ar det viktigt att anpassa
den genererade texten efter den ton och stil du vill ha i din bu-
tik. Det ger dig en unik kansla och battre mojlighet att na ut till
kunderna for den specifika produkten. Samma sak galler for an-
nonsering. Vi vill att du ska sticka ut och inte bli som alla
andra, sa vi maste skapa en funktionalitet genom Al som gor
det mojligt utan att alltid ge samma svar.

27 | CA Vad skulle du saga att det finns for tekniska utmaningar framé- | Techno-
ver med Al inom e-handel. logical
Context
28 | R2 Att hinna med att utnyttja allt som finns tillgangligt kraver att

man tar sig tid att undersdka och lara sig av de som &r duktiga
pa omradet. Det finns sa otroligt mycket information och verk-
tyg nu for tiden att man maste vara uppdaterad. Jag tror att den
storsta utmaningen inte ar det tekniska, atminstone inte for mig.
Jag ar ingen expert pa tekniken. Jag har ett tekniskt team som
tar hand om den delen och néar de sager att det inte &r nagra pro-
blem, da ar det inte nagra problem. Det viktigaste &r att man
inte slapper valideringen och godkéannandet. Nar nagot genere-
ras med hjélp av Al kan man inte bara anta att det &r korrekt el- | Risks
ler att det &r det man bor anvanda. Det kréver en validering och
en personlig beddmning. Man kan inte bara sldppa det fritt utan
att granska det langs vagen. Ett exempel &r nar du far en auto-
genererad butik. Du maste fortfarande godkanna och sékerstalla
att det ar det du vill presentera. Du kan inte bara kora pa det for
att det ser bra ut eller verkar vara det bésta alternativet. Det &r
inte det vi stravar efter. Vi vill att du ska ha tid att fokusera pa
det du ar bra pa, medan Al hjalper oss med kodningen och
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strukturen. Men det innebar inte att vi bara tar en kodstrang och
kor pa den utan att validera och kontrollera. Risken ar att de
som slapper for mycket frihet at Al kommer att stota pa pro-
blem. Upplevelsen kan bli som att chatta med en trétt bankro-
bot som svarar perfekt om du stéller fragan exakt ratt, men inte
kan hjalpa dig om du inte gor det. Det ar den kénslan man bor
undvika.

29 | CA Skulle du séaga att det finns nagra organisatoriska utmaningar? | The Or-
ganiza-
tional

Context

30 | R2 De organisatoriska utmaningarna ar enligt mig de som &r mest
spannande. Vissa tror att Al ska ersatta personer men da ar man
snett ute. Kan ni storyn i Kalle och chokladfabriken?

31| CA aa Vi har sett filmen.

32 | R2 Det ar Al for mig. Jag tycker den beskriver det sa sjukt bra for
att grejen ar att han jobbar i nan javla fabrik och sen sa blir han
ersatt av maskiner. Sen gar maskinerna sonder och han repare-
rar maskinerna. Det ar en forflyttning, det handlar inte om att
de tar vara jobb. Det kommer inte ersétta en social Media speci-
alist for hon som vi har hos oss fick ju panik. Ja, nu skriver den
all var content, ja, det gor den, men den kommer inte skriva det
bra nog om inte du validerar den och ser till att den foljer var
positionering till a och 0. Och den kommer inte leverera ratt
content om du inte promptar den med all bakomliggande fakta
kring vad vi vill leverera for upplevelse for vara kunder. Bara
en forflyttning i vad vi gor sa organisatoriskt sa ska kanslan
vara att du far en du far en assistent som ar yrkena du 6nskar
det vara. Och i mitt fall sa ena dagen, sa har jag en En riktigt
javla senior strategisk marknads person pa en byra I USA som
hade kostat oss 2 miljoner att anlita, men som jag far i princip
samma svar. Ena gangen sa skamtar jag om att jag vill att vi ska
fa en recension pa en hamburgare skriven av Erik niva. Det ar
vad du promptar in och far kénslan av att den ska du, man
maste bara lata den gora det den ska och lata dig fokusera pa
ditt uppdrag liksom. Det @r nog den organisatoriska utmaningen
tror jag. Jag tror att Grunden dr att man ar radd for att forlora
sitt jobb Men ké&nslan ska vara att jag kan gora mitt jobb 10
ganger battre om jag far det har stodet liksom.

33| CA Jag glémde stalla en tidigare fraga, men vi kan ta det, tror den | Techno-
ar ganska sjalvklar kanske? Men men varfor valjer man just da | logical

implementera Al? Finns det ingen konkurrerande teknik eller Context
ar det det ar Al som galler?

34 | R2 Det ar ju ingen annan teknik som kan leverera den kvaliteten
som det ar nu. Du kan ju autogenerera grejer fran hemsidor,

— 60—



Exploring Al in Swedish E-commerce Carl Tegnér & Axel Lidvall

eller véljer att ta. Jag kunde ju ha gjort det. Jag kan bygga nagra
eller det kan ju i och for sig Al ocksa, men jag kan ju bygga en
bot som hamtar information bara fran en specifik plats. Men da
blir det stolpigt, som jag sa, i det har forsakringsbolaget eller el-
bolaget eller vad fan det ar, som séger att ja, men ror din fraga
faktura nar jag fragade om nagot annat. Men du vet, den hittar
pa det kanske var detta du menade, och det ar den kvaliteten i
svaren du kan fa om man levererar ratt bas till den. Det gar inte
att ersatta med nagonting annat och det ar framtiden. Det ar
bara fragan hur snabbt vi kommer anpassa oss till att ga hela
vagen. Jag tror ju sa har, vi kommer att ha en support hos oss
24/7 genom Al, men om du hade fragat mig for 2 manader sen
sa hade jag sagt att vi kommer ha den i host. Men jag tror inte
vi kommer ha den forran kanske om ett ar, for vi kommer inte
vilja slappa den fri utan att det kravs fortfarande den personliga
touchen, sa att det blir bra sa har. Den kommer alltid att krdva
en validering av en manniska innan den ar redo. Vi ar inte rik-
tigt dar &n. Jag trodde nog att vi skulle vara det lite snabbare, Innovation
men vi ar faktiskt inte det. Det skulle jag saga. Beroende pa vil-
ken upplevelse man vill ha, men den upplevelsen vi vill leve-
rera ar.

35| CA Vi ar klara med alla vara fragor. Tack sa hemskt mycket for att
du kunde stalla upp.

36 | R2 Tack sjalva, ni far garna maila uppsatsen till mig nar ni ar klara.
Det vore kul att lasa den.

37| CA Sjalvklart kan vi géra det, Aterigen tack s& mycket och ha en
trevlig midsommar.
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7.3 Appendix C

Respondent | R3

Interviewers | Carl Tegnér & Axel Lidvall (CA)

Date 22 June 2023

Length 31 minutes

# | Speaker | Transcription Identified
theme

1 [CA Beratta lite om dig sjalv och din relation till e-handel Opening
Question

2 |R3 Jag ar CRO for Naveo Commerce. Vad Naveo har som pro-

dukt, det ar vad vi kallar var connected commerce l6sning som
ar en end-to-end l6sning, specifikt inriktad mot dagligvaruhan-
del och ganska mycket da mat. For att tillata dagvaruhandlare
att handla och salja sina produkter online.

Och varfor vi har nischat oss ganska starkt pa det segmentet ar
ju att ja, om man tittar pa e-commerce generellt sa &r det ju en
ganska enkelt (kanske fel sagt), men du har liksom en webbsajt
och sen sa har du din “commerce-engine”. Oftast ett lager som
du da levererar, elektronik eller klader eller ndgonting annat
fran. Och det ar ju liksom den segmentet som alla stora ar e-
commerce vendors gar pa med gent och salesforce. Ja ja ocksa
da sadana som shopify liksom dar man siktar in sig pa general
merchandise.

Men nar man saljer mat sa kommer det ganska mycket annat in
i bilden, det vill saga liksom kall kedjor. Krav pa att ha betyd-
ligt mera detaljerad produktinformation angaende alla gener
och sd vidare. “Variable Machine Products”, det vill sdga adpp-
len som kdps i stycken, men saljs i pris och. Om man &nda pra-
tar om leverans fran butik sa har man ju hela hela komplexa
processen med plock i butik dar man kan ha sa att saga hundra-
tals butiker som alla har individuella sortiment och individu-
ella priser. Och sen ska man ocksa klara av och da. Gora sjalva
fulfilment biten i butik, vilket gor att kravstallningen pa mat i
e-commerce sa betydligt annorlunda och det finns da inte sa
manga som har nischat in sig pa just den nischen.
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Den typ av kund dar vi har ar till exempel coop i Storbritan-
nien, som ar en av Storbritanniens storsta dagvaruhandel. Vi
har ju REMA 1000 i Norge tillsammans med Datema da alltsa
som ni kanner till och sen har vi SPAR i Sydafrikas och
Schweiz, Grand Canaria och sa vidare.

3 |CA Inom vilka specifika omraden av e-handel anvéands Al mest? The Tech-
nological
Context

4 Det &r inte s& manga som anvander sig av Al idag, men alla

haller pa att studera hur man ska anvénda sig av det och det ar
ju det som vi tittar pa ocksa. OK, hur kan man nu da enklast ta
i bruk Al och var ligger da sa att saga de implementationer
som faktiskt kan ge mer vérde?

5 |CA Hur ser man pa riskera med Al nar man implementerar Al
inom e-handel?

6 |R3 Ar riskerna ligger vl mest i att det &r ju ganska oprévade mal-
lar, liksom att om man tittar pa vad ar det som vi? Var har vi
tankt oss den forsta implementationen av Al och var har vi
gjort vissa sa att saga prototyper internt. Om man tittar da pa e-
commerce och framfor allt mat-ecommerce som vi da jobbar
med. Sa vad ar det som haller kunder tillbaka fran att flytta
over till e-commerce?

Oberoende alla andra segment sa ligger ju i e-commerce pa na- | Risks,
gonstans mellan 20 och 50 % av alla varor séljs online och i

mat sa ligger det vl pa i Sverige ligger det tror jag for 6-7% sa
det ligger liksom bakom. Och det finns egentligen. Sa att sdga
2 saker som hindrar kunder fran att vilja gora det. Sen finns det
ju andra problem som har att géra med lénsamhet, men det ar
nar det tar ju fruktansvart lange att bygga din kopkorg pa
grund av att du har ju. Om man kdper mat sa koper man ju latt
50 plus om man gor liksom en “bascet” och sen ar ju ocksé
segmentet valdigt stort sa det ar véldigt tidskravande process
att gora det.
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Innovation

Risks, Reg-
ulation
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Risks

7 |CA Varfor valjer man just att implementera Al? Finns det ingen
annan konkurrerande teknik?
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8 |R3 Jo, jag menar Al ja, for det forsta sa kommer man ju in i den
har langa diskussionen som varit tidigare , vad ar Al. Och vad
ar vanlig machine learning liksom? Vad ar data analysis ? De
ar ju de gar ju liksom lite ihop. Och ganska mycket, at-
minstone av det som gjordes runt Al. For ett ar sedan eller 1,5
ar sedan var ju egentligen inte Al. Det var ju maskininlarning
och big data analysis déar du da kanske behaller mer kontroll
det har medan du &r tjatig GPT och andra kanske é&r lite mer at
att forsoka vara sa att riktiga Al men fortfarande vad ar definit-
ionen pa Al? Vad ar Al eller sa kallad enkel big data analysis
liksom och dar finns ju de olika teknologierna.

Benefits,

Competi-
tion, Mar-
ket Compe-
tition
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9 |CA Hur stor spelar organisationens storlek in vid inférandet av The Or-
Al? Det vill sAga, har stOrre organisationer lattare att imple- | ganiza-
mentera Al? tional

Context

10 | R3 Size

11| CA Har man i atanke att utbilda apersonal for att hantera en The Or-
eventuell Al integration inom e-handel? ganiza-
tional
Context
12| R3 Resources
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13| CA Hur paverkar marknadskonkurrensen beslutet att implemen- The Envi-
tera Al i er e-handelsplattform? ronmental
Context
14 [ R3 Market
Om du bara kan séga att de anvander Al, s& | Competi-
kommer du att fa ett lyft. Det finns redan fruktansvart mycket | tion
mer vérde i detta till viss del, men det ar sekundért for tillfallet
eftersom det &r sa nytt.

15 CA Hur har statliga regleringar eller branschstandarder paverkat | The Envi-
ert inférande av Al-teknik? Har de inneburit nagra utman- ronmental
ingar? Context

16 [ R3 Regulation

17| CA Vad finns det for Etiska utmaningar da med med implementat- | Al & Eth-
ioner av Al? ics

18 | R3
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7.4 Appendix D

Respondent | R4

Interviewers | Carl Tegnér & Axel Lidvall (CA)

Date 26 June 2023

Length 29 minutes

# | Speaker | Transcription Identified
theme

1 [CA Beratta lite om dig sjalv och din relation till e-handel Opening
Question

2 |R4 Yes, jag ar ju CTO pa Bubbleroom, har varit har i ungefar
ett halvar. Innan det var jag pa nelly.com, dar jag ocksa var
CTO under tva perioder. Dessutom tillbringade jag atta ar
pa jetshop.se som CTO och genomférde en ombyggnad
och skalning av plattformen. Jetshop.se &r en e-handels-
plattform och en SAAS-plattform. Jag var dven med och
startade upp Amazons forsta kontor i Sverige inom strea-
ming. Det som nu ar kédnt som Amazon Prime. Jag var med
och byggde upp kontoret i London fran 200 utvecklare till
2000 utvecklare. Jag var &ven med och byggde den forsta
streamingplattformen i Sverige for DVD-uthyrning pa na-
tet. Det var kanske fore er tid, innan streamingen, men da
skickade man fysiska DV D-skivor. Det var e-handel, med
skillnaden att man ville ha tillbaka dem eftersom det var
uthyrning. Sa jag har hallit pA med e-handel i cirka 20 ar.
Jag har ingen plan att lamna e-handelssparet heller.

Ja, det var en kort introduktion om mig. Jag boér ndmna att
jag &r programmerare i grunden, men jag skriver inte
langre kod, har inte gjort det de senaste 10 aren. Ibland kan
det bli nagra skript har och dar for att automatisera proces-
ser som man inte vill géra manuellt.

3 |CA Inom vilka specifika omraden av e-handel anvands Al The Techno-
mest? logical Con-
text

4 |R4 Mm, nej, men den forsta fragan blir vél vad ar Al och vad
ar ML? Men om man tanker pa det man har jobbat mest
med, har det varit produktrekommendationer. Man har ar-
betat med det i cirka 20 ar, och Amazon har varit ledande
inom detta under manga, manga ar. Tidigare har det framst
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Innovation

Néar det kommer till text ar det naturligtvis dversattningar
pa webbplatser som ar viktiga. Amazon gjorde ett otroligt
daligt arbete med 6versattning av produktbeskrivningar,
déar det till och med fanns svordomar och kénsord. De hade
inte ens en filtreringsmekanism for detta, utan det var en
ren Oversattning utan kontroll, vilket var ganska impone-
rande att ett sa stort foretag inte kunde l6sa. Men sadana
problem har blivit mycket battre. Det finns ménga foretag | Risks
inom omradet, sarskilt inom mode, eftersom man anvander
olika termer inom modebranschen &n inom elektronikbran-
schen. Det finns specifika Al-foretag inom detta omrade
som fokuserar pa produktéversattningar. Textdversattning
ar en ganska enkel och effektiv process, och det har mest
varit ML, men det blir mer Al i dverséttningar, inte bara
for produkttexter utan dven for generella dversattningar.

Innovation

Kanske inte det mest spannande, men det &r extremt kost-
nadseffektivt och intressant att kunna erbjuda béttre ser-
vice. Men om man tittar pa nagot mer spannande for kun-
derna kan det bli mojligt att anvanda chattagenter eller e-
postagenter som personliga radgivare. De kan bli som en
personlig butler som hjalper dig att hitta den stil pa klader
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du soker. Det ar nagot som utvecklas, sa att det inte bara

handlar om en enkel agent som svarar pa dina fragor, utan

faktiskt blir en saljare som hjélper dig att hitta de klader el-

ler produkter som du vill ha.
Innovation
Innovation

5 |CA Hur ser man pa riskera med Al nar man implementerar Al | The Techno-

inom e-handel? logical Con-

text
6 |R4 Det ar val aterigen, men det beror nog lite pa vad det ar,

liksom. Om man tittar pa texter, sa blir det knasigt nar de

inte &r bra. Det &r en stor risk att lata Al svara pa kunder- | Risks

nas mail ocksa. Dar &r ju fragan: Vad ar tillrackligt bra? Ar

95% bra eller ar 80%? Hur sdker kan man vara pa att man

far ett bra svar och inte ett helt hoppl6st? Ibland kan svaren

bli helt uppat vaggarna. Det &r en stor risk nar det kommer

till dessa specifika delar.

Sedan kan man titta pa det generella problemet att Al blir

vad den ar tranad pa, och det ar ofta partisk data. Om du

far ndgon som bara vill ha en viss typ av klanningar, Risks
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kommer Al:n att fokusera pa det och kanske inte se det
andra. Om du tranar en Al-kundtjanstagent som tidigare
har svarat fel, kommer den fortsatta svara fel i framtiden,
eftersom den ar lard utifran felaktiga data.

Sé& man kan trana nagot pa felaktig data eller sa kan Al:n
bli partisk pa grund av felaktig data, och det &r dessa saker
som &r utmaningar inom var bransch. Sedan, om man
skulle vara mer konstnar eller musiker, da stalls man infér | Risks
utmaningar som upphovsratt och fragor om originalitet,
plagiat och stold. Det finns manga sadana utmaningar inom
dessa omraden.

Man kan ocksa dra en parallell till Elon Musk och andra
stora foretagsledare som forsoker bromsa utvecklingen,
inte bara av etiska skal, utan ocksa for att manniskans
storsta hot kanske ar manniskan sjéalv. Det ar diskussioner
om dessa saker, men pa hégre nivaer.

Risks
7 |CA Jobbar ni mest med inhouse-l6sningar eller képer ni in The Techno-
fardiga system nar det kommer till Al? logical Con-
text
8 |R4 Det varierar mellan olika foretag, skulle jag séga. Vart fo-
retag ar ganska litet med en liten 1T-avdelning, sa vi koper
bara l6sningar.
Compatibility

Vi foredrar sma, agila och framatriktade foretag som
kan snabbt leverera det vi behover.

Nér jag var pa Nelly hade vi ett tjugotal utvecklare, sa da
hade vi méjlighet att utveckla egna l6sningar.JA andra si-
dan ar vi baserade i Boras, som kanske inte ar Sveriges
storsta stad.

9 |CA Hur anpassar man Al till den befintliga tekniska infra- The Techno-
strukturen inom organisationen? logical Con-
text
10 | R4
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Compatibility
11 CA Varfér valjer man just da att implementera Al, vad brukar | The Techno-
vara eller ar den storsta drivfaktorn till att man vill hanga | logical Con-
med i den utvecklingen, skulle du saga? text
12 | R4 Nej, men om vi tittar generellt pd e-handlare, sa ar det ju sa
att man vill 6ka forséljningen och vardet pa bolaget.
Benefits
Innovation
Benefits
13| CA Du hade ju varit pa ganska manga olika foretag i olika The Organi-
storlekar och allting. Hur stor roll skulle du sdga att orga- | zational Con-
nisationens storlek spelar vid en Al integrering? Sa &ar det | text
lattare for stora eller sma foretag eller ganska likt?
14 | R4
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15| CA Hur paverkar tillgangen till resurser beslutet att infora Al i | The Organi-
en e-handelsverksamhet? alltsa som ekonomiska, ménsk- zational Con-
liga, tidsmassiga och sa vidare. text

16 | R4 Jag ska nog inte sdga att man bara fokuserar pa att infora

Al i e-handeln, utan man forsoker faktiskt I6sa ett problem,
och da kan Al vara en losning. Visst, Al ar ju lite av ett
buzzword just nu, sa det kan vara extra fokus pa det. Men
jag ser drivkraften i automatisering, som i stor utstrackning
kan uppnas med hjalp av Al. Man fragar sig: Vad kan vi
gora? Och dér handlar det om att fors6ka minska resursbe-
hovet for att spara pengar, vilket &r en stark drivkraft. Sam-
tidigt finns det utmaningar, for att implementera Al kravs
kunskap, pengar och tid. Det ar utmaningen for ett e-han-
delsbolag. | e-handelsbranschen gar det ganska snabbt, det
hénder mycket. Man har mycket att géra med den dagliga
verksamheten, sa det kan vara svart att hitta tid att imple-
mentera nagot nytt och fokusera pa det.

17| CA Du sa att ni pa bubbleroom mest jobbar med inkopta The Organi-
SAAS-I6sningar. Brukar det kravas utbildningar av eran zational Con-
personal da for hur man anvander de har systemen? text

18 | R4 Rent generellt, nar vi pratar om olika system, sa handlar

det inte bara om renodlade Al-system. Vi undersoker for
nérvarande olika system. Bland annat en helt ny sok- och
rekommendationsmotor, och &ven om jag &r ganska saker
pa att de beskriver den som Al, &r den inte sarskilt avance-
rad. |
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19| CA Hur paverkar marknadskonkurrensen beslutet att imple- The Environ-
mentera Al inom e-handel skulle du séga? Ar det en stor mental Con-
drivkraft? text
20 | R4
Market Com-
petition
For ungefar tva ar sedan var det
inte sa viktigt vad resultaten visade, utan det handlade bara
om att 6ka forsaljningen. Nu ar det mycket viktigare for in-
vesterare och dgare att foretagen faktiskt kan leverera posi-
tiva resultat och organisk tillvéxt med vinst. Det handlar
inte bara om att branna mycket riskkapital i foretaget. Det
har blivit en tydligare skillnad, och det &r svarare att bara
infora produkter hit och dit utan att p nigot satt tinka pa | Market Com-
om investeringen i ett automatiserat kundtjanstsystem petition
kommer att vara I6nsam. Man maste ténka pa avkastningen
pa investeringen och nar man kan forvanta sig att se resul-
tatet av den investeringen.
Market Com-
petition
21 | CA Statliga regleringar och branschstandarder, &r det nagot | The Environ-
som du kanner har paverkat ert beslut att implementera mental Con-
Al? Har det inneburit utmaningar, finns det 6ver huvud ta- | text
get ndgra sadana som ni behdver anpassa er till?
22 | R4
Regulation
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Det kan inte vara upp till varje
anvandare att avgora, sarskilt om man bara koper tredje-
partsprodukter. Ansvaret kommer inte att ligga hos 0ss
som koper Al-produkten, utan det kommer att ligga hos
dem som tillhandahaller svaren. Ta till exempel om man
anvander en Al som genererar bilder. D& kommer det att
finnas nagon form av vattenmarkning eller liknande som
visar att bilden ar genererad med hjalp av Al. Det kommer
att vara den typen av saker som tydligt indikerar att det har
ar Al-genererat. Jag tror att sadana regler och standarder
inte kommer fran Sverige utan troligtvis fran USA och
Europa, dar de kommer fram till gemensamma lagar och
riktlinjer for hur det ska vara. Jag tror absolut att det kom-
mer att finnas etiska fragor som kommer att tas upp ocksa. | Regulation

Det tror jag behdver goras eftersom det kommer att handa.

att leda utvecklingen utan kommer att kdpa tredjepartspro-
dukter som redan ar anpassade efter dessa regler.

Regulation

23 | CA Vad skulle du séga att det finns for Etiska utmaningar med | Al & Ethics
Al-anvandning inom e handeln?

24 | R4 Det &r en svar fraga. Jag vet faktiskt inte om man generellt
sett tittar pa e-handel, men det &r val sa som jag sa tidigare,
att det har handlar om partisk data som trénas felaktigt. Det
leder till en bias dar vissa saker ignoreras.

25| CA Vi kan ta en liten sammanfattande fraga for att avsluta. The Techno-
Gallande utmaningar da, vad skulle du saga att det finns logical Con-
utmaningar om man delar upp de i tekniska och organisa- | text + The

toriska utmaningar med Al inom e handel?
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Organiza-
tional Context

26 | R4

Competition

Det kommer naturligtvis bli battre och battre, och till ex-
empel kommer Microsoft att integrera chatt-GPT i sina Of-
fice-produkter. Det pagar redan betatestning for det. Det &r
da man far nytta av det nar man har det integrerat i verkty-
gen som organisationen anvander dagligen. Da behéver
man inte ga till tre eller fyra olika platser eller kanske till
och med 20 olika platser beroende pa vilken typ av Al man
vill anvanda. Det maste vara enkelt integrerat i deras dag-
liga arbete, da kommer det verkligen ta fart. Men som sagt,
om man inte vet hur man anvander det och inte far utbild-
ning i det, s maste man ocksa informera och lara ut hur
man arbetar med det, inte bara vad man kan gora.

27 | CA Jag tror vi &r klara dar.
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28 | R4 Bra, ni far hora av er om det ar nagot mer som behdver
kompletteras eller nagot sadant dar sa skicka ett mail sa ser
jag om jag kan hjalpa till med nagot.

29 | CA Tack sa hemskt mycket och tack for intervjun.

30 | R4 Ja, det ar lugnt, ha det bra!

31| CA ha det bra. Hej da.
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7.5 Appendix E

Respondent

RS

Interviewers

Carl Tegnér & Axel Lidvall (CA)

Date

7 July 2023

Length

25 minutes

# | Speaker

Transcription

Identified
theme

1 |CA

Beratta lite om dig sjalv och hur du jobbar o inom e handel.

Opening
Question

Ja, det stammer. Jag har varit handelskonsult i lite mer an 10 ar,
tror jag. Borjade jobba for HM och arbetade dar i nagra ar med
deras e-handelsplattform. Efter det har jag varit pa olika fore-
tag, framst inom dagligvaruhandeln och e-handelssegmentet.
Jag har jobbat med bade Axfood och Coop och varit involverad
i olika delar av e-handeln.

| borjan arbetade jag som utvecklare, men de senaste 7-8 aren
har jag framst varit l6sningsarkitekt. Sa jag har haft mer dver-
gripande ansvar, och har fokuserat pa hur allt ska fungera till-
sammans. Det handlar om att se hur e-handeln ska integreras
med resten av verksamheten och hur arbetsprocesserna ser ut.
Aven om jag har haft en évergripande roll, har jag fortfarande
behallit en viss teknisk forankring.

| det stora hela handlar det om att styra utvecklingsteamet. Jag
beskriver vad som ska implementeras och ger riktning tillsam-
mans med verksamhetssidan. De ar de som bestdmmer hur vi
kan dra in sa mycket pengar som majligt. Sa det ar lite sa det
fungerar.

Inom vilka specifika omraden av e-handel anvéands Al mest?

The Tech-
nological
Context

Ja, Al anvénds mest inom e-handel. Det anvénds i princip dver-
allt skulle jag saga. Nér jag tanker pa e-handel, brukar jag foku-
sera pa en vanlig e-handelssajt och utifran den kan man sedan
fundera pa olika omraden. Om du gar in pa en e-handelssajt,
har du till exempel startsidan med kontoinformation, kampanjer
med mera. Sedan finns produktsidorna och listings. Det finns
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hela checkout-processen och dven det som sker bakom kulis-
serna, som t.ex. hela fulfillment-delen och kundtjanst for retu-
rer och klagomal. Det & omradena som finns i e-handelns
varld.

Nar det galler Al i e-handel, s kan man sdga att det anvands i
varierande grad.

Om
det ar en kropps- eller dagligvaruhandel kan rekommendation-
erna vara olika, baserat pa vad man vet att kunderna gillar. Till
exempel, om du &r inne pd HM:s webbplats kan rekommendat-
ionerna vara baserade pa farger eller plagg du tidigare visat in-
tresse for. Detta kan anpassas baserat pa trender i nuvarande
browsing-beteende och vad andra anvandare tittar

Innova-
tion, Bene-
fits

En annan aspekt att tdnka pa ar hur Al anvands inom betalvax-
lar. H&r anvands maskininlarning och logik for att identifiera
korrekta och eventuellt bedragliga transaktioner. Manga betal-
vaxlar har redan inbyggda regler och algoritmer for detta &nda-
mal, och det anvénds i princip av alla, bade mindre och storre
aktorer. Detta ar ett satt att skydda bade kunder och féretag fran
bedrageri.
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Innova-
tion, Bene-
fits

5 |CA Hur ser man pa riskera med Al nar man implementerar Al The Tech-
inom e-handel? nological
Context

6 |R5 Jag vet inte riktigt, jag tycker att det ar sa riskfyllt, det ar ju. Risks
Det ar klart att det &r ju produktrekommendationer, det &r ju bra
om de é&r bra, forstar jag menar, det ar ju om du rekommenderar
fel, det kan ju saklart fa en. Ja, det kan ju uppfattas som nega-
tivt, vilket saklart kan leda till att du tappar business, liksom
en."

Sa ar val inte det liksom for det blev valdigt automatiserat, sa
man har inte alltid. Det ar nog fa som exakt vet varfor vissa sa-
ker har foreslagits i produktionen, for det ar ju otroligt mycket | Risks
data som gar in och man vet inte exakt hur algoritmen funkar,
sa det ar ju en risk saklart att det kanske din hemsida helt enkelt
inte riktigt ser ut sa lange som du har tankt dig.

Som det har maste vara pa och sen finns det ju liksom pa det
med betalvéaxel Klarna, det &r ocksa lite grann att du kan fa. Ja,
men du kan ju fa transaktionerna nekade som egentligen &r
okej, liksom sa kan det ju ocksa vara. Sa den &r ju. Det ar ju det
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hér med att era grejer ar ju inte alltid hundra procent exakta lik-
som.

Det &r ju oftast en. Da far vi tillbaka med en, tyvarr sa kommer
ju séga liksom att det dar till 90 procent ar en OK betalt trans-
aktion. Men det ar klart att det fortfarande 10 % liksom kan
vara problematiska, sa det ar ju inte det man far liksom? Ja,
ganska klart for sig att det &r ju. Det ar ju fortfarande en pre-
diction helt enkelt. Det &r ju inte en exakt vetenskap, sa dven
om den &r valdigt bra och manga poliser &r valdigt ratt och har
ganska hog konfidens sa ar det ju fortfarande svart att gora.

7 |CA Ja, du namnde ju forut man ofta kor tredjepartslosningar med | The Tech-
Al. Hur gér man da nar man anpassar det till den befintliga in- | nological
frastrukturen? Context

8 |R5 Compati-

bility

Vissa tar dven inkdp kophistorik for att liksom ytterligare for-
battra. Men det som ar mest aktuellt egentligen, det som samlas
in fran sajten, for det ar ju som ett exempel sa gor de ju sa att
om du har ett en du séker nagot pa sajten och sedan klicka na-
gonstans i sokresultatet och kollar den ju da. Eller da far den ju
med sig vilket nummer i rankingen du har klickat pa och da vet
jag ja just det fast. Han ville ju egentligen ha den som bor pa
nummer 4 ville han ju i den hogst upp for det var den han
klickade pa och sa lar den sig liksom utifran det.
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Och e-handelssajten har oftast mycket trafik ocksa, sa det blir
ganska fort ganska mycket data.

9 |CA Vad finns det fér tekniska utmaningare med en Al integration | The Tech-
inom e-handel? Vad &r dem vanligaste problemen man stoter nological
pa? Context

10 | R5 Oftast ar det datakvalitet, tror jag.|Sjalva e-delen &r oftast redan

satt. Alltsd den koper, koper man mat och mycket fardigt lik-
som det och det vanliga.

Det kravs ju liksom en del kunskap &ven om det
finns pd manga foretag, finns det ju data i deras databaser som
man kan jobba pa och sa vidare, sa ar det inte sa vanligt att det
ar ndgon data scientist som sitter och skriver dessa grejer sjalv.

. Oftast av-
tar kvaliteten helt enkelt nér det géller produkter med ofta att
produktdatan ska vara bra och att priserna ér aktuella och s vi-
dare. For det ar ocksa klart, det tar ju hansyn till vad saker kos-
tar och sa vidare och man kan ju ocksa optimera da att sélja el-

ler att forsoka foresla varor med hi)’i mariinal till exemﬁel, .

Sen finns det... Ja, det finns véldigt lite tekniskt krangel med
hur ofta man kan pusha data och funkar de med tracking-skrip-
ten? Alla korrekta, sitter de pa ratt stallen pa sajten och sa dar
liksom. Det &r inte s3 mycket rea Al och gora det med sa dar.

11| CA Hur stor spelare var organisationens storlek in vid inférandet | The Or-
av Al? Skulle du séga, att till exempel stérre organisationer ganiza-
har lattare for att hantera en Al integration? tional
Context
12 [R5
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de ju att anpassa och tdnka om liksom sokresultat, ranking och
lite sant dar. Sa finns det ju en majlighet att paverka och
tweaka och sa vidare. Och det man vanligtvis gor ar att man,
det &r klart man utbildar de personerna vanligtvis for just den
typen av fragor, det ar ju de som jobbar med merchandising.
Allts3, det ar i princip de som stéller fram om du tanker pa en
vanlig butik. De som dekorerar skyltfonstret, liksom. Det ar lite
grann samma sak. Det &r liksom att de sitter och optimerar hur
rekommendationerna ska bete sig. Och da tittar de ju pa moni-
torering, de tittar ju till exempel da pd om de har s6korden fun-
kar ordentligt. FOr da ser de att ja, men det ar manga som har
sokt pa det, men det blir inga straff pa det, sa jobbar de ju uti-
fran det. Sa det gor man ju absolut. Som han sa, det ar ingen

13| CA Hur paverkade tillgangen till resurser (ekonomiska, manskliga, | The Or-
tidsméssiga) beslutet och processen for att inféra Al i er e-han- | ganiza-
delsverksamhet? tional
Context
14| R5 Resources
15| CA Jobbar man nagot med utbildning av personal nar man genom- | The Or-
for en Al-integration inom e-handel? ganiza-
tional
Context
16 | R5 Ja, det gor man ju absolut, for det gér ju att paverka. Oftast gar | Resources
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blackbox som bara finns. Oftast finns det ju méjlighet att
tweaka den till viss del, &ven om man inte exakt vet hur den
kommer fram till allt, sa finns det ju mojlighet att liksom jobba
med det. S det gor man, tycker jag.

17| CA Hur paverkar marknadskonkurrensen e-handelsforetags beslut | The Envi-
att implementera Al i sin verksamhet? ronmental
Context
18 | R5 Det &r val det, men jag &r inte sa nara den typen av beslut van- | Market
ligtvis. | mitt jobb &r det oftast sa att man jobbar utifran con- Competi-

version rate, oftast att det finns ndgon form av mal att man vill | tion
oka konverteringen direkt med 1% till 2% eller nagot sant dar.
Sa oftast dr det sa. Jag vet inte hur mycket man tittar pa kon-
kurrensen dar,

19| CA Statligar regleringar, ar det nagotinting som paverkar imple- | The Envi-
mentationen av Al? Har ni st6tt pa det och hur hanterar ni det | ronmental
isafall? Context

20 | R5 Inte stott pa i sammanhanget. Daremot sa har statliga regle- Regulation

ringar, framfor allt GDPR, ju langre varit aktuellt, men kanske
inte prioriterat riktigt lika mycket.
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19| CA Vad finns det for etiska utmaningar med Al inom e-handel? The Envi-
ronmental
Context
20 | R5
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7.6 Appendix F

Themes English Swedish
Opening Tell us a bit about yourself and your | Beratta lite om dig sjalv och din re-
Question relationship with e-commerce. lation till e-handel
The Tech- | In which specific areas of e-com- Inom vilka specifika omraden av e-
nological merce is Al most used? handel anvénds Al mest?
Context
How are the risks of Al viewed Hur ser man pa riskera med Al nar
when implementing Al in e-com- man implementerar Al inom e-han-
merce? del?
What are the benefits of using Al in | Vad ar fordelarna med att anvénda
e-commerce? Al inom e-handel?
How to adapt Al to the existing tech- | Hur anpassar man Al till den befint-
nical infrastructure within the organ- | liga tekniska infrastrukturen inom or-
ization? ganisationen?
What technical challenges can arise | Vilka tekniska utmaningar kan upp-
when integrating Al into the existing | sta vid integration av Al in i den be-
infrastructure? fintliga infrastrukturen?
Why do you choose to implement Varfor véljer man just att implemen-
Al? Are there no other competing tera Al? Finns det ingen annan kon-
technologies? kurrerande teknik? - skippa, denna
fraga suger
The Organi- | How much does the size of the or- Hur stor spelar organisationens stor-
zational ganization matter when implement- | lek in vid inférandet av Al? Det vill
Context ing Al? That is, do larger organiza- | sdga, har storre organisationer lattare

tions find it easier to implement Al?

How much does the structure of the
organization play a role in the imple-
mentation of Al? That is, how the or-
ganization is divided and governed?

Can you give examples of how or-
ganizational culture has influenced
the adoption and use of Al?

att implementera Al?

Hur stor roll spelar organisationens
struktur roll vid implementeringen av
Al? Det vill s&ga hur organisationen
ar uppdelad och styrd?

Kan du ge exempel pa hur organisat-
ionskulturen har paverkat inférandet
och anvandningen av Al?
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How did the availability of resources
(financial, human, time) affect the
decision and process of introducing
Al in your e-commerce business?

How has your organization trained
staff to manage Al integration?

Hur paverkade tillgangen till resurser
(ekonomiska, manskliga, tidsmass-
iga) beslutet och processen for att in-
fora Al i er e-handelsverksamhet?

Hur har er organisation utbildat per-
sonal for att hantera Al-integration?

The Envi-
ronmental
Context

How does market competition affect
the decision to implement Al in your
e-commerce platform?

How have government regulations or
industry standards affected your
adoption of Al technology? Have
they posed any challenges?

Hur paverkar marknadskonkurrensen
beslutet att implementera Al i er e-
handelsplattform?

Hur har statliga regleringar eller
branschstandarder paverkat ert info-
rande av Al-teknik? Har de inneburit
nagra utmaningar?
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