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Abstract

Modern day marketing is successively becoming automated and intelligent data driven.
Technological advancements are starting to trigger business processes towards a more value-
driven evolution. More profoundly, businesses to stay competitive have to collaborate with the
fourth revolution. Research has established that, intelligent data utilization is the future of
marketing and sales. Through intelligent technologies adoption the digital transformation
evolves business practice with new value-creating opportunities. Industry 4.0 has changed the

way of doing business across various network by autonomously sharing data in real-time.

Prior research highlights that integrating intelligent data in the business, will increase the
knowledge about the customer’s needs and behavior, which continuously can be associated as
a standard procedure within marketing disciplines. Inline adoption of digital tools can help
understand the humans’ domains and personalize content for the customer to generate the most

potential value through a sales process.

This is a premier study exploring the digital transformation’s role within the sales process. The
study contributes by empirically testing the Bhatti and Jensen (2022) Aalborg Sales Process
Model which extends the works of Dubinsky (1981), Moncrief and Marschall (1999), and
Toytéri et al. (2011). Through empirically analysis, the researchers are assessing validity of the
MAPS conceptualization. This is being carried out through a multiple case study in
collaboration with two Danish firms. The finding reveals, an adjustment occurs when applying
theory into practice. Therefore, the researchers develop a new standardized conceptual

framework, The Master-model, based on observations, interviews, and a case comparison.

Keywords: Digital transformation, Industry 4,0, Machine Learning, Artificial Intelligence,
Neutral Language Processing, Competitive advantage, Sales process, MAPS, Decision driven

analytics.
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Part 1: Introduction

“ “In non-digitalized sales-related processes, employees are frequently unable to
access all knowledge required to make adequate decisions.”

- Paolo Guenzi & Johannes Habel, 2020, p. 65.

Nowadays, business- and academic research highlight the importance of exploiting industry
4.0 technologies (Bhatti, Vahlne, Glowik & Larimo, 2022). Industry 4.0 (14.0) specifies a high
technology strategy and revolution and was proposed in 2011 by the German government
(Strange & Zucchella, 2017). 14.0 refers to a new conveying of digital industrial technologies
and solutions (Riissmann et al., 2015). Conceivably, 14.0 brings modifications from isolated
manufacturing activity to activities that include more optimized, automated, and heavily

integrated data flows in the (global) value chains. (Strange & Zucchella, 2017).

Digitalization within 14.0 is appreciated for converting value-adding processes and business
patterns. The industry 4.0 technologies offer corporations the opportunities to compete
globally, using digital technologies in their daily business practice (Bhatti et al., 2022).
Generally, 14.0 is a digital transformation that consists of technological trends such as Big Data,
Artificial intelligence (AI), Machine Learning (ML), Internet of Things (IoT), cloud
computing, mobile technologies, 3D-printing, and Robotics (Strange & Zucchella, 2017).

It is important to acknowledge that 14.0 is seen as the technology of tomorrow. The topic is
heavily discussed among different researchers of being the future of doing marketing and sales,
illustrated in table 1. Taking the 14.0 into consideration, it can be referred to as the digital
transformation, which plays a major and responsible role in changing and adopting the fourth
revolution (Chiarello, Trivelli, Bonaccorsi & Fantoni, 2018). Digital transformation is a key
factor for an up-to-date business model. The key issues for many businesses are adapting the
digital transformation in the right form, adjusting it according to the customers level of
digitalization and the company's maturity level. Hence, it is important that the companies are
ready for a new organizational structure due to digital transformation (Strange & Zucchella,

2017).
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Table 1 identifies existing research to discover the research gap for this thesis. The
recommendations are established upon key findings within the several related articles. Existing
research findings stated that digitalization and technology have impacted sales and marketing
activities recently (Davenport, Guha, Grewal & Bressgott., 2020). Future research suggests that
Al, which can be seen as the umbrella technology with underlying technologies such as; ML
and Neural Language Processing, algorithms, and, in general, the whole concept of 14.0, will
change the way we approach customers in the future. Chintalapati & Pandey (2022) and
Davenport et al. (2020) suggests investigating how corporations must change their overall
marketing strategy when implementing and adopting digital solutions, such as Al, across the
marketing activities. However, existing literature highlights the comprehensive effect
technology and digitalization have had on the marketing activities. Therefore, researchers
acknowledge that the impact of the digital transformation have on sales processes is a high
priority for future research recommendations (Dwivedi et al., 2021; Paschen, Keitzmann &

Keitzmann., 2019).

Another interesting research gap identified is the digital transformation and its interaction with
lead generation, which is seen as an area of interest for sales research. According to Saura,
Ribeiro-Soriano & Palacios-Marqués (2021), it is essential to investigate the effectiveness of
intelligent technologies in B2B digital marketing, when focusing on lead generation. Moreover,
within this area, Paschen, Wilson & Ferreira (2020) suggest investigating the advantages and

disadvantages of lead generation and the Dubinsky (1981) seven-step sales process.

Recent works clearly highlight studying, AI and how it affects sales activities.
Recommendations for future research explored are how Al impacts the role of sales
professionals and how Al impacts sales professionals' role for example, the effects of using Al
on a salesperson's performance (Paschen, Kietzmann & Kietzmann, 2019). Moreover, how do
sales professionals react to Al applications. Secondly, which of the human tasks in sales are
being performed by Al technology, and to what extent. In addition, Paschen, Paschen, Pala &
Kietzmann (2021) suggests investigating how Al changes the value creation process for
customers and how it can create a more efficient approach to capturing customer knowledge
for the salespersons. Another recommendation for future research within this literature gap
suggests investigating if Al will standardize sales performance across sectors or develop a more

individualized sales role (Dwivedi et al., 2021).
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Authors Future Research Recommendations
Mariani, Perez-Vega Personal data to allow customerization
and Wirtz (2021) How the advantage of incorporating Al into business can change customer judgement.

Chintalapati & Pandey How adopting Al can contribute to Continuous Transformation.

(2021)

Kushwaha, Kumar & The functionality of chatbots within business environment (B2B).

Kar (2021) Investigate how the relationship is between the extracted elements in the chatbots.
Baabdullah et al. Dark side of AI and their impact on the tendency of B-2-B SMEs; How.

(2021)

Mikalef, Conboy &  Investigating the impact of adopting Al solutions: before, after or during.
Krogstie (2021)

Davenport et al. Marketing strategy; how Al can be best used due to price-
(2020) and promotions.
Al-driven algorithms; forecasting demand for new products.

Saura, Ribeiro-Soriano B2B digital marketing strategies: using Al-based CRM; lead generation.
& Palacios-Marques  How to optimize Al-based CRM, due to customer experience/journey.
(2021)

Paschen, Wilson & Lead Generation and "the seven step of sales" processes -
Ferreira (2020) disadvantage and advantage.

Paschen et al. (2019) Al technologies; its performing in sales professionals.
Which of the traditional human tasks in sales can be performed by AI?
How can Al create, organize and transfer customer knowledge into
the marketing and sales process?
Al and the value creation processes for customers and users.

Dwivedi etal. (2021) How far should Al technologies take the sales process; Will Al allow more
individualized sales roles?
Big data analysis and its use to allow the salesperson to develop adaptability to
the need of the customers?
Will AI free the salesperson to handle high level and personalized sales interactions?
Al driven environment in connection to privacy and sales intelligence.
Algorithms and its impact on customers’ behaviour?

Guenzi & Habel Mapping the entire sales process before applying the digital transformation
(2020) into a digital sales process.

Table 1: Own Illustration, 2022. Future Research Recommendations.

Despite corporations investing heavily in digital transformation, many of these investing
companies are struggling to take advantage of the applications. For example, research by
Accenture (2016) illustrated in their findings that almost 75% of sales directors pronounce that
their sales tools are integrated into their sales process, whereas only 15% stated that the sales
tools are genuinely effective. Furthermore, 68% of corporations are underinvesting in sales

analytical technology (Guenzi & Habel, 2020).

According to Guenzi & Habel (2020), one of the main priorities of digital evolution can be
seen in the organization's overall sales fields. The fact that many companies are struggling with

their sales tools and processes is not surprising, as access to technological guidance; in the sales
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process is limited in the prior literature. Thus, many companies have engaged in a process
where the digitalization of sales unforcedly becomes an incremental non-sum game process

(Guenzi & Habel, 2020).

Guenzi & Habel (2020) suggest that before investigating the technology in the area of
implementing a new digital sales strategy, corporations must map out the entire sales process.
Based on this statement and the identified empirical gaps, the intended contribution of this
thesis is to map the sales process to understand if industry 4.0 impacts the sales process
(MAPS). Therefore, our study will be an empirical contribution to the "Aalborg Sales Process
Model (MAPS)," by testing its operationalization in the sales process (Bhatti & Jensen, 2022).
MAPS is built on existing theory and is a reconceptualization of the Dubinsky (1981),
Marshall, Moncheif & Lassk (1999), and Toytéri et al. (2011) work, including the role of digital
transformation in the sales process. Moreover, the intended contribution is to give an extended
knowledge of how technology is affecting the conceptual framework through the sales process
evolution. Hence, if it is possible to establish an aligned process design, where the digital
transformation is the main driver for the sales process optimization. The researchers intend to
answer the following question by studying two Danish firms. The research objective is to
explore how Industry 4.0-based technology facilitates the sales process. This is a premiere

sales-process based study examining:

How does the interplay between human and Al-based technologies optimize the sales

process?
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1 « Construction of the Thesis

This thesis is a primary work and a part of a research project on Aalborg University Business
School. Thus, the theory has not been tested in practice yet. The research is in close
collaboration with Waheed Abkar Bhatti and Karina Burgdorff Jensen exploring the industry
4.0. The researchers aim to explore, how the future sales process can be aligned with the usage
of 1.40 to test and evaluate how the adoption of Al solutions will help companies in a sales

process.

Doing the past decades overarching theories are used in sales processes which is why several
academic sources by Dubinsky (1981), Marshall (1999) and Toytari et al. (2011) will be used.

The literature goes through stepwise progression in the overall sales processes.

1.1 Report structure

The report structure covers a presentation of the thesis and consists of 3 main parts: Part 1;
introduction, the introductory part. Part 2; which is a Methodology and Analyzing. Part 3,
which is “the last sentence” of the thesis, which constitutes a discussion/conclusion of the
thesis. Finally, a 4. Part occurs, including the list of figures, references, and appendix takes
place. This part will not be included as signs in the written presentation. This also applies to
the front page, title page, preface, abstract, and table of contents. The last part of the thesis is

an exam which consists of an oral defense after submission on June 1, 2022.

The reader is advised to read the assignment in chronological order to achieve the assignment's
full understanding of each part. Below is a model illustrating the four parts of the report

structure and the corresponding chapters and sections.

Enjoy Reading.
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Part 1:

Introduction.

Part 2:
Methodology and
Analyzing

((‘ Master Thesis

Chapter 1, Construction of the thesis:
Sections: Report structure, Abbreviations, Quotes
and descriptions, Figure text and own illustration.

Chapter 2, Literature review.

Chapter 3, Methodology and Research Strategy
Sections: Philosophy of Science, Transitive and
intransitive, methodology approach, reasoning, Mix-
methos, Validity, and reliability.

Chapter 4, Empirical Analyzing and Testing
Reconceptualization for Validity

Sections: Case company 1, Case company 2, Case
comparison.

Chapter 6, Discussion & Conclusion.

Section: Discussion & Conclusion, Research
Contributions, Management Implication, Limitations
and Future Research.

Chapter 7, List of figures and tables.
Chapter 8, References.
Chapter 9, Appendix.

Figure 1: Own illustration, 2022. Report structure and the corresponding

chapters and sections.
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1.2 Abbreviations

In the thesis, the references to the appendix will be abbreviated to A1, A2, etc. This with the
aim to minimize the area of Appendix. Here the abbreviations aim to increase the experience
for the reader and distort the reading of the dissertation. Examples of document references are

shown below:

1 (See Al) or

1.3 Quotes and descriptions

Citations in the thesis directly include other authors' opinions and are marked with quotation
marks (“...”) and references from the original article/author. Moreover, citations from
interviews or videos are marked with a time reference, which will indicate when the citations

start and end. Citations is made in connection with the copy right law §22.

1.4 Figure text and own illustration

lustrations and models will be marked with Figures (Figure 1, Figure 2, etc.) and Tables with
Table 1, Table 2 etc., and will in the end be assigned with a reference and a briefly description.
The figure will be made or selected with close relation to the theories and academic works of
literature and will lastly be aligned in linkage with the thesis. Examples will be illustrated down
below:
Figure:
(Figure X: source, page, description)
Own illustration: (Figure x: Own illustration, source, description)
Table:
(Table X: Source, page, description)

Own illustration: (Table x: Own illustration, source, description)
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2 o Literature Review

In this section of the thesis, the relevant literature is reviewed. The chosen literature is written
during the last decade and mainly concerns Industry 4.0, Digital Transformation, Artificial
Intelligence, and sales processes. The literature is received from AAU Library, Google Scholar,
and Science Direct, etc. Furthermore, the thesis intends to investigate how industry 4.0 will
affect the sales process; therefore, the evolution of digitalization and the sales process is

reviewed.

2.1 Industry 4.0

The fourth industrial revolution, also known under the characterization of 14.0, is one of the
most broadly accepted and trending topics within the era of professional and academic fields

(Chiarello et al., 2018).

Industry 4.0 relies on the valid adoption of an ecosystem that consists of a broad range of digital
technologies to which firms extend and analyze data in real-time. Furthermore, and according
to Lee, Sambamurthy, Lim & Wei (2015), 14.0 can be used to provide helpful information to
the manufacturing system. Finally, according to Fakhar Manesh, Pellegrini, Marzi & Dabic
(2021), industry 4.0 is the mutuality of machines and their capability to share data

autonomously in real-time. Therefore, 14.0 can be seen as the technology of tomorrow.

As previously mentioned, Industry 4.0 was first proposed in 2011 by the German government
and is today used in the description of the development of “cyber-physical systems (CPS) and
dynamic data processes that use massive amounts of data to drive smart machines” (Sirkin,
Linser & Rose., 2015, p. 1) More clearly, 14.0 is reflected in the diffusion of a digital
transformation/revolution where technologies are embedded in the industrial domains. These
industrial technologies are embedded sensors, which help in the communication and integration
between products and devices (Internet of things or IoT), real-time data evaluation (Big data
and analytics), Machine learning (ML), and Artificial Intelligence (AI). In general, the idea
behind Computing and machine intelligence is increasing analytical abilities, which makes it
possible to analyze information that could not be proceeded 20 years ago (Strange & Zucchella,

2017).
12118
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The literature review proceeds as follows. First, the researchers want to outline some of the key
features of the new digital transformation regarding the thesis topic to gather a deep
understanding and its collection of different value aspects. Therefore, the areas of interest will
be: 14.0 and incorporate more specific Al, Machine Learning (ML) and Neural Language
Processing (NLP).

2.1.1 Artificial Intelligence

’

‘ ‘ “Al is going to make our lives better in the future.’
—Mark Zuckerberg, CEO, Facebook; Davenport et al. (2020, p. 24)

Al is today not only a buzzword of the century. Al is one of the most accepted and recognized
terms in big technology-aware companies. According to Markoff (2016), Al is referred to being
the dominant paradigm forcing on replacing humans with intelligent technologies.
Furthermore, it's a valuable concept in public discourse over decades. Al-technology is roughly
researched, where new applications in the daily business practice and organizational fields are

developed quotidian (Markoft, 2016).

Nowadays, Artificial Intelligence is a regular part of our daily lives, and many of us are in
constant interaction with the technological application. In extension, Dwivedi et al. (2021, p.
2) state; "Al technology is no longer the realm of futurologists but an integral component of
the business model for of many organizations and a key strategic element in the plan for many

sectors of business, medicine, and governments on a global scale.”

Due to a significant valuable technology change, Al technology has changed academic interest
and is today a "key research domain" for the new professional and academic area. (Dwivedi et
al., 2021) The literature acknowledges that Al should be seen as an umbrella with a broad range
of underlying technological applications, such as ML and NLP, which will be explained later.
However, the foundation of Al-technology was created in the 20th century (West, 2017) and
is recognized for its powerful tool, e.g., to streamline business processes, generate significant
data in customer management, understand and interact with human-intelligence and behavior,

and much more (see Al).

The ability to interact with new technology, across business sectors, opens new high accepted

domains to conceptualize value, productivity, and performance in different organizational
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fields. Firstly, the capability of Al to overpower the human intellect opens new systems and
opportunities in the business model. In connection, Al business processes will extend to attain
what we as people commonly see as human domains (Dwivedi et al., 2021). Davenport et al.
(2020) and other recognized authors highlight and recognize the Al-technology progress and
how it already has reached the level of autonomous vehicles, Chatbots for instance through
Customer interaction. Davenport et al. (2020) identifies different Al types as online retailing
Al, customer screening Al, Sales Al, business process Al, etc. that can be adopted in various
areas of an organization. Miiller and Bostrom (2016) predict that Al technology through
Superintelligence will challenge humanity in 2075, when Al calculates to reach the whole

human ability. (Davenport et al. 2020; Dwivedi et al. 2021)

According to Greengard (2019) nowadays, Al is considered as recognition, robotics, and an
analytical tool automated in real-time, among other intelligent solutions. When investigating
the concept of Al different levels of Al occur. It consists of narrow Al, general Al, and super
Al Narrow Al is identified as face recognition, voice recognition, and search engine. For
example, narrow Al is illustrated in our daily interactions with our Smartphones. Where
accessing our phone's content by simply looking at the screen. Secondly, it can be seen in the
new speakers, where you can play your favorite song through voice recognition. However, this
form of Al is seen as weak in performance and value creation, as it cannot duplicate human
intelligence only considering human behavior. General Al is seen as more profound or potent
Al as it is medium in its value creation and performance. It is characterized as a mixture of
both human behavior and human intelligence. It can interact, understand, and think in an
unachievable way in human intelligence. Lastly, super Al is identified as outstanding in its
value creation and human performance. It interacts with human behavior and intelligence
simultaneously and simultaneously understands human needs, emotions, and behaviors (Escott,

2017).

Al adoption. Although Al is a deeply accepted technology for increasing performance and
profitability in the daily business practice, Gray (2017) states that customers nowadays hold
Al to a standard that is not appropriate. Recommending customers should only adopt the
technology if it is a significant valuable factor. The hypothesis from an early study shows that
customers, in general, have lower trust in Al technology. This based on the conclusion that Al
does not entirely replace the human senses, such as emotions, etc., which adheres to a higher

standard. (Gray, 2017; Davenport et al. 2020) In continuation of the Al technologies' lack of
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empathy, many customers deselect Al based on the overarching task characteristics. More in-
depth, if a task appears to be subjective, customers' will be less compatible with Al, (Castelo,
2018). For example, choosing a movie on Netflix is less consistent than driving a car consisting
of pure technology. For this, the risk will thus be an essential factor when talking adoption

intentions (Castelo & Ward, 2016; Davenport et al., 2020).

Al usage. With the knowledge of considering different aspects when adopting Al technology,
Davenport et al. (2020) highlights the importance of communicating with the customers
correctly. Davenport et al. (2020) suggests that customers' association with Al is not necessarily
associated with autonomous goals. Inline, customers focus on "how" the Al performs rather
than on "why." This can be reflected in the customer's doubts about whether Al can generate a
deeper understanding and engage in the customer's consumption behavior (Lee, Keller &

Sternthal., 2009; Motyka et al., 2014)

Following the fact that Al adoption is experiencing an increase in the corporate sectors, there
is a marked increase in efficiency and productivity. This development of positive innovation
has its facts in replacing and streamlining many processes and areas in organizations. (Dwivedi

etal. 2021).

2.1.1.1 Machine Learning (ML)

Machine Learning (ML) is another essential technology in 14.0. Investigating the area of ML
can be seen as diving deeper into the area of Al and its usage. Over the past decades, ML has
progressed dramatically and is nowadays not only a laboratory curiosity but a practical
technology due to commercial use. In continuing to artificial intelligence, ML has revealed a
method for developing a deeper software solution, e.g., neural language processing, and a broad

range of more profound technology applications (Jordan & Mitchell, 2015).

More Specifically, ML is an internationally accepted term in the daily business practice and
their work within Al technology. According to recent research, ML is used through a broad
definition range. According to Davenport (2018, p. 11), ML is: "a technique for automatically
fitting models to data and to" learn "by training models with data.”, while Deloitte (2017, p.
4) states ML as “The ability of statical models to develop capabilities and improve their
performance overtime without the need to follow explicitly programmed instructions.”
According to prior research, ML can be considered a significant cornerstone of Al technology

and is yet the most common one. This statement is supported by a Deloitte survey (2017). The

15] 118



Aalborg University Business School r(‘ Master Thesis

study illustrates that out of 250 organizations, which already pursue Al, 58% are characterized
by ML. ML is not only a broad range of technology applications but also the core of Al
applications. (Davenport, 2018)

According to the former CEO and founder of Amazon.com, Jeff Bazos, they use Al and
particular ML underneath the surface as it motors their algorithms. For instance, they use it for
product search ranking, merchandising placements, demand forecasting, deal and product
recommendations, translations, and much more. Hence, it is an important factor that improves

their core operations in a less visible way (Balakrishnan, 2017).

Investigating the technology ML, it is essential to mention ML’s more complex forms: neural
networks and deep learning. According to Davenport (2018), neural networks technology is
applied for categorizing applications. Hence, it identifies problems based on inputs and outputs
or the number of features that connects these to each other. However, the similarity for the
human brain is not seen as strong. Davenport (2018, p. 12) states, “The most complex form of
machine learning involves deep learning or neural network model with many levels of features
or variables that predict outcomes.” According to the Deloitte survey (2017), 34% of
companies deploy deep learning neural networks as their type of Al application. Contrasting
to the other forms of statical analysis, the variable in deep learning typically makes little sense
to a human observer. However, it can be claimed that the outcome is impossible and difficult

to interpret (Davenport, 2018).

Finally, to sum up, the relation between Al, ML, neural networks, and deep learning, different
recent studies acknowledged that ML is a subfield of Al; Deep learning is a specialism of ML;
and lastly, the neural networks make up the spin of deep learning algorithms (Davenport, 2018).

2.1.1.2 Natural Language Processing (NLP)

According to the perspective of Al, understanding, sensemaking, and converting the human
language have been a goal during the last decades. To receive this common goal, NLP was
discovered as an extended arm of the ML application and a collective definition referring to an
automated technology processing of the human languages. It includes technological solutions
around speech recognition, translation, text analysis, and other goals concerning the language.

(Davenport, 2018).
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2.1.1.2.1 How does NLP work?

NLP is a triangulation between Datalogic and artificial intelligence - AI and ML. The process
enables computers to comprehend a deeper understanding of the natural human language,
whether written or spoken. Mainly, NLP uses Al to generate and process data to finally
sensemaking the data. The understanding extends beyond human intelligence and thus moves
into a way where the computer can generate it into actual data. To clarify, as humans have a
broad range of sensors and behaviors, computers are allocated with different programs to help
in the collection of data. Moreover, just like the human brain, the computer can process
particular inputs through various programs (Lutkevich, 2021). Davenport (2018) argues that

they consist of two overall basic approaches: statistical vs. semantic NLP.
2.1.1.2.2 Statistical NLP

Firstly, statistical NLP applies to ML and can appear in a more significant improvement than
semantic NLP. According to Manning & Schiitze (1999), statistical NLP represents all
quantitative data or approaches to automate language processing. One of the critical factors for
statistical NLP is that it requires a high amount of knowledge of the language and that the
meaning of different sayings, voice tones, and translations occurs to get the right outcome.
According to Davenport (2018), it can be seen as a kind of “Brute Force”. However, it yet still

seen as an effective method.
2.1.1.2.3 Semantic NLP

Semantic NLP is applied to understand the context of human communication based on context
and meaning. Secondly, to understand the emotion that might appears in the sentence. This
level of NLP is used to catch valuable information in the achievement of human-level accuracy
regarding computers. For example, it is used in tools such as Chatbots, and text analytics

(Davenport, 2018; Dutta, 2021).

The semantic approach starts by reading the words in context, with the overall goal of capturing
the real meaning. Secondly, it helps identify relevant elements regarding the text and topic
discussed. For example, it can identify and understand the topic of the conversation through
different associated words (Expert, 2020). This part of the application can help corporations to
catch potentially valuable or relevant information, to help them stay ahead of the competition.

Understanding what is being said is typical the challenging task in connecting with customers,
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as capturing the information is much more concrete. Thus, making an understand out of the

information is a whole different approach and story. (Selig, 2022)

To create a deeper, understand of 14.0, its application and how it works, it’s essential to
investigate the term: algorithm. This part will be presented as the next part of the literature

review.

2.1.1.3 Algorithm: The common Definition

Operating within the fourth revolution includes many technological applications technologies,
such as Al and its underlying applications, ML and NLP. These applications distinguish from
each other in their way of working and applying the algorithms. To specify, Al refers to a broad
range of algorithms that make it possible for a computer to perform assignments rationally. On
the other hand, machine learning is an algorithm used to process data, learn from it, and lastly,
use it to increase performance through well-informed decisions. (Davenport, 2018; Kellogg,

Valentine & Christine, 2020)

Algorithms and in general algorithmic technologies are characterized as the fastest-growing
applications in the technological world and have a significant effect on the world of work. More
specifically, algorithms have become a significant part of the day-to-day integration of

organizational management and control. (Kellogg et al., 2020)

During the recent years, it has become more popular for employees to use a wide range of
different algorithms, with the primary goal of increasing economic value within the
organizational fields. According to Barocas et al. (2014) and Gillespie (2014), algorithms are
often referred to as a computer-programmed tool which in real-time converting the given input
data into the wished outcomes. Let’s suppose that a company uses NLP, which as mentioned
was a system which can convert the human language; here, an algorithm could monitor chats,
E-mails, and phone conversations in real-time to assess, for example, the productivity and the
mood of the employees. This part of the technological application will help corporations

increase the internal productivity (Kellogg et al. 2020).

According to Orlikowski & Scott (2015), algorithms and, in general, the data that is used in
analyzing behavior are generally confidential and proprietary. Therefore, most employees

cannot manage what kind of data is collected and how to use it. Regarding the use of algorithms
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in Machine learning, they can be complicated to decrypt, as they build their own classification

decisions, extending far beyond human comprehension. (Kellogg et al., 2020)

2.1.1.3.1 Algorithms: Organizational control on a management level.

Regarding recent research, algorithms has shown to be a significant factor in measuring and
improving organizational control. From a research perspective, it can be argued that
organizational control has traditionally been recognized as being a “competitive terrain”,
where different elements of ideologies struggle for control concerning, Direction, Evaluation,
and Discipline. This to remain relevant in the market, all through control of organizational

processes. (Kellogg et al. 2020)

Due the recent studies we find that algorithm on a management level, can control employees
through six main mechanisms, better known as the “6 Rs” invented by Edwards (1979).
According to Kellogg et al (2020, p. 372) These are used to “direct workers by restricting and
recommending, evaluate workers by recording and rating, and discipline workers by replacing
and rewarding.” In connection to the 6Rs, he identifies worker experience in relation to

algorithms and its usage.

Direct Evaluation Discipline
Control Recommending: Recording: Replacing:
Mechanisms - Decisions preferred by the choice architect. - Recording and aggregate behavior - Automatically replacing or removing.
- Recommending specific cources of action. and statistics: realtime feedback. - Immediately replacing or removing.
Restricting: Rating: Rewarding:
- Access to information. - Online rating and ranking. - Interactively and dynamically
- Behavior. - Predictive analytics. rewarding: Gamifying rewards.
Worker Manipulation Surveillance Precarity
Experience  Disempowerment Discrimination Stress

Table 2: Own illustration, 2022; Kellogg, Valentine, and Christin, 2020, p. 373, 377, 380. The 6Rs regarding algorithms.

Direct. Recent reviews recommend that managers use algorithms to direct and manage their
workers. For example, these algorithms can be applied to the specification of what needs to be
accomplished. As illustrated in Table 2, these can be characterized under the control of two
fundamental mechanisms: recommending and restricting. Algorithms recommending refers to
finding patterns in the data and afterward establishing actions. Hence, the employees can use
the algorithm to prompt the worker in the direction of the architect. Secondly, restrictions are
used to manage the work of workers. This entails the algorithm only to show a certain amount

of information to the workers and allows a specific behavior. (Kellogg et al., 2020)
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Adding this into a management perspective and potential worker experience, Kellogg et al.
(2020) noted that it might create frustration among the workers. Hence, from the salespeople's
experience, the recommendations and restrictions might disturb the salesperson's judgment and

identification of the best potential customer.

Evaluation. Regarding the evaluation process, Edwards (1979) and Kellogg et al. (2020)
mention two fundamental mechanisms: Recording and rating. In short, recording refers to using
algorithms to provide workers with the proper real-time feedback. This through finely grained
data - intern and extern. Furthermore, the algorithmic rating is used to measure and predict

performance and productivity in the future, also referred to as predictive analytics.

In addition, Kellogg et al. (2020) mention different potential worker experiences regarding loss
of privacy (e.g., data collected about work skills, homelife, and mental health) and

discrimination (e.g., gender and race stereotyping).

Discipline. Lastly, Kellogg et al. (2020) mention replacing and rewarding as two essential
mechanisms due to discipline. The replacing algorithm reveals if a worker is underperforming
and should immediately be replaced. This process is about replacement at a workplace level.
Secondly, the rewarding algorithm is used by managers to discipline the organizational worker
behavior. It uses an algorithm to reward hard-working workers, for example, with higher
salaries and more opportunities. In-dept, it is used to guide the worker behavior through higher

performance.

The potential worker experiences within the algorithmic disciplines can lead to frustration and
stress as reward algorithms can lead to underperformance, which might affect the worker, vice

versa. (Kellogg et al., 2020)

In summary, the 6RS are documenting how employees such as salespersons, on a management
plan can use the algorithmic technologies (e.g., in 14.0; AI, ML, and NLP) to automate the
organizational control. Furthermore, it can help employees learning: how to increase the
economic value? In addition, studies reveal that managers, through algorithms, can learn from
individual user patterns and change the system behavior in real-time. In general, it has its

intention to justify the use of algorithms in an organizational field. (Kellogg et al., 2020)
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With this knowledge about algorithms and its use in an organizational field it is essential to
investigate or observe which role these applications or algorithmic systems are used in specific
area such as in a sales department. When going into observations and interviews, the
researchers need to have a good understanding and use the knowledge from algorithms to grasp
the observations in a richer way. More specific, it is giving different angles to investigate, when

placing the algorithms into the conceptual framework.

2.2 Recent studies

To understand 14.0, more explicit Al and its technological applications, recent research has
been reviewed. The recent studies are written within the last four years and highlights that

implementing Al into the business strategy will improve activities. See table 3 for illustration.

Research within Industry 4.0 and especially within the technology of Al highlights several
important and value-adding aspects of working with technological trends. Dwivedi et al. (2021)
and Chatterjee, Rana, Tamilmani & Sharma (2021) mention that a company, through Al
adoption, can increase their corporation's performance through full technological utilization.
Significantly, the technology is thus seen by all researchers as a significant influencer if
companies want to impact their business functions effectively; to obtain benefits regarding
better revenue, Customer Experience (CX), productivity through the Supply Shain
Management (SCM) and agility (see Al).

Technologies such as Big Data can predict and describe customer patterns based on behavior
(Filieri & Mariani, 2021). Hence, it creates a significant opportunity for companies to inform
during decision-making. In addition, according to Chong et al. (2017), Big Data can be used to
predict future product demand, which can be seen as crucial to competitive advantage.
Moreover, Big Data can attract new customers and maintain a stronger relationship with the
existing customers (Jarvinen & Taiminen, 2016). Concerning this, Mikalef, Conboy &
Krogstie (2021) pronounce that the implementation of Al and other technological solutions
allows companies to understand the customers' needs in much greater detail, hence, gain
insights into market conditions, better interactions with the customer, market trends, and

developing new products, services, or solutions.
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Table 3: Own illustration. 2022. Recent studies
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Along with these findings, Paschen et al. (2019) mention that Al can create customer
knowledge in several ways, for instance, it can create a comprehensive customer profile of
current or potential customers. However, it is essential to acknowledge that challenges are
associated with using Big Data and Al. According to Dwivedi et al. (2021), several data
challenges encircling data integrity and the use of data. There is a need for new and more
efficient technologies to handle the high amount of data, the variety, and the progression of
data to secure validity. As the continuous evolution of Al technology and the maturity level is
high, the challenges surrounding data implications will need to be solved to ensure confidence

among stakeholders (Dwivedi et al., 2021).

In alignment with the business performance, Li et al. (2021) takes a more value-adding
perspective on industrial AI implementation. Li et al. (2021 p. 1) state that; “Industrial Al is a
key element in the development of business-to-business (B2B) marketing activities, and to
reshape the buyer-supplier relationship in the supply chain.” Inline, industrial Al is used to
predict target customers purchase decisions, which once again increases the overall customer
experience (Dimitrieska, 2018). Li et al. (2021), point out companies need to have in mind that
for adopting industrial Al, B2B companies should be prepared to change organizational
patterns and strategies. In general, Al - and industrial Al - will change how the organizations
interact with their most vital stakeholders (e.g., customers or supply chain members) moreover,
engagement and service experience will change over time (Baabdullah et al., 2021). Despite
the industrial Al’s potential for business value, previous studies highlight different challenges
associated with Al technology (Dwivedi et al., 2021), for instance, the collaboration between

partners and value creation.

According to Davenport et al. (2020), the future, and one of the ways of increasing business
performance, is adapting Al into various processes, as it will change the way of adjusting
marketing strategies, service options, customer behavior, sales processes, and in the general
whole business model. Davenport et al. (2020) mention that Al is a powerful tool that can help
companies address some of their most critical challenges in today’s business. As Al becomes
more approachable, companies and agencies use Al to predict trends. Inline, digital marketing
is changing dramatically. Columbus (2019) will make Al technology the most adopted
technology among marketers in the upcoming years. According to Davenport et al. (2020), the
regular business practice is moving away from a traditional model to a more digital one.

Furthermore, Chui et al. (2018) mention that the most potential value due to Al can be seen in
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marketing and sales domains. Jarvinen & Taiminen (2016) and Syam & Sharma (2018) suggest
that the marketing and sales departments should be seen as an integrated unit. Davenport et al.
(2020) define Al as a tool to predict many data and get the proper insights of the customers. In
addition, he pronounces that Al can enthrall the customers in the pre-and post-purchase stage
and can be an excellent task and successful implementation accordingly to the sales process

(Davenport, 2020).

Paschen et al. (2020) agreeing with Davenport et al. (2020) highlight the ability to add Al into
the sales processes and, more concrete, how it will affect Dubinsky's (1980) seven steps of
sales. According to Paschen et al. (2019), adding Al technology into the sales process will
improve and change the B2B sales funnel, and it can alter the standard human-centric sales
process. In addition to the seven steps of sales and adding the technology into that part, an
interesting finding is that the first step in the sales process is "prospecting,". This phase should
be seen as lead generation, and "finding potential customers," which is in alignment with the
traditional task of a marketing segmentation task (Jdvinen & Taiminen, 2016; Syam & Sharma,
2018). According to Paschen et al. (2020), for salespeople, these first steps should be seen as
an opportunity to create new and change their value-adding offerings. In continuation of
previous studies, Paschen et al. (2019, p. 1414) states that: “No up-to-date Al system exists that
does not use machine learning as a key mechanism to dynamically alter its behavior in an ever-
changing environment.” In addition, they mention that the fact that technology can learn
without being explicitly programmed makes it possible to make pure data-driven decisions and
forecasts through pattern recognition. According to Paschen et al. (2020, p. 408) “Al is capable
of developing and applying predictive algorithms to engage in lead scoring.” Another
interesting finding is that Al can maybe, in the future, get more information regarding the sales

process than a regular sales professional.

It is essential to mention that Al should enhance, not replace (Paschen, 2020). In addition to
this, Dwivedi et al. (2021) state that one of the emerging challenges to Al and sales is that Al-
technology is a job killer, as automation and, in general, automated services replace many
employees. Moreover, they mention a loss of privacy, which can be seen as an ethical problem
for both customers and companies. A significant challenge is changing the way sales
professionals interact with customers because technology will impact the trust among both

parties (Dwivedi et al., 2021).
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Finally, implementing and taking advances from the technological trends, for example Al a
high value lies within the organization's readiness, environment, and behavior (Baker, 2012).
According to Alsheibani, Cheung & Messom (2020), Al readiness can be referred to as an
organization's capability to support Al technology. In addition, researchers accommodate three
current areas associated with the above: Al Infrastructure, Technicality, and Awareness. More
specially, research reveals that the technical infrastructure is a significant prerequisite if a
company wants to implement a digital transformation process successfully (Kowtha & Choon,
2001; Lin & Lee, 2005; Lin & Lin, 2008). Secondly, recent research claims that the IT
infrastructure is a cornerstone in the Al readiness factors. Here researcher Johnk, Weissert &
Wyrtki (2021) mentions some underlying elements: data storage and networking, which is

supported by Verhoef et al. (2021), and will be explained further on.
Al challenges from the litterature.

Al challenges Details
Data challenges Data integrity; Validity and Confidence amoung big data and stakeholders.

Technological IT infrastructure need to be high in value and have capabilities to supporting the Al-technology if they want to implemnt
maturity & Digital succesfull digtial transformation.
transformation.

Ethical challenges The data sharing problem; lost of privacy; data policy challenges.

Sales implications Emerging challenges; Al is a job killer; Loss of privacy:the increased use of automated systems open up privacy risk due to
customers; Chganging the nature of salespeople interactions; Lack of understanding of Al algorithms.

Value co-creation in Synergy between value and capabilities among marketing professionals, business partners and Al technology providers is
SCM. crucial for B2B firms to make effective decisions and enhance supplier and customer relationships (Lin, Yip, Ho, &
Sambasivan, 2020).

Organizational Transition towards implementing Al technologies present organizational challenges due to patterns and strategies (lack of
changes strategies for Al development).

Al oppertunities from the litterature.
Al oppertunities Details
Power of Al Al can help companies to address some of their most critical challenges regarding today’s business; it can increase the

business performance in different ways.

Sales performance  Increase B2B salesfunnel and optimize sales processes.

Enhanced digital Predict patterns, customer behavior and customer needs to increase customer satification and experience.

marketing Attract new customers.

Organizational Technology interactions and oppertunities to develope and provide stratgic awareness for companies and to take effectively
effectiveness action.

Competetive Predict future product demands.

advantage Create stronger relationsship with stakeholders.

Table 4: Own illustration 2022; Dwivedi et al. 2021. Al challenges & opportunities.

Finally, research conducted by Dwivedi et al. (2021) identifies several different opportunities
and challenges when implementing technology and especially Al, into the overall business

strategy. As observed above, the possibilities are endless when adding Al as the main part of
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both the marketing strategy and the sales process. Table 4 above, illustrates the main
opportunities and challenges identified in the recent studies and are illuminated in the

perspective of Dwivedi et al (2021).
2.3 Digital transformation

In general, digital technology has modified the way of doing business, how business-to-
business intact with customers, adjusting marketing activities and how they sell (Syam &
Sharma, 2018). “Digital transformation is the intra-organizational changes associated with
the application of digital technology that leaves the organization better able to compete
effectively in its competitive milieu” (Eduardsen, 2020, p. 15). Moreover, “digitalization is the
use of digital technologies to change a business model and provide new revenue and value-

producing opportunities, it is the process of moving to a digital business” (Eduardsen, 2020,

p-7)

As this topic is of high interest for many academics, researchers, and businesses, the following
sections in the literature review will dive deeper into the topic of digital transformation to
investigate the underlying factors to determine the need for a digital transformation within

different areas of a business.
2.3.1. The increasing need for a digital transformation

Several different factors increase the need for a digital transformation. The first factor
identified is the world wide web and the everchanging technological adoptions of these. With
the escalated use of the internet, smartphones, online systems for payment and voice
recognition a digital transformation is required to follow the data flow and the customers
perception of value. With the revolution of technologies existing within 14.0 new technologies
such as big data, IoT and Al have a far-reaching impact on corporations following the digital
transformation (Chen et al., 2012; Iansiti & Lakhani, 2014; NG & Wakenshaw, 2017).
However, these technologies might not be as effective as expected as many businesses may

need to digitally transform their firms because of new digital technologies. (Verhoef et al.

2021)

The digital transformation is also affecting the competition. The competition has become more

global. As new and more digitalized companies enter the markets, such as the tech giant
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Amazon, it threatens many businesses among different industries which contributes to the

increasing need regarding a digital transformation (Verhoef & Bijmolt, 2019).

The third factor of the need for a digital transformation relates to the first factor, as the
consumer behavior has changed. Therefore, firms must keep on track as their customers has
switched their purchasing habits to online stores. Nowadays, the customer journey heavily
depends on digital touchpoints (Kannan & Li, 2017). Through new search tools and social

media engagement, consumers are more embedded, connected, active and informed (Verhoef

et al., 2017). The entrance of the new digital technologies, as Al-based tools, is likely to affect
consumer behavior (Hoffmann & Novak, 2017). The digital transformation could subsequently
become the new normal and repel for businesses. Suppose companies do not follow the digital
transformation and adapt the new technological applications. In that case, they from the
customer's perspective becomes less attractive and may be replaced by other companies that
can follow the digital transformation (Verhoef & Bijmolt, 2019). In-depth it is important for

companies to take advantage of the digitalization to create a competitive advantage.
2.3.2. The phases of the digital transformation

Digitalization is rapidly evolving. When investigating the entire digitalization perspective,
several different terms of the concept appear. Ross (2017) in agreement with Verhoef et al.
(2021) stated that there are three different concepts; digitization, digitalization, and digital
(transformation), which are used independently of each other and often refer to the same usage.
Thus, it is vital to mention that the transformation can be seen as a process, where the phases
cannot replace each other and has to concur in a continuous access (Ritter & Pedersen, 2020;

Verhoef et al., 2021).

Most academic research indicate that the first two phases need to attain digital transformation
in most of the more pervasive phases (Loebbeck & Picot, 2015). The 3 phases have by different
researchers being heavily discussed through different prospects of definitions. Firstly, Ross
(2017) argues that digital and digitized are two different organizational approaches. The first
one concerns the digital value propositions. The second is related to a transition from analog
to digital data, for example, through CRM-systems, while other researchers are using them
interchangeably. In line, Ross (2017) states the importance of differentiating “becoming
digital” with digitization. However, digitization can be seen as an urgent facilitator of digital.

In continues, Coreynen, Matthiessen, and Van Bockhaven (2017) use the term digitization in a
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way that does not directly distinguish between the two phases digitization and digitalization.
They state that digitalization is a way of connecting people etc., through digital technology.
(Ritter & Pedersen, 2020; Verhoef et al. 2021)

Digitization. We see a significant similarity between Ross (2017) and Dougherty and Dunne
(2012), which states that digitization is the coding from analog information to a more digital
solution, so the computer can stock the different processes and funnel the information. Other
researchers also recognize this phase as a conceptualizing part of IT integrations, for which IT
helps the tasks become more cost-effective. Furthermore, a large part of the literature argues
that digitization will most often be reflected in the structure of a new organization, for which
the digital artifacts are taken for measurement. (Lai et al., 2010; Ritter & Pedersen, 2020;
Verhoef et al., 2021)

Digitalization. Li et al. (2016) defines digitalization as a tool that describes how IT and the
adopting of digital implications can change the existing business practice and processes.
Moreover, it is mentioned that IT in this area is a significant essential activity to embrace new
valuable business opportunities. For example, how the whole technology within
telecommunication allows changing traditional firm-customer interactions and how we across
global value chains can communicate with suppliers and customers (Ramaswamy & Ozcan,
2016). In step with digitalization, it is formal to optimize processes by creating value for the
customers through user experiences, so the focus is not only on cost efficiency as in digitization
but also on process improvements and value creation. (Baraldi & Nadin, 2006; Pagani & Pardo,

2017; Verhoef et al., 2021)

The digital transformation. In short, this phrase describes a change in the entire company, and
thus, according to lansiti & Lakhani (2014), a greater focus is created on the well-known
business model. As we know from the previous research literature, the business model is a
significant player and a significant competitive parameter in the market, and this reference is
no exception. The business model uses a foundation and a representation of the company's
value activities, including how the company creates and delivers the desired value to customers
(Teece, 2010). Let's, as researchers in the field take and put this whole concept in perspective
for development. Digital transformation is used as a lever in the possibility of implementing
new business logic with the help of capturing and creating customer value. There is a change
in doing business - a logic that goes far beyond digitalization. Furthermore, if we go back to

the previous example, the development can contribute to enabling interactions across global
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value chains, so here we as a company go in and utilize the existing core competence through

Aalborg University Business School

technology. (Liu et al., 2011; Verhoef et al., 2021) Table 5 illustrates the different definitions

due to the three phases of concepts.

Authors Phase Term Definiton

Verhoefetal 1  Digitization "Automated routines and tasks; conversion og analog into

2021.p. 4 digital information"

Coreynen et 1  Digitization "The increasing use of digital technologies for connecting people,

al. 2017, p. systems, companies, prodiicts and services "

44

Brennen and 2 Digitalization "The adoption ot increase in the use of digital or compiter

kriess, 2015, technology by an organization, industiy, country, etc."

p. 1

Verhoefetal 2  Digitalization "Use of robots in production; Addition og digital components to

2021, p. 4 product or service offering; (...) introduction of communication
channelse."

Ross, 2017, 3 Digital "To become digital, leaders must articulate a visionary digital

p. 2. value proposition. This value proposition must reassess how
digital technologies and information can enhance an
organization's existing assets and capabilities to create new
customer value."

Verhoefetal 3 Digital "Introduction of new business models (...), digital platforms, and

2021.p. 4 pure data-driven business models."

Table 5: Own illustration with inspiration Ritter & Pedersen, 2020; Verhoef et al., 2021. Definitions,

To sum up, as presented in figure 2 below, digitization should be seen as an adjective and refers
to as a broad range of potentially powerful game-changing technologies, whereas digitalization
is about taking advantage of the given technologies. Furthermore, the digital transformation is
about companies rethinking and streamlining their value proposition (Ross, 2017). For
corporations to become digital, it’s much more than enhancing different valuable fields,
through digital technological implementations. As illustrated in above figure, being digital is
about adopting applications to make different processes more automated. According to Ross
(2017, p. 1): “Digitization is an important enabler of digital, but all the digitization in the
world won't, on its own, make a business a digital company” As we can see digitization is an

important factor if companies want to scale, as it makes the data reliable and accessible.

More specifically, for a company to become digital they must define digital offerings. The

digital offerings are the solutions delivering the corporation’s digital value proposition. If a
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company succeed with a successful digital transformation, they will expect growth in revenue
and opportunities. In the best possible scenario increase customers loyalty and centricity. (Ross,
2017) For companies to offer an attractive customer value proposition, it is more about art than
science. Ross (2017) represents five Guiding Principles for a corporation to start a digital
transformation: 1) companies must embrace that this is a business transformation and not only
a responsibility for the IT-department, 2) the companies embedded culture and structure is the
most important obstacles in the transformation, 3) use professional help, 4) be patient and
persistent and lastly, 5) co-create with the customers. The journey of a digital transformation
will therefore be long, and companies need to ensure that they are quite digitized to support the

journey (Ross, 2017).

In-dept, the digital transformation is an implication of changes in the core business using
digital technology. (Agarwal et al., 2010) This element can be precious for well-established
business judgment wanting to challenge pre-existing barriers through business model
innovation. Typically, one sees here that they start with small changes characterized by the first
two phases, first digitization and then digitalization, to gradually transition into a traditional
digital transformation. (Verhoef et al. 2021) However, it is essential to mention that the various
phases, have some essential strategic imperatives, as digital resources, and organizational
structure. These will be elaborated on in the next section. Since our thesis revolves around the

concept Digitalization, the next section will be explained based on this.

Phase 3: Devising new
business applications ,
which integrates all the
digitized data and
digitalized applications
(Business)

(T nﬂﬂﬂ = Phase 2: Making
D processes more
@ automated using

digital (Adoption)
Phase 1: Making

information

available in a digital

format (DATA)

Process to be Digital

Streamlining: Customer Value proposition

Figure 2: Own illustration, 2022; Yokogawa. (n.d.). The digital transformation.
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2.3.3 Strategic, urgent imperatives of the digital transformation
2.3.3.1 Digital resources

A company's resource capacity has and will always play a significant role in any business
investment. According to Barney (1991) a company's resources represent control and
ownership over its capacity and assets within the corporation. These resources also contribute
to enabling a successful implementation. Verhoef et al. (2021) demand the pursuit of a
complete digital transformation, which goes against a more customer-oriented and value-
creating approach, giving the company access to develop new digital activities and

opportunities. In addition, some essential digital assets are needed in the change.
2.3.3.1.1 Capacity

Digital capacity is a broad term used to describe skills and attitudes within the individual and
organizational needs. According to McKinsey & Company (2018), one of the vital challenges
within Al is finding the proper employees with the right skills to manage and implement the
Al technology into the organizational field. In addition, Molinillo and Japutra (2017) suggest
that a limitation in technological complexity and availability can create significant barriers to

Al technology's performance (Bhatti & Jensen, 2022).
2.3.3.1.2 Digital assets

For businesses, there is an excellent value aspect in having digital assets resting in the
company's resource portfolio. If the company intends to be an essential operator and thus
compete in the digital age; the company requires several digital assets such as data storage,
information, and communication structure with solid support for related technologies (Verhoef
et al. 2021). As mentioned in the introduction section, we generally invest heavily in digital
technologies through various software solutions to enable the use of, for example, Al in the

business process.

According to Verhoef et al. (2021), the movement of these technologies and data would be
instrumental in increasing the customer value. A practical example could be the data's existence
in compiling customer journey data which, through the company's use of digital assets, can
help personalize services and products, which are said to be one of the underlying needs for

digital transformation. In continues, Verhoef et al. (2021) mention some digital capabilities,
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which are seen as vital elements in enhancing the value of digital assets. These are Digital

agility and digital networking capability.
2.3.3.1.2.1 Digital agility

According to Lee et al. (2015), using digital transformation in companies is about sensing the
opportunities within the digital era, which according to Verhoef et al. (2021), is the whole idea
behind digital agility. According to different researchers, digital agility is the ability for the
companies to rapidly change business practices and processes by taking advantage of the

digital. This with the aim, to effectively perform their business functions.

Overall, digital agility in companies is a significant asset for success (Chakravarty, Grewal &
Sambamurthy, 2013). Nowadays, companies operate within a highly unpredictable and
dynamic market. Verhoef et al. (2021) stated that companies must be flexible through their
digital agility. Furthermore, researchers believe that, for instance, companies must respond
quickly to changing needs regarding their customers and the digital technologies. According to
Eggers and Park (2018), for companies to respond to the upcoming challenges, companies must
be digital agile to reconfigure their digital resources. These challenges and changes will impact
the entire organizational structure - which will be presented later. Verhoef et al. (2021) state
that if companies manage to perceive the opportunities, digital agility will help develop and
increase customer value (Karimi & Walter, 2015). Finally, digital agility will play an important
role when companies move between the three phases of the digital transformation, see figure

2, (Verhoef et al. 2021).
2.3.3.1.2.2 Digital networking capability

This part of the digital assets is identified as corporations’ facility to match distinctive users,
to address their needs through digital factors. As companies nowadays operates in dynamic
markets, the digital network capability is an ability for corporations to interact with other
business partners across sectors and manage their relationships efficiently. (Verhoef et al.
2021) In continues, Koch & Windsperger (2017) claims, companies due to the increasing
digital allocation, are forced to build network centers and thus create value in interaction with
other digital companies. This statement is further supported by further research that imposes
which companies' competitive advantage is determined by managers and the ecosystem they

choose to integrate with. (Accenture, 2017)
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According to Verhoef et al (2021), one of the advantages of building network centers through
ecosystems is companies’ ability to engage with their customers and make them an asset for
obtaining competitive advantage and value creation. Hence, this part of the assets is
increasingly valuable in realizing digitalization and digital transformation. (Prahalad &

Ramaswamy, 2000; Verhoef et al., 2021)
2.3.3.2 Structure of the Organization

One of the key issues to consider in a digital change is the organizational structure, as the
transformation impacts these (Eggers & Park, 2018). Adapting a digitalization into a business
culture affects different areas within a business as it can be seen as a kind of resource
optimization. According to Skylar, Kowalkowski, Tronwoll & Sérhammar (2019), digital
transformations have significant consequences due to the organizational structure. They
suggest a flexible organizational structure existing of distinguished business units, digital
functional fields and intelligent organizational forms. (Verhoef et al. 2021) However, the focus

of the project lies in different areas, therefore the structure will not be reviewed in dept.

From a business and human resource perspective, the digital transformation affects the
employees as they need digital and analytical skills (Lemon & Verhoef, 2016; Vomberg et al.,
2015). Therefore, it can be claimed that constant training and coaching are required from the
company perspective. Also, employees with analytical- and digital skills may replace existing
workload. An example of this could be seen in marketing where marketers are replaced mobile
and online marketing specialists, and data analytics may take over the workload of marketing
researchers. Therefore, it can be predicted that companies enhancing with the digital
transformation must align themselves and their business structure, engaging the employees as

the structure will change during a digital transformation. (Verhoef et al. 2021)

Based upon the previous section in the literature review, the need for a digital transformation
is both within the perspective of the business to follow the competition and based on the
customer behavior. However, it is essential to mention that the level of maturity is an important
factor to have in mind, both the maturity of the technology and the company's maturity. It is
important that the companies have the right mindset and are ready for a new organizational
structure and train and coach their employees for the digital change. Hence, the maturity level
must be composed of the right technology solving the same job for the business and the right

people to do the job.
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Lastly, its essential to mention that companies’ strategic, urgent imperatives are an important
player in the maturity level. As higher they are on digital resources and assets, the higher they
are on the maturity level due to the digital transformation and value aspects. (Verhoef et al.

2021)

Referring to the maturity level as an important factor in digital transformation, it is essential to
acknowledge that many companies have more data than ever before. However, many managers
states that their accessible data does not share actionable insights and the results are
disappointing (de Langhe & Puntoni, 2020). Hence, companies have the initiative to find a
purpose for the accessible data. Connecting this with the level of maturity, the companies are
here low in the maturity level as they are looking for ways to achieve value form the data
available. According to de Langhe & Puntoni (2020), companies should find data for a purpose,

which they refer to as decision-driven data analytics.
2.4 From data-driven decision-making to decision-making data analytics

According to de Langhe and Puntoni (2020, p. 1), the issue can be reflected in “data-driven
decision-making anchors on available data.” Commonly, a data analyst does not produce the
proper insight to generate a high success rate regarding business decisions. This can thus lead
to the system focusing on the wrong questions and thus eliminating the most essential and
valuable elements: if companies want to generate their ideas into reality, it is significant for the

corporations to work on their key performance indicators. (de Langhe & Puntoni, 2020)

Companies are forced to deviate from data-driven decision analytics to more decision-driven
data analytics. Inline, de Langhe and Puntoni (2020, p. 1) state that “decision-driven data
analytics starts from a proper definition of the decision that needs to be made and the data that
is needed to make the decision.” Researchers generally acknowledge that organizations that
focuses on the overall goal and decision before starting their analytical work are more liable to
operationalize their analytical workflow (Akira.Al, n.d.). For companies to move into the new
era of decision-driven data analytics, they must start identifying essential business key
decisions and, secondly identify the people who generates them. Finally, according to de
Langhe and Puntoni (2020, p. 2) “finding data for a propose rather than finding a propose for
the data at hand.”
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2.5 Implementing in the organization: where to use it?

Nowadays, the area within the digital technologies generates opportunities for companies to
strategically integrate them with the customers (Brennan & Kreiss, 2014). Inline, the digital
transformation surpasses improving customer outcomes and enhance the value proposition
throughout digital technologies (Newman, 2017). To do so, Ramaswamy and Ozcan (2016)
state the importance of using digitalization and, e.g., 14.0 technology in any organizational
field. In addition, if companies can find data for a purpose and lead the digital transformation
with decision-driven data analytics, they can optimize their overall business performance (de

Langhe & Puntoni, 2020).

Taking the digital transformation into the sales perspective is repetitively essential and a value-
adding factor. Sales digitalization refers to the evolution of SFA, also known as salesforce
automation. With the SFA in mind, it is essential to add the perspective of Richard Christian
(1962) as he mentions, that the effect of the technology and automation will impact the way
we interact in our day life. Samli, James, Wills and Herbig (1997) promotes the role and
potential power of internet in marketing and sales professionals. Hence scholars reveal an
integrative discussion of how organizations can use the technological evolution effectively in

B2B sales forces. (Bhatti & Jensen, 2022)

2.6 The Digitalization of Sales Force
2.6.1 Moving from transactional selling to co-creation selling

Based upon prior research, it is identified that research around the digital sales process is seen
limited. Therefore, as mentioned, the thesis will be premiere research accordingly to sales
processes. To gather the fully understanding a briefly introduction of the sales history will be
presented. Throughout modern sales history, one of the oldest and most accepted paradigms in
the sales discipline is mentioned by one of the most famous professors: Alan J. Dubinsky
(1981). Dubinsky advocated a more Personal Sales Process, characterized as the PSP. This
process won great recognition through its “seven steps of selling” and aimed to present a
sellers’ typical sales scenario through a transactional process. The selling process includes: the
prospect, pre-approach, approach, presentation, overcoming objections, close and lastly,

Follow-up (Dubinsky, 1981).
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As sales throughout history began to be recognized as a professional discipline, Dubinsky’s
theory began to serve as a highly accepted basis for sales training. In addition, Dubinsky’s
(1981) PSP becomes one of the accepted domains in the sales field (Taawo & Myhr, 2021).
According to Dubinsky (1981), proposals for future research are on how sales employees sell,

and the efficiencies of sales techniques adopted by the different salesforce.

Concerning the seven-step process (Dubinsky, 1980) Marshall et al. (1999) states that the
business approach in the 21st century has been under rapid development, the sales
organizations, and selling process conducted continue to evolve. According to Marshall et al.
(1999), technology and the rapidly increasing digital solutions have heavily influenced the
general sales process. Marshall et al. (1999) states that the sales process has changed because
of digitalization and develops further on the seven-step sales process framework with a new
circular sales process taking the technology into the sales process. Hence, the findings of his
study reveal moving on from transactional to the perspective of making relationship selling.
Relationship selling combines securing, developing, and maintaining a trustful relationship

with customers (Marshall et al., 1999).

Furthermore, the research of Marshall et al. (1999) is of high interest to the researchers as the
recommendation for future research highlights the gab from a digitalization and sales
perspective. Hence, understanding the impact of technology on selling and sales management
and the actual means the technology interacts with other variables to enhance or detract from
salespersons and sales organization effectiveness (Marshall 1999). One question that occurs is
that when Marshall highlights the effect digitalization has had on sales from the 80s to the 00s,
how much impact has it had on the sales process during the last years when adding the
perspective of 14.0; Al and ML. In relation to this, it is also essential to have Richard Christian

(1962) in mind.

Moving on in the sales history the term value-based selling (VBS) was introduced by Toytéri
in 2011. Due to Toytéri (2011, p. 494), VBS can be defined “as understanding and proactively
improving the customer’s business.” More in-depth, the salespeople are moving into co-
creating value with the customers, also characterized by co-creation selling. Taking the three
first steps of Dubinsky (1981), not much is changed. Here, the salespersons are still identifying
suitable customers and trying to understand their business and offering position. Subsequently,
the last four steps are implemented in close collaboration with the customers. The salesperson

is moving into an operational customer perspective and aiming to cooperate with their
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customers. (Toytdri, 2011) Finally, VBS is an essential factor to examine when adding

digitalization and technology into a business strategy.

Despite the transition from value-in-exchange (transactional selling) to value-in-use (co-
creation selling) there has only been a few adjustments of the sales process, as mentioned above
(Marshall, 1999; Toytéri, 2011; Bhatti & Jensen., 2022). However, since the digital
transformation and the increasing affect the technological changes have on many business
areas, the need for a more precise sales process is more significant than ever. According to
Varey & Ballantyne (2006) and Eggert, Ulaga, Frow & Payne (2018) there has been
adjustments in the movement between different sales techniques. More profoundly, there has
been a valuable movement through; 1) the transaction, 2) interaction, and lastly into 3)
dialogical practices, described in table 6. However, one interesting finding of the exiting
research is that the shift does not take the technology and the digital transformation are not

columnated into the sales process. (Bhatti & Jensen, 2022)

Transactional selling Interactional selling  Co-Creation selling

(Value in Exchange) (Value in Use)
Communication Persuasive, Message- Communicational, = Dialogical, learning

making. (Varey & Informing and together. (Varey &

Ballantyne 2006) listening. (Varey &  Ballantyne 2006)

Ballantyne 2006)

Customer passive Incorporates Reciprocal

recipient, customer perspective communication as a

communication as (Eggertetal. 2018) process (Eggert et al.

transfer (Eggert et al. 2018)

2018)

Table 6: Bhatti & Jensen, 2022. Change in sales communication.

2.6.2 MAPS conceptual framework

Building on the present literature and developments within the salesforce, Bhatti & Jensen
(2022) have designed a theoretical framework entitled “Aalborg Sales Process Model (MAPS)”
highlighting how technology-triggered processes such as .40 determinates the sales force. The

conceptual framework made by Bhatti & Jensen (2022) conceptualizes the sales process to a
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new level wherein integrated human-machine interactions are incorporated fully into the

process.

It is important to mention that the MAPS conceptualization is accumulative and therefore not
changeover the existing sales processes yet seen as an extension. It can therefore be argued that
the different selling techniques, mentioned in table 6 is still suitable to have in mind
(Paesbrugghe et al., 2017). Additionally, as mentioned, the digital and sales maturity level is
at high priority when adapting new domains of sales processes in an organization. It is essential
to integrate data to extends the value co-creation process. Moreover, the human-machine
interaction is seen as the most essential addition of this framework. Human-machine interaction
is defined as new 1.40; such as Al techniques that boost efficiencies, sharpen and increase
predictions, and optimization and automation in real-time. Hence, the approach is seen solely
digital where Al solutions interact with customers and salesperson to finally enhance the value

creation. (Bhatti & Jensen, 2022)

Dubinsky 1981

Identify Understand Position Negotiate Verify and
Toytari etal 2011 suitable customer own offer and document
MAPS 2022

Figure 3: Bhatti & Jensen, 2022, p. 8. MAPS Conceptual Framework

Figure 3 illustrated the new process and seven steps of MAPS, which according to Bhatti &
Jensen (2022) consist of “(1) Identify potential possibilities, (2) Identify potential stakeholders,
(3) Share insights, (4) Connect stakeholders and resources, (5) Co-Create shared activities
and platforms, (6) Realize, (7) Evaluate and learn.” (Bhatti & Jensen, 2022, p. 8)

Identify potential possibilities. This first step executes from the process of identifying
potential possibilities emanated from algorithms, data, and other predictive and prognostic
technologies and algorithms. Normally, it is crucial for a sales employee's success to use the
outcome from such data to determine new opportunities. More speciously, all the information
which is emanated from the data are used as vital information in identifying potential

possibilities.” (Bhatti & Jensen, 2022)
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Identify potential stakeholders. Going further on, the next and second step is the
identification of potential stakeholders. According to Prahalad & Ramaswamy (2004)
generating and delivering a shared value with stakeholders is not only a difficult task but also
a vital component of value co-creation. The shared value should be communicated to the
several existing stakeholders (e.g., end-users, suppliers and potential customers) to successfully
implement the integrated selling process. Moreover, this step during the process is a fully data-

driven and yet can also be seen as a relational process. (Bhatti & Jensen, 2022)

Share insights. The third stage in the framework is to generate the stakeholder’s interest,
hence, it is about sharing insights simultaneously. Here it is vital to mention, that this phase
can both be a physical- and digital process. The digital process can be established intercurrently
though different social media channels or other online platforms. The physical process can be
carried out by for instance through face-to-face interactions. All in all, this stage is an
integrative and ongoing process of sharing data and information with the most vital

stakeholders. (Bhatti & Jensen, 2022)

Connect stakeholders and resources. This phase has the intention to create and build a shared
value between all parts to obtain a composed collaboration through dialogue and consciously

benefiting from relevant resources to reach the overall end-goal. (Bhatti & Jensen, 2022)

Create shared activities and platforms. The fifth stage of the MAPS conceptualization is to
create a shared activity and platforms within the network system. The factors for this process
are to identify, understanding and developing platforms for the inbound collaboration. These
platforms can both be digital through online engagement and though physical interactions.

(Bhatti & Jensen, 2022)

Realize. The sixth step is the realizations stage, which can be seen as similar to conveying a
product or service. According to Bhatti & Jensen (2022, p. 10) The stage requires; “the

production and the distribution of a product or service and the successful implementation.”

Evaluate and learn. The last stage is given to lean and evaluate on the process. Both elements
are crucial as learning from experience by working with Al and data design is necessary. It is
essential to learn throughout the entire process but also through measuring traditional KPIs.

(Bhatti & Jensen, 2022)
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The next initial step, according to Bhatti & Jensen (2022), is to operationalize and implement
the MAPS conceptualization and analyze the entire process. However, as mentioned above, it
is essential to have in mind the current level maturity the companies operate at, as the maturity
level is of high importance regarding the conceptual framework. In continues, the researchers
must test validity of the current framework, to examine a complete MAPS conceptualizing

considering 14.0.
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Part 2: Methodology and Analyzing

3. Methodology and Research Strategy

To outline the project and its methodology, it is worth presenting the type of paradigm; the way
we as researchers believe the world is constructed, the recognition of how the world is logically
ahead of the methodological and empirical tools in our understanding of the objective reality.
Secondly, the empirical data collection involves some considerations around quantitative and

qualitative approaches.

3.1 Philosophic of Science

3.1.1 Critical Realism

According to Arbnor and Bjerke (2009) philosophy of science can be divided into two overall
paradigms: functional and interpretive. The functional has an objective perception of reality,
whereas the interpretive is seen as more subjective. Further, the two main paradigms can be
allocated into three sub-paradigms: positivism, critical realism, and social constructivism,
which further diverge into approaches: analytical-, system- and actor approaches (Arbnor &
Bjerke, 2009). The researchers will remain objective to the empirical data as much as
achievable, and with the knowledge of the level of subjectivity that will occur during the
process of investigating and writing, this thesis is conducted with the approach of being critical

realistic. (Arbnor & Bjerke, 2009) (Weesgaard & Vimalenthiran, 2022)

Critical realism was presented in the 1970s by the English philosopher Roy Bhaskar. This was
followed by a broad accepting recognition of a new metatheoretical positioning within the area
of theoretical theory. The paradigm is considered a radical holistic alternative to positivism, to
which we, through the use of critical realism, now have a more critical attitude toward naive
empiricism and radical social constructivism. Metatheoretical positioning in the critical realism
during the thesis allows the researchers to excel the subjective perspective which is critical
accordingly to the problem statement aim for a holistic view when investigating 14.0 and sales

processes. (Arbnor & Bjerke, 2009)
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Critical realism considers reality as being deep, why reality is also considered through structure
and mechanisms in the deeper layers beneath the surface: the underlying mechanisms. To gain
deeper knowledge than the surface, we as researchers will expose some of the mechanisms that
help generate the phenomena we study. As researchers we are truth-searching in our research
role. (Arbnor & Bjerke, 2009) In addition, it is essential to have in mind the influence digital

transformation and 1.40 technologies can have on the sales process.

Furthermore, it is essential to mention that we, as researchers, in the process, recognize the
social phenomena and their meaningful relationship to reality. We do not want to measure or
count on these parameters as a complete understanding is of prerogative. In other words, there
will always be a descriptive and interpretive part in the social research of the thesis, and thus
we as researchers accept parts of the social construction that take its leap through

constructivism. (Arbnor & Bjerke, 2009)
3.1.1.1 Transitive and intransitive

According to Arbnor & Bjerke (2009) critical realism outlines that human is in the middle
which results in two dimensions, the transitive and intransitive domains. The intransitive is the

ontology of the project, and the transitive is the epistemology.

The intransitive dimension refers to the knowledge of objects the researchers have to generate.
Hence, according to Buch-Hansen & Nielsen, (2005), objects remain without human’s
understanding. Moreover, the intransitive dimension refers further to the system approach

characterized by observing the reality objective, as a part of a fact-based construction.

The thesis’s objective is to investigate and research the area of 1.40 in relation to sales
processes. Hence, creating a synergy between the chosen phenomenon and how it will affect
the sales process within different industries and the given sales activities. The intransitive
dimension has a holistic understanding which clarifies that it is not possible to understand or
describe the totality alone by each element. To create the synergism, the researchers will
investigate the interactions of the phenomenon, 14.0 and digital transformation and its influence
on sales activities and processes among customers. Therefore, the actuality is constructed by
given data and the researcher's social interpretations of these. Therefore, it can be argued that
the likeliness for other researchers to gain the same outcome as this thesis is smaller, as the
totality is seen from our perception of the reality. (Buch-Hansen & Nielsen, 2005; Arbnor and

Bjerke, 2009)
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The transitive dimension consists of pluralism data collection, which is seen as the researcher's
acknowledgment of the world. Thus, the existence of knowledge can generate new knowledge

based on data collection (Buch-Hansen & Nielsen, 2005).

Existing knowledge is the key factor and main creator of new knowledge and is seen as a social
activity and a social product that society has to recreate and transform. This leads to the
perception that every single essential element could potentially change how 14.0 will affect the
sales processes. The thesis focuses on clarifying the perceptions of how existing literature
investigates the topic to generate a new common understanding. To do this, the researchers use
existing knowledge created in resent written project on the MSc Marketing program on
AAUBS, theories as Dubinsky (1981) sales process framework and existing literature about
14.0 in marketing and sales (see A1). The data gathered in the thesis exist from the collaborative

case companies.

3.2 Methodology Approach: System Approach

As mentioned in the thesis, being critical realistic leads to using the system approach as the
method during the thesis. The system approach considers reality to be objective. Therefore,
incorporating facts is an important yet difficult task to explain the objects. Interpretations is an
essential part of this approach; hence, it will lead the researchers in direction of understanding
facts of the reality. According to Arbnor & Bjerke (2009), the connections between each
element are constantly interacting with each other, which also affects the research questions,

which might modify due to the objective reality.

In the investigation of 14.0 and sales processes, the researcher tries to identify some external
factors. The interaction between the phenoms will help in the comprehension of a deeper
understanding of the object being investigated, which secondly will help identify and evaluate
new ways of clarifying a digital sales process in the light of MAPS. The interaction will be the
key elements in the thesis, as we as researchers tries to clarify the interactions doing the
research. Furthermore, it is significant to mention that we as researchers recognize that there is
a broad range of factors that will impact and influence the system. As researchers we start a
mutation. More in-depth, it contains that we cannot have a full and causal understanding of the
reality of science, why we recognize that everything is done in systems. Hence, it is the process
and the outcome that is essential for the conclusion of the research. Finally, it is important to

acknowledge that when working within the system approach, the researcher will contain a
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subjective approach reflected in each part of the elements due to the conceptual framework
MAPS. However, in the system approach we have the focus on the interactions in-between the
elements, why we will make the subjective more objective. To clarify, to get the full picture of
the reality, different truths will be added together to get the great whole. (Arbnor & Bjerke,
2009; Serensen, 2021)

As this thesis is a part of an extent research, investigating if 14.0 in correlation to sales process
and if digital transformation can have its own new way of doing sales, the researchers will have
to make some interpretations. The researchers are conscious that some overinterpretations
might occurs, which will impact the relations. Moreover, the result and conclusion of the thesis
cannot be fully described or have a specific conclusion as it leans upon the subject that is being
investigated. In other words, the reality is not summative, why the researcher aims to come up
with their most qualified propose on the research question being investigated (Arbnor and

Bjerke, 2009)

According to the choice of critical realism and working within the system approach, the critical
paradigm tries to create a paradigm which is compatible with both quantitative and qualitative
data methods. Finally, it requires the type of reasoning to be abductive with will be further
explained in the next section, both the descriptive version and the usage during the thesis.

(Arbnor & Bjerke, 2009)

3.3 Reasoning: Abductive Research and Exploratory

‘ ‘ “In abduction, qualitative research uses a selective and creative process to
examine how the data support existing theories or hypotheses as how the data may
call for modifications in existing understandings. The go beyond the data and pre-
existing theoretical knowledge by modifying elaborating upon, or rejecting theory if
needed, or putting old ideas together in new ways to examine, understand and
explain data.”
(Kennedy & Thornberg, 2018, p. 52)
Preparing a master thesis, an important question arises within the research project’s design;
this is often about whether the research is preoccupied with theory building or theory testing.
More elaborately, these two presents two conflicting approaches to the reasoning used:
inductive (moving from data to theory) or deductive (moving from theory to data); although

the reasoning, alternatively, can be abductive. (van Maanen, Serensen & Mitchell, 2007)
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Abductive reasoning is characterized as an approach that moves back and forth between theory
and empirical data. In other words, an effective combination of deduction and induction
(Suddaby, 2006). This reasoning starts with observations. These can be observations of
“surprising” findings; afterward, it will determine a plausible theory regarding how this would
happen. According to Van Maanen et al. (2007), the “surprising” findings can occur throughout
the research process. (Saunders, Lewis & Thornhill, 2019)

Applying an abductive approach investigating 14.0 and the sales- disciplines and processes
would mean that we as researchers would obtain rich and sufficiently detailed data, which helps
us explore the phenomena and by that identifies and explain some vital patterns regarding the
sales process. This would help, in the further research, to integrate a conceptual framework,
which secondly will be tested through evidence of existing- and new data and lastly modified

if this is seen as necessary. (Saunders et al. 2019)
3.3.1 Abduction due to the thesis

In the following figure, the research strategy of the thesis is constructed. Through the
researchers established knowledge and prior research gaps a wonder was triggered regarding
the digital transformation and its impact sales processes. New understandings will arise through
different theoretical perspectives. Furthermore, shifting between theoretical perspectives and
empirical observations will enrich the researchers with a deeper and more profound
understanding of the existing knowledge. According to Darmer, Jordansen, Madsen &

Thomasen (2010), this is what portrays the abductive approach.

As mentioned, the interest in the topic occurred from existing knowledge of the topic's digital
transformation and sales processes based upon earlier written projects of the topics
individually. Figure 4 illustrates the abductive process during the thesis. In the construction of
the thesis among the researchers, the first thoughts were to understand how Al impacts lead
generation and sales activities. After meetings with the thesis supervisor, Waheed Akbar Bhatti,
it became clear that the topics of interest for the researchers leaned upon the research Karina
Burgdorff Jensen and Waheed Akbar Bhatti were conducting. Therefore, this thesis became a
part of their research project concerning the 14.0 and, more specifically, the digital
transformation and how it can be integrated into and change a sales process. The researchers
investigated recent studies written during the last four years to understand and identify a more

specific research gap according to digital transformation and sales. Through semi-structured
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interviews and observations with the collaborative companies, the researchers moved between

empire and theory to test the conceptualization for validly.

Exsisting knowledge

Moving between Al and Lead-
empirical observations generation/sales
and theory activities

interviews and

Semi-structured
observations

Research paper

recent research

Figure 4: Own illustration, 2022. Abductive approach.

One of the advantages of abduction is illustrated in the overall flexibility. Here the adductive
approach covers much research philosophies, Pragmatism, Critical realism and
postmodernism. As before mentioned, critical realism is chosen as the overall philosophic of
science. Going further with the abductive approach, in this manner, a word called
“retroduction” will be of high relevance. In fact, this is, according to Peirce (1896) the
“original” label for what we have known as being abductive. Operating in the areas of Critical
realism, we as researcher's tries to emphasize a more historical aspect of the overall research,
taking in the sales process of Dubinsky (1981), Monchief and Marchall (1999) and Toytéri
(2011). Hence, the researcher tries to identify and understand some underlying mechanisms

due to the existing theory.

Finally, the researchers are using, what we call a “Exploratory” Study. This would help the
authors of the thesis develop research that attempts to approach a developmental phase of
concepts and theories. Here, the components of our problem formulation, interviews,

observations and literature review, have been contributing probe for the research.
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3.4 Research strategy: Mixed-Methods Research

The functional paradigm The interpretive paradigm
(objective perception) (subjective perception)
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Figure 5: Own illustration, 2022. Methodology approach

The critical realism is firstly characterized by an abductive reasoning, which secondly tries to
create a paradigm which is compatible with both quantitative and qualitative data methods,
illustrated in figure 5. In general, Quantitative and Qualitative research differ in collecting and
analyzing the data. However, many researchers have failed to consider whether these two
strategies are related. In addition, Wheeldon and Ahlberg (2012, p. 1) states “all quantitative
data are based on qualitative judgments; all qualitative data can be described numerically.”
In relation to Creswell & Clark (2007, p. 13) a new method is born: “The third methodological

movement”.

This part of the chapter will explain how the researchers has used Quantitative and Qualitative
data respectively in their study and presentation application. According to Wheeldon and
Ahlberg (2012) the theoretical approach for the quantitative and qualitative approach has its
roots in the areas of postpostvism and constructivism. First, it will be fundamental to review

the underlying meanings of the two approaches.
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Post-positivists argue that the difference is independent of our experience and perception of it.
In addition, all research will be considered incomplete. Thus, it is believed that the approach
must be discovered and prove through a scientific method. Against this background, this
method is often considered to use a more deductive reasoning, to which specific conclusions
are desired to be opened, through an objective top-down'! approach. Furthermore, this approach
is characterized in its use of statistics and sample size. By limiting oneself to this type of data,
researchers will risk missing out on the depth and details of research, and furthermore making

it difficult to access the more complex side due to human behavior. (Goertzel & Fashing, 1981)

On the other hand, it is essential to mention the approach: Constructivists. This view is
characterized by the idea of how the truth sees the overall understanding as being dependent
on human practice and thus values and recognizes the individual’s social construction of
reality. This approach results in a more inductive reasoning, to which we as researchers
diligently try to understand the world, based on human experiences and perceptions. Unlike
the Quantitative research method, qualitative research differentiates in the way, in which it has
a high focus on developing theories, in biases of individualized and interpretive processes.
(Wheeldon & Ahlberg, 2012) In addition, Guba and Lincoln (1989) mention that, because of
the range of interpretation, researchers in this area refuses to only trust one interpretations of

knowledge without enhancing their own social construction.

Researching in the areas of the new method; Mixed method researching, it is important to
mention; how we as researchers deviates from the assumption of either quantitative or
qualitative research. In addition, one question arrives related to how we as researchers weights
the different methods in the thesis and its relative importance (Wheeldon & Ahlberg, 2012).

This section will be discussed next.

3.4.1 Weight of Methods

Mixed methods can appear in many different forms. When assessing whether the scientific is
sustainable, it is important to clarify the methods' weighting. This, in fact, refers to which of

the methods is most significant to the thesis outcome. (Wheeldon & Ahlberg, 2012).

In continuation of this, Johnson, Onwuegbuzie and Turner (2007) have illustrated a model, see

Figure 6, which can help with the visual part of the division. The different methods are put on

! Deductive top-down approach: starting with theory, going to hypotheses, observing of the hypotheses and
lastly it aims to reach logical affirmation
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a broad spectrum on which the study can be placed. Overall, this question clarifies where we
as researchers attribute the different kinds of data collected throughout the period and whether

the analyzes originate from one or the other dominant.

Mixed Methods
Broadly Speaking

Qualitative "Pure" Quantitative

Pure Pure
. 4% ixe Mixed Mixed _
Qualitative Mixed ¢ ¢ Quantitative
Qualitative Equal Status Quantitative
Dominant Dominant

Figure 6: Johnson et al., 2007, p. 124. Weight of Methods.

According to Abnor and Bjerke (2009) the system approach acknowledges the use of
interviews and observation, due to the empirical data collection. Interview is perhaps one of
the most recognized and widely used method in research. However, the flexibility is what
makes it so attractive for the researchers. Inline, Bryman and Bell (2007) outlines several types
of interviews: structured and semi-structured. Which both is reflected differently due to the

scientific research method.

Due to thesis of the phenomimes, the researcher chose to include qualitative research
interviews. This approach gravitates the interview to be less structured, as there will be a vital
interest in the interviewers point of the reality and what we as researchers sees as relevant and
important in the construction of the reality (Bryman & Bell, 2007). However, the value-adding
factor of the chosen method, leads the researchers towards the two major types of interview
approaches: Structure- or semi structured interviews. The structured interviews do not allow
the interviewer to ask follow-up questions, whereas the semi-structured interviews seem to
cover a broader conversation (Burgess, 1984). Due to the thesis, the researchers have
constructed a list of questions, where specific topics should be covered, more in-depth the
interviewer has made an interview guide. Using and interview guide will help the researchers
to know what to ask and in what order. Secondly it will help in formulating the right question

and topics, regarding answering the research area. (Bryman & Bell, 2007).
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However, one of the critics of the semi-structured interview forms is that the responses will
answer the given question and new questions will occur based on the answer, resulting in a
broad interview covering many different aspects. Therefore, a sorting work will arise based on
the relevance of the topic. In addition, since the abductive approach is guiding the research, the
researchers constantly move between existing knowledge, theory and empirical data which is
reflected in the questions formed towards the company's, will then change. Hence, along with
the researchers gaining new knowledge new questions occurs based on old statement. (Bryman

& Bell, 2007).

As an initial part of our study concerning technology in the light of sales processes, we acquired
a study from high-technological companies. In agreement with the companies, they will be
anonymized and therefore referred to as case company 1 and 2. The study consists of interviews
and observations of one product manager from Capturi, one CEO/Co-Founder and four
salespeople from case company 1 and lastly, one CEO from case company 2. Based on the
anonymization, the salespeople will be referred to as Salespersonl, Salesperson2, etc.
Furthermore, as some interviews is conducted over several laps they will be referred to as
Salesperson2a, Salesperson2b, etc. The interviews were followed by a semi-structured
questionnaire to specify common sales and technology application practices. All interviews
were recorded during the course and were then carefully processed for further analysis and
interpretation. Specifically, as the focus is on areas within technology and sales, we started
studies by asking about the overall technology and its use in daily work. Depending on the
outcome, we as researchers searched deeper to understand how and why the technology is

specifically transforming and streamlining the sales activities.

As illustrated in table 7, there is conducted overall 10 interviews within a scope of time from
five minutes to one and a half hour. The interviews are both in English and in Danish and are
all recorded. The interviews were elaborated towards the research area and structured as

followed:
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Unstructured Capturi Product Manager, One product Get to know Capturi and their 1:28:56
Interview Capturi (Jonsson, 2022) | Manager technology

Research team of

four.
Unstructured Case Company CEO and Co-Founder One CEO Get to know the technology 1:03:09
Interview 1 (CO-Founder, 2022) Sales team of four. the company is using in the

Research team of sales process.

four.
Unstructured Case Company Sales Employee One sales employee Specitying the usage of 14:28
Interview 1 (Salesperson2a, 2022) One from the technology used in the sales

research team. process.
Unstructured Case Company Sales Employee One sales employee Specitying the usage of 03:17
Interview 1 (Salesperson2b, 2022) One from the technology used in the sales

research team. process.
Unstructured Case Company Sales Employee One sales employee How the Norwegian sales set- 07:57
Interview 1 (Salesperson3, 2022) Two from the up is aligned

research team.
Unstructured Case Company Sales Employee One sales employee The fully sales process 1:01:05
Interview 1 (Salesperson4a, 2022) Two from the described from the

research team. salesperson.
Unstructured Case Company Sales Employee One sales employee The fully sales process 05:41
Interview 1 (Salesperson4b, 2022) Two from the described from the

research team. salesperson.
Unstructured Case Company Sales Employee One sales employee The fully sales process 05:14
Interview 1 (Salesperson4c, 2022) Two from the described from the

research team. salesperson.
Unstructured Case Company Sales Employee One sales employee The fully sales process 28:21
Interview 1 (Salesperson2c, 2022) Two from the described from the

research team. salesperson.
Unstructured Case Company CEO (CEO, 2022) One CEO The fully sales process 48:00
Interview 2 Research team of described from the CEO.

four.

Table 7: Own illustration, 2022. Interviews.

As an added value to the empirical data collection, the researchers are making use of participant
observations. Which together with the interviews is the two most prominent scientific research
methods within data collection, regarding qualitative research (Bryman & Bell, 2007). As
researchers, we acknowledge that some data cannot be captured through interviews, which is
why observations can be necessary. Due to the observations, the researchers can observe the
behavior within the organization and how they work and initiate various processes. Secondly,
it will help map out the full behavior and business practice due to specific areas of the research
question and MAPS reconceptualization (Bryman & Bell, 2007). Due to the observation part,

the researchers used three full days at case company 1, where a highly structured observation
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of selected salespeople took place. In addition, a detailed observation scheme based on MAPS
was conducted and made (see A2), which helped the researchers to clarify which elements
should be noticed and noted doing the observations process. This with the end goal to provide
a more structured and clear idea about how their sales process and the use of technology
coincide with the MAPS conceptualization. To clarify, the data will be conducted through
observations of salesforce automation and business practice which is made to the visibility of

companies using digital solutions throughout their sales process.

As it is too complex to observe and translate simultaneously, the group has chosen to retain
statements and observations in Danish and thus transcribed the elements we use in analysis and
discussion/conclusion. This is to capture the entire understanding and not make it too complex
for the thesis work. During the last years both researchers has required a study in full English,
which have enriched with both oral and written skills. These skills are used to ensure that the
right essence surpasses in the transcription. The audio material can be requested on the demand

of the censor and supervisor.
3.5 Validity and reliability

As a foundation for the philosophy of science, it is essential to address the validity as it ensures
the significance of the research. Arbnor & Bjerke (2009) stated that validity is illuminated as
how the measurement is valid. The validity is established by investigating arguments and
allegations from primary data and to what extent they are correct. Hence, a common procedure
to ensure the validity is to investigate it from as many viewpoints as possible (Arbnor & Bjerke,
2009). Therefore, the researchers will investigate the topic from as much primary and
secondary data as possible, interviewing different organizations and different people from the
organizations, observe workloads related to sales and sales processes and use statements from
theoreticians, hence, in pursuance to gain the best and most precise and transparent results.

(Arbnor & Bjerke, 2009)

To ensure a justified result, the Authors will address all significant angles of the research field
throughout the thesis. This will ensure that a transferable intersubjective apprehension of truth
will take form. Here, the author's attempts to intensify the validity which will reduce the
uncertainty. (Arbnor & Bjerke, 2009) The reliability is defined as the quality of the collected
empirical data (Arbnor & Bjerke, 2009). To reassure the reliability gets the right connection

and outcome, transparency must be ensured. This is done through the appendix, interviews and
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observations with the companies, literature review, and references. This will gain an overview

of the procedure of the thesis. (Arbnor & Bjerke, 2009)

4. Empirical Analyzing and Testing
Reconceptualization for Validity

Previous research illustrates that digital transformation is a highly convenient and complex
phenomenon encompassing various technological applications, that potentially impact
different sales processes. For practitioners, creating value through data discipline can be a
cross-organizational challenge, so they need to take advantage of the complexity of sales.

Previously, the word "lead generation" was generally an elementary size and briefly referred
to roughly segmenting customers based on revenue and industries, to eventually call the
customers and get a series of meetings in the book. This via either own sales department or
telemarketing partner. However, executing on this fact is no longer a streamlining application
in the sales culture, as it requires many internal resources in the form of a (wo)manpower and
time. However, it is important to acknowledge that the phone is by no means obsolete in 2022,
but the process has evolved. (Lund, 2021) This process has further been observed and

investigated as a part of the thesis work.

To clarify all the technological terms used in this thesis, an elaborative description of the

technologies can be found in A3.
4.1 Case Study 1:

The observation process made it clear that the participants' daily business work increased due
to existing customers, as most of their workload concerns customer service. Thus, the
researchers were involved in an observation where pre- and after-sale was of high priority.
Another factor of high relevance is that the observations are conducted separately and only
consist of parts of the sales processes due to complexity, which is why the researchers had to

fully understand the sales process through sense-making.

Within the following analyzes, the researchers want to test the MAPS model for validity, which

is why MAPS is reviewed step by step in consolidation of the observations. Thus, each step in
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the MAPS is analyzed based on the gathered data and divided into task and technology with

the aim to understand the sales process within the case company.
4.1.1 Identify possibilities and stakeholders
4.1.1.1 Task

A first and overarching finding was that the participants mentioned that the first phase of the
sales process, is extremely technology-driven and requires high data discipline. However, with
limitations as to whether it is coming from inbound or outbound marketing. The difference
between inbound and outbound sales, lies in how companies get the human interaction in play
and where in the customer journey the salespeople meet the customer. Thus, the recipient of
the inbound sales is more structured, while outbound sales is cold canvas. To clarify, through
inbound the company automatically ensures a more accurate qualification of their leads, which
requires less technology. The needs are thus already met, as opposed to outbound. Thus, it can
be questioned whether the customer's position in the purchase decision, when the first

“«“

integration takes place, affects the sales process. “(...) in the beginning, if it is outbound sales,

then that is probably where technology is most important" (Salesperson 2a, 2022, 07:17-07:25)

However, as a supporting element salesperson 2c¢ states; “I actually only use the technology in
my own preparation, so I seem competent when I have a dialogue with the customer. One thing
is that I want to impress the customer, but I actually also want to know if I bother to spend time

on them here.” (Salesperson 2c, 2022, 24:57-25:11)

Against this backdrop, technological application or an intelligent force can be a valuable factor
when transferring the customer from a marketing qualified lead to a warm sales qualified lead.
Hence using the technological application will give the company a higher time to value as the
lead time of pushing a customer through the process is streamlined through increased data
discipline. This statement is also supported by Davenport (2020) mentioning that adapting
technology into the salesforce can help increasing the business performance and give the
company an extended knowledge about the customers earlier in the process. Identifying the
potential customer using the right technology creates a high value for the process; The better
identification the salesperson makes, the stronger foundation they have further in the chain.
Our interviewees frequently state: "The reason for making a strong identity is that we can play

them well in what is called connect.” (Salesperson 4a, 2022, 11:54-12:00)
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Another essential statement to mention is the that the digital technologies can be a valuable
factor in the pre-purchase stage (Davenport, 2020). As identified in the conceptual framework,
MAPS, the first phases are acknowledged as being the phase of identifying possibilities and
stakeholders (e.g., customers). Due to the observations and interviews from one of the
participants, it became clear that these two parts of the process, for the company, is generally
more about qualifying the customers; “(...) I would say that technology is extremely important
to us in the first stages, to qualify who we would like to talk to.” (Salesperson 2a, 2022, 06:34-
06:40) Qualifying a customer involves investigating if the potential customer meets the
predetermined criteria or is a good candidate for the business. Hence, the marketing funnel
focuses on qualified leads and helps take an active and differentiated approach to the sales

process.
4.1.1.2 Technology
4.1.1.2.1 BuiltWith

It is essential to use the right technology during the identification or qualification phase. An
interesting finding from the observations occurred when salesperson 2c (2022) mentioned that
they use a chrome extension called "BuiltWith," which is an application they use to identify if
their Application Programming Interfaces (API) solution can integrate with the customer's
technology (Builtwith, n.d.; RapidAPI, n.d.). They need to qualify the customers; for instance,
if the customer uses outdated software to manage their web page, the company's API cannot
integrate with them, and the customers are then not worth spending time on. Hence, it is not a
potential customer if they cannot help each other with a more intelligent technological solution.
Therefore, the "BuiltWith" application can both prepare the salesperson's sales pitch and
shorten the time on sharing insights as they already know if they can solve a problem for the
customer. (Salesperson2c, 2022) Secondly, by ensuring the integration possibility by the pluck-
in solution, the customer does not have to invest in human resources and development. Lastly,
the sales force does not have to invest, so the time to value becomes more extended, resulting
in a faster lead time. “BuiltWith” creates a more significant volume through their pipeline,
increasing customer experience. Thus, using the "BuiltWith" system, a greater complexity

occurs, which they must exploit in the further sales process.
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4.1.1.2.2 Semrush

According to salesperson 2¢ (2022), the "BuiltWith" technology cannot stand alone as it only
reveals information about the API. However, the sales employees need more information about
the customer, such as how many products they sell and how many countries they sell to, among
other factors. To gain these types of information, they use another technology called Semrush.
Semrush is a platform that can identify different datasets based on how much traffic a webpage
has, if it is a paid advertisement, how much organic traffic (Search Engine Optimization, SEO),
page ranking, and how strong the customer's domain is. This technology sends a list of cold
leads that accomplishes the searched keywords directly to the sales employees. (Semrush, n.d.)
Therefore, adding these two types of technologies together, salesperson 2¢ (2022, 17:02-17:27)
stated that; "I have all this data here about the markets, traffic, etc., and together with the
integration option, the BuiltWith technology (..) then I have a list of possible customers". It can
therefore be argued that they are using technology to create knowledge and possibilities about
the customers and use this to "get closer to the customers and (...) use this knowledge to get

success in the sales process" (Salesperson 2c, 2022, 18:20-18:24).
4.1.1.2.3 Investigation Applications

Further investigation of the identification phase shows that the salespeople spend much time
tracking data from potential customers. It is observed that salesperson 1 (A4) spends much time
on the potential customer's webpage, hence investigating what type of payment a customer can
use on their webpage and where they are located. Moreover, spending time on Trustpilot to
comprehend the company's ratings, if many end-customers have rated them to finally make
consumptions about how many products they sell. Further, salesperson 1 (A4) uses Google
Maps and Google Street View to check out the logistic handling and placement of the company.

Lastly, he spends time connecting with the potential customers on LinkedIn. (A4)

Furthermore, it is important to mention that the salespeople, during the investigation phase also
check their HubSpot CRM system, to identify if the lead is already an existing customer. If so,

the process will change due to qualification.

Based on the findings above, technology plays a significant role in identifying possibilities and
potential stakeholders. However, based on the findings, it can be argued that the sales
employees during this phase are more qualifying than identifying the possibilities and

stakeholders. Moreover, the MAPS conceptualization divides the identification process into
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two separate phases. However, the observations and interviews reveal that these stages are seen
more as one collaborated unit gathering all information, through technology, about the
customers and the underlying possibilities into one overall process. Therefore, it can be argued
that these two steps should be seen as one qualifying phase instead, through the adaption of

technology.

Qualification:
possibilities &
stakeholders

Technology In line with a relation-based sale: checking/using linked-In for common network
identification.

Google possible customers

Trustpilot check.

Placement on Google Maps; Does it fits?

Using BuiltWith to check the integration software/possibility.

Address "validation" - google street view.

Reading about the companies on the webpage.

Proff. DK

Semrush: Traffic, organic, or paid advertisements (CEO)

CRM-system.

Task Data searching: It looks at what type of item they have; is it the whole brand?
Are there some who have their own stores, so they have a retail link on what we
call the omnichannel? How is it that the customer's business is knitted together?
the better identify we make, the stronger foundation we stand on longer in the

chain, who is the customer?

Table 8: Own illustration, 2022. Summary of Qualification: possibilities & stakeholders.

4.1.2 Share insights
4.1.2.1 Task

Making a valuable sales process is vital for the company to acknowledge the customers' pain.
According to Toytéri (2011) sales should be solving the customers pain and act as a valuable
factor for the customer’s business. In addition, the participants mentioned: “Connect phase,
that is when you have the first dialogue with the customer (...) In connect, you use the

information you have mapped here, to talk into the customer's pain. It can be both on existing
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customers we have, existing trends in the market, it can be based on everything possible. Then

we connect with them (...) This is where it's about creating a relationship of trust.”

(Salesperson 4a, 2022, 12:00-13:04)

Ensuring a valuable first interaction with the customer, the seller's task is to create a solid and
trustful relationship. In sales, trust is usually referred to as the salesperson's credibility and to
what degree the customer trusts the acting of the salesperson. This part of the phase is carried
out as a two-way street — the company and its customers.

The observation shows that this step is an integrative process where the customer and
salespeople continue sharing information and data to see if there is a profitable fit and by that
establishing a date for the first meeting (Bhatti & Jensen, 2022). An essential task for the
participant here is to map out as much as possible. As more they map down in this part of

phases, as better sales arguments, and objection handling, they have later in the chain.
4.1.2.2. Technology
4.1.2.2.1 Phone conversation

This part of the sales process is typically carried out through conversations with the customers.
It is the first integration, thus a call to action. In this phase, the sales employees usually use the
phone to call the customer. (Salesperson4a, 2022) Not much has changed in this part. It can be
claimed that the potential customer is now a sales qualified lead in this part of the process. It is
essential to mention that using the phone during the phrase also refers to technology.
Furthermore, it important to mention that the salesperson call the potential customer based on
the data they have gathered through the technological application carried out in the

qualification phase.

Regarding the MAPS conceptualization, MAPS: sharing insight, is in harmony. Even though,
the salespeople call it a “connection phase” the company use this to create interest in the
customers. The goal is to "need covering" the customer and clarify if there is a fit. The interest
here relies on all the necessary information they have found in the previous phase. This is also
supported by Mikalef, Conboy & Krogstie (2021), who in their further work, support Al and
its applications as a helping factor to understand customers' needs more closely and thus have
a better opportunity to integrate with the customer and create the right solution further in the

process.
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To sum up, it can be predicted that sharing insight is still a valuable part of the sales process in
practice. Yet it is still seeing as one phase, but with a two-way street. Furthermore, due to the
identify and sharing insights, it is all about need covering the customers, through technological

applications.

Share insight:

Human interaction
Technology Telephone or email - mainly telephone.

Data from previous phase.

Task Connect phase is when you have the first dialogue with the
customer.
Use the pre-qualification to talk into the customer's pain—the pre-
qualification.
Building a relationship of trust.
Questions: what is it about? what is it we can help with? Where

does it hurt (pain)?
Table 9: Own illustration, 2022. Summary of Share insight: Human interaction.
4.1.3 Opportunities

Based on the prior finding it can be questioned if there is a missing element in the MAPS
framework when adding the theory into practice. After qualifying needs and fits, the customers
become an opportunity for the corporation. In this phase, the company uses its CRM system to
facilitate inbound information regarding the customer. Specifically, they create a "deal" in the

system.

Despite the salespeople creating a coherent digital platform, they facilitate some phases that
will bridge the entire process, digitally. Through their CRM system, marketing data and
customer data are integrated across platforms. The salespeople can go into the CRM system,
search for all available data about the customer, and among others get a direct link to their
website. In this way, it comprehends the salespeople with all the necessary information to be
data-driven further in the process. However, it can also help the team see if a possible new
customer is already inside the system and, in that case, how far they are with the customer. The

advantage of this application lies in a more transparent environment, increased internal
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communication, and the seller takes responsibility for the customer, thus increasing their value

and assessment.

Technologically, the company can among themselves track the potential customers and gather
multiple information about them, both collected from the qualification phase, the first
interaction and through the CRM system. It is important to acknowledge that the CRM system
they use can gather accessible data regarding the customer. It is observed that the CRM system
they use is HubSpot CRM. HubSpot CRM is known for its many Al applications and collects
different data through several algorithms to keep more track of the customers, resulting in a
more customer-centric business strategy (Buttle, 2004; HubSpot, n.d.). Therefore, it can be
argued that the CRM system is seen as the fundamental technology from the phase and

throughout the entire process.

Furthermore, as sharing of insight is a two-way street, the customers are asked to create a
profile on the customer's panel, which is integrated with the company's webpage. This with the
aim to share prices and other important information which need further in the process. Based
on the above findings, it can be argued that after sharing insights, a connection phase starts
where the aim is to get closer solely through the technology. It can be questioned if this step

should be applied to the MAPS framework.

Opportunities
Technology Customer: Customer panel. = webpage login.

Firm: HubSpot CRM System. = Automatic data capture and “deal”

pipeline.

Task They are getting closer through technology and its applications.
Goal: get the customer to create a customer panel on their webpage and

create a "deal" in the CRM system.

Table 10: Own illustration, 2022. Summary of opportunities.

4.1.4 Connecting stakeholders and resources
4.1.4.1 Task

After transferring the customer into an opportunity, the sales employees start the next phase.

According to MAPS, this phase is all about building and creating shared value. It is here the
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collaboration begins to reach a common goal (Bhatti & Jensen, 2022). In this phase of the
process, it is essential to state that the researchers have not been able to observe the complete
process doing this state. As mentioned earlier, there can be many reasons for it, but one of the
main points is the complexity of the sales process. Because of this, the only observed factor is
the use of technology. However, to create an understanding of the area, the researchers have
held a series of semi-structured interviews where some of the tasks are identified. In
continuation, Salesperson 4a (2022) mentions that this phase is where they explore; where and
how they can help the potential customers: (...) this is where we need to step in, based on the

needs and create a solution for them.” (Salesperson 4a, 2022, 17:28-17:34)

Moreover, the reason for mentioning these limitations is that the researchers cannot thoroughly
analyze these elements as it will concur on many assumptions, which would not give an exact

picture of the validity of the reconceptualization.
4.1.4.2 Technology
4.1.4.2.1 HubSpot CRM: Pipeline & Pixel

During the observations of the company and their sales processes, technologically, it became
clear that they use their CRM system and the customer panel systematically during the whole

sales process.

According to Salesperson 4a (2022), they only use the CRM system internally to gather
information about the customers and move them around in the pipeline. He further mentions
that he uses the CRM-system to investigate the interactions between the customers and the
company (Salesperson4a, 2022). HubSpot deal pipeline is a software and management system
to help the company manage its appointments and track its leads. Agreement stages are
constructed as steps in the deal pipeline to relieve the sales team in tracking the possibilities of
an agreement during its progress. (Hubspot, n.d.) Looking at the observations conducted, it is
essential to mention that the work with the pipeline begins when the customer becomes an
opportunity. At this point in the explore phase, the sellers have, as described, performed the

first two phases of the pipeline, introduction, and needs and fit. (Salesperson2a, 2022)

As mentioned, the CRM system from HubSpot has many Al applications, and with its many
algorithms, it can generate significant and valuable knowledge about the customers and the

current stage they are in (HubSpot, n.d.). However, according to salesperson 2¢ (2022, 14:12-
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14:30), they use the CRM for more than just pipeline interactions, "you can put a pixel on your
mail where you can see if the customer has opened the email, you can see how many times they
have opened it, where in the world they are if it is an 1OS or Android device." It can here be
argued that if the salespeople use the feedback from the pixel correctly, it can help them during
the sales process to track the customers and make it a key factor for influencing the sale.
According to salesperson 2c¢ (2022, 14:32-15:10) "The reason this can be good is that if I am
missing an answer and can see they have opened the email (...) then I call them, I know they

have seen it (...) I use the tool to reinforce my message."

Another interesting factor when investigating this phase of the process is that the salesperson
can insert the Pixel through their CRM system using a sales email address that permits a
collection of engagement statistics, such as views and clicks (Waida, n.d.). Here, the
salespeople are within the exploring phase, which generally consists of a broad range of digital
and physical meetings. In this part of the process, they are, in some cases, using the pixel on
their emails to provide them with knowledge about their leads, and lastly, it can help them track
their customer's movements. More explicit, the pixel helps them provide more knowledge and
critical feedback around how many times the customer has opened the email, have they read it,
or skimmed it? Based on this factor, is it a hot or warm lead? According to salesperson 2c
(2022, 15:15-15:28): "I also use it to see how hot a lead is (...) if they have opened the mail
many times it is classified as hot lead, then I will interact more with them. If they have opened

it a few times, I spend less time on them".

Furthermore, based on the clicks, the salespeople can measure how interesting their e-mail is.
Secondly, pixel helps them increase transparency in the flow and ads another layer of
knowledge when contacting the customers again. Sales are about contacting the customer at
the right time; when does the need arise? Using this system, the salespeople, through a "pop-
up" can see when the customer has opened the email and is currently a hot lead (Salesperson
2a; Waida, n.d.). At this point, the salespeople typically contact the customer and start a
conversation based on previous evaluation. Therefore, the pixel helps increasing the
complexity and shorten the time by contacting the customer when they are most warm and
ready to act. In continuation of this, salesperson 2a (2022, 08:27-08:29) states through an

interview: "it is a really effective tool".

Based on the findings above, regarding the CRM system and the usage of pixel, it can be argued
that technology plays a significant role in the exploring phase. The technology provides the
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sales employees with pieces of information about the customers that are valuable to them, as it
can be argued that it can help them save time and reduce time to value. However, it is hard to
analyze if this stage needs transformation or following the MAPS framework as the entire sales
process is not observed due to the complexity of the sale and the limitations regarding time.
One essential parameter is that this phase in both the MAPS conceptualization and in the case,
company is about creating shared value to reach a common goal. More profoundly, this stage
is for the company about create solutions through exploring the possibilities regarding the
customers. It is crucial during the exploring phase of the sales process that the usage of
technology and the data discipline is at a high level. It can be claimed that to make a successful
sale, the sales employees need the right amount of technology to track the customer. The more
data-driven the seller becomes in the sales process, the easier it is for a salesperson to use
objection handling in the customer's decision phase. Due to the MAPS conceptualization, it
can be questioned if this part of the process, is more exploring than connecting stakeholders

and resources.

Explore
Technology Digital and physical meetings: teams etc.
Emails.
Phone calls.
CRM-system: Pipeline & Pixel.
Customer Panel
Task Understand and investigate how, why, and what.

Goal: create a solution for the customers through shared value.

Table 11: Own illustration, 2022. Summary of Explore.

4.1.5 Create shared activities and platforms
4.1.5.1 Task

Moving to the next stage in the MAPS sales process, creating shared activities and platforms.
During observations, it becomes clear that this part of the process is carried out operationally.
When "exploring" and having a meeting with potential customers, this part is where the sellers
and operation advice their customers. According to salesperson 4a (2022, 24:50-24:54)”In

counseling, this is where you get the final details in place.”
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Through semi-structured interviews, it became clear that it is an important task to advise the
customer and create an offer that gives them a complete peace of mind when moving towards
last phase, the buying phase. Evaluating and presenting part-acceptance during this phase is
essential for the salespeople, as it makes the customer comfortable with the offer they provide.
Moreover, the priority is to put the agreement in systems in this phase, hence what have we

agreed on logistically.
4.1.5.2 Technology
4.1.5.2.1 Digital or physical meetings

This part of the process can be seen carried out both digitally and physically through meetings
with the operation- or IT-department. Inline, salesperson 4 interview 4a (2022, 23:29-23:54)
states: “The last thing we do, is that we go in and advice (...) based on identify, connect, (...)

’

and explore.’

During this stage, an essential parameter to incorporate is that the data discipline that has been
carried out so far creates the shared activity and platform. It is observed that through the
gathered data from the entire process, the salespeople have the fundament to advice the
customers on the best solution. It is also clear that the salespeople add the operations and IT
departments to create the exact product the customers aim for during this stage. According to
salesperson 2¢ (2022, 11:30-11:33), "In this phase, the operation takes over, where they put

things in systems.”
4.1.5.2.2 Slack

The only technology observed is the usage the technology Slack. They use this technology to
connect with their customers and essential colleges to bring people together through
conversations, innovative technology, and add essential data, all in a virtual workplace. This
technology is used to increase the communication flow within the network. (Slack, n.d.) It can
be questioned if this part of the technology further increases the inbound and outbound value

through automation to finally connect relevant people through a shared platform.
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Advice

Technology Digital and physical meetings: teams etc.
Slack

Task Advice the customer based on the process.

Present part-accept and incorporate the operation to get a contract

with the customers.
Table 12: Own illustration, 2022. Summary of advice.

To sum up, based on observations and the MAPS conceptualization it can be claimed that this
part of creating shared activities and platforms is already done, when the customer becomes
and opportunity. Due to the observation this phase is more about advising the customer based
on the exploring phase than creating a shared platform. Thus, it is important that the
collaborating platform, slack, is used to interact inbound and outbound to create the best

solution for all parties.
4.1.6 Realize
4.1.6.1 Task

Next on in the last phase, MAPS characterize it as the realization phase, where the task can be
seen as similar to delivering a service or product. According to salesperson 2c (2022), this is

where they get the customer to sign the final contract.
4.1.6.2 Technology
4.1.6.2.1 Get Accept

As observed within the company they use one high technological solution for this phase, which
is the digital platform: Get Accept. The platform is used as an e-signature program where
customers can read the agreement and sign the final contract online (GetAccept, n.d.). It is a
helpful tool to avoid having important material lying around for the customer that may
disappear in the process or forgotten to be sent back. Furthermore, it is essential to mention
that the contract can be adjusted based on the part-acceptance, which makes it easier to create
the final deal (Salesperson2c, 2022). Secondly, as mentioned by salesperson 2c, the program

can help the company track their customers in this phase. For instance, it can through
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algorithms reveal if the customer has received the contract. Moreover, it can further send a new
reminder towards the customer if necessary. (Salesperson2c, 2022) It can therefore be argued
that using this technology during the realization phase the salespeople might have greater

transparency and can control the flow of the process.

Realize
Technology Get Accept.
Task Goal: Make the customer sign.

Table 13: Own illustration, 2022. Summary of realize.

4.1.7 Evaluate and learn
4.1.7.1 Task

To sum up the sellers have been through two overall points: they have first covered the
customer's needs and then immersed themselves in the escalating phase However, we need to
go through the last step. When we talk about sales training and coaching, evaluation and

learning are always important, both external and internal.
4.1.7.2 Technology
4.1.7.2.1 HubSpot CRM

The CRM system is not only used to share customer data across the platform. Within the deal
pipeline systems, the last “phase” is where the customers move into closed-won or closed loss.
This factor is used in the evaluation part. If the customer is in closed-lost, the participant sellers
can see: why did we not win the customer? Is it because we did not release their pains? Were
there any technological challenges? (Salesperson2c, 2022). An important task here is for the
sellers to map out why they lost or won the customers. The seller must find the cause. The
cause can further help the sellers to estimate what they need to change, internally and
externally. It is a learning tool where the opportunity cost can be higher than the value. The

salespeople only know this as they are data-driven throughout the process.

Moreover, it is clear from the observations and the interviews that the sales employees do not
often evaluate and learn from their previous sales processes. However, during the interview
with salesperson 2c¢ (2022), it became clear that they have some evaluation processes. It is

specifically essential to mention that this phase is mainly carried out through their CRM
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system. Firstly, there is an economic aspect to the evaluation process, how much is the value
of the yearly contract. This is also based on the different times of the year and how the current
world situation appears. Secondly, there is a more strategic aspect where they evaluate the

different industries. They have either won or lost.

All in all, they learn where to add more focus to gain more customers or in what types of
industries do, we have enough customers. Lastly, according to salesperson 2c (2022, 27:33-
28:05), they can "Set up workflow - if "customer" hits closed-won, then this must happen, (...)
triggers an email or a follow-up to the employee to follow up, etc. Only the imagination sets
limits.". Therefore, it can be argued that they have a data-driven evaluation process based on

the tasks in their CRM system.

Evaluate and learn
Technology CRM-system.

Task Create and set-up workflows

Table 14: Own illustration, 2022. Summary of evaluate and learn.

To summarize the findings above, it is crucial to mention that this is implicit in their sales
process but that there may be deviations and differentiation due to external elements. The
findings reveal that case company 1 uses several different technologies to qualify potential
customers. Hence, understanding through technology if a customer is worth spending time on.
Another essential finding is that the identification phases during the MAPS framework
decrease through the use of technology to one overall qualification phase. Moving further in
the sales process, it is vital to mention that the sharing insights is about human interaction and
is mainly done through the phone. It can be argued that there is a crossing element where the

customer becomes an opportunity.

The findings reveal that the CRM system here plays an essential role throughout the rest of the
process as it helps the salespeople create visibility in their pipeline. A significant finding
concerning case company 1's sales process is created in a deal pipeline in their CRM system as
soon as the potential customer becomes an opportunity for the company. Overall, the pipeline
shows the stages that indicate to the fellow salespeople that a potential customer is on the verge
of closing. As a potential deal progresses, the customer moves across the various deals. In this

way, companies can follow wherein the process the customer is. Therefore, a pure technology
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phase is added to the framework. However, this is where their CRM system helps ensure that

they get the correct data to be data-driven and disciplined in their salesforce.

Through the analysis, it further became clear that they advise the customer through the already
created shared platforms for the best solution. Another essential finding is the heavy usage of
technology during the connection phase; for instance, using pixel on their email can track the
customer's activity. With these technologies, it can be argued that it is seen more as an

exploring phase than connecting stakeholders and resources.

During the realization phase, findings reveal that technology plays a significant role in agreeing
on the final agreement. Hence, technology that further tracks the customers give the salespeople
intelligent outcome to force the customer to buy. Based on these findings, it can be argued that
the substance fits well with the whole MAPS conceptualization. However, some adjudgments
occur. The above observations and "mapping" are merely an attempt to make the subjective
findings more objective and, thus, the sum of the process more valuable to the thesis. Figure X

illustrates the technological application in the sales process compared to the MAPS

conceptualization.
Identify Identify Connect Create shared
potenticl potentiel Share insight stakeholders activities and Realize Evatuate and

P and resources platforms

Qualification: Share insight: Opportunities Explore
possibilities and Human interaction
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Figure 7: Own Illustration, 2022; Bhatti & Jensen, 2022. Case Company 1 sales process.

4.2 Case Study 2:

As previously mentioned in case study 1, the case company 2 is also following the MAPS
conceptualization step by step to test the validity. To support the use of technology in practice
when identifying sales processes, the researchers, as a sample of this process and investigation,

have convenience an interview with the case company 2's CEO. The interview was followed
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to construct the practices in the era of the digital transformation of the sales process. One of
the questions is how the technological applications and benefits transform their working
activities within the sales force. Furthermore, how is the technology used in the process? Inline,
it is essential to mention that this part of the thesis work is only conducted through interviews,
which is why the task identification will be deficient throughout the analysis. One clarity was
that the company was open to most of the technology and how it could support its sales team.

A considerable part of it is already technology driven.

4.2.1 Identify possibilities and stakeholder

"If I have to make a sale from the beginning (...) and a company wants to enter into a
partnership with us, then I start with a digital tool called lasso X."
- (CEO, 2022, 08:19-08:39)

Supported by Paschen et al. (2019) adding technology to sales will help improve the sales
funnel and create a people-centered sales process. Inline, she mentions that the first part of the
sales process must be performed by finding potential customers through lead generation.
According to the CEO (2022), they collect potential leads through technology. To gain the
most relevant insights of the customers, they use the technology Lasso X. According to the

CEO (2022, 08:40-08:44), "Lasso X, is a CVR-register, where you can take out leads"

This technological solution is a sales tool that through intelligent usage of data, can generate a
list of potential leads based on more than 60 search criteria (Lasso X, n.d.). Here the company
is segmenting on, for instance, geography. Furthermore, depending on the product they want
to sell, they use the technology to a segment on industry codes (CEO, 2022). The company
can, through filters, add the relevant criteria for their optimal customers. Applying Lasso X,

the company will get access to the most profitable customers.

The technology can also help optimize the entire sales flow and increase the company's time
to value. Lasso X helps the sellers be at the leading position. This means that the company,
through the technology, can follow their customers and thus create a unique customer
relationship through real-time data. (Lasso X, n.d.) In addition, salespeople will be informed
about significant and value-creating changes that help them act at the correct times. Secondly,
it gives companies a whole new range of sales opportunities through technology, which can be

used to minimize the complexity and transparency of the entire sales process.
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Identifying potential possibilities are carried out through complete technological applications.
This central point is to create a detailed filtered list of potential leads. One essential parameter
in integrating this technology, within the process, is carried out through the question of validity.
The company only accesses the information or data that the customers have published on the
CVR register. Inline, the CEO (2022, 11:33-11:56) states: “It is just as valid as the customer
has given information about (...). I would say there are many people where there is incorrect
information, but it has nothing to do with Lasso X. It has something to do with what people

’

have registered their company as.’

However, it can further be argued that with those many search criteria and the question of
validity, many leads occur that may not be that relevant for the company to explore further.
Thus, a further segmentation process starts to concur the final list of potential leads. It is here

that the technology of Adversus has its essence.

“Then I take out an Excel file, that also is digital, then I add the topics into the dialer-program,

’

called Adversus.’

~ (CEO, 2022, 10:05-10:13)

Adversus is the provider of the CRM system they use and is an intelligent dialer program
incorporated with a CRM system where conversations are recorded. It is a software solution
that helps specific companies optimize their workflows and get the best possible outcome for
all the outbound activities (Adversus, n.d.). An interesting finding is that Lasso X is integrable
with Adversus, which can make the sales complexity less complicated and increasing
transparency. Lasso x's integration with Adversus helps companies use intelligent data more
efficiently in their sales efforts. Not only is the company limited to automatically importing the
filtered list directly into their dialer via the integration. Through their dialer, the company can
further segment the customers. Secondly, it can create new leads in its dialer more automated.

(Adversus, n.d.; Lasso X, n.d.) Firstly, let us start with further segmentation.

Further segmentation. The case company uses Adversus as its connecting element with the
customer (CEO, 2022). As mentioned above, a segmentation process divides the right potential
customer into the right place. Thus, Adversus helps to match the stakeholders together. For
instance, the company can segment the customers on post-codes. If they want to call a specific
area, they can use Adversus technology filtering in their list and gain an overview of the

customers with the most relevant to call. Inline the CEO states (2022, 43:32-43:55): "I can
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segment the customer further. I have segmented them earlier (...), but I can do it again.
However, sometimes the sales employees say: "we are in crisis, and we need a shot of EPO,”

so we only want to call companies in a specific postal code."

Automated lead creator. As mentioned earlier, Lasso X is heavily used in the first phase.
Through the more than 60 search criteria, the company has set up several criteria which, via
automated tools, help to send more leads into the company's dialer. This applies both in the
case of newly created companies and if the companies in question change or move to fit under
the company's search criteria automatically. In this way, the sales flow increases automatically

and tell if new potential customers or opportunities are added. (Lasso X, n.d.)

Another significant application to mention is that the company can get master data via clicks
on the various customers, such as CVR, telephone, name, and E-mail. In continues, the program
can be used to send direct e-mails to the customer, and it can set up a reminder for when the
seller needs to call a potential or existing customer. Hence, they got the technology to work for
them. This part of the technology is driven through only the CRM system in Adversus. Using
a data-driven CRM system creates a more customer-centric business as the company has

complete control (Buttle, 2004).

Due to the MAPS conceptualization, it can be claimed that through the usage of technology
and intelligent data, the two first stages of identifying can be seen as one integrated unit of
qualifying possibilities and stakeholders. As mentioned, using the technology for identifying
potential leads, the segmentation process, and identifying stakeholders is seen as an automated
process in this case study. More specifically, in the first stage of the sales process, the company
segmented its filtered list of leads through Lasso X, which is integrable with Adversus. The

technology is used to catch the potential leads with the most value for the company.

Qualifying possibilities

and stakeholders

Technology Excel file - Lasso X & Adversus.

Task Integrate the list into the dialer-program

Table 15: Own illustration, 2022. Summary of qualification possibilities and stakeholders.
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4.2.2 Share Insights

Technology has started to play a significant role and is used as an effective tool to increase the
achieved value for both the customer and corporations. Due to practice, technology is seen to
be high acknowledged applications in the sales field. Moving on in MAPS conceptual
framework, the next stage is about sharing insights. Sharing insights is about sharing data
between the identified stakeholders. However, based on the findings above, the Adversus dialer
places a significant role during this stage. The dialer is a tool for creating human interaction.
More specifically, it is the phone of the company. An essential factor to mention is that the
technology saves the conversations. According to the CEO (2022, 45:53-45:57; 46:02-46:07),
"That's what is so good about using this technology and not the iPhone (...), so you can always

re-listen to the call.”

It can be argued that this application helps the company to reinforce earlier conversations and
convince the customer in the decision phase. Furthermore, Adversus creates an overview of
the activities during the entire sales process, also referred to as their CRM system. Thus,
technology plays a significant role in selling the customer's product or service. Before going
further to the next step of the process, one thing is of high interest. In general, the human
interaction, within sharing insight with the customer, is a short process, as 57 % of the sales
time is under 1 min. As stated by the CEO (2022, 27:43-27:51): "57 % of the sales are done in
the first call, and our average time is 1 minute." Even though, many of the sales processes only
last one minute, the essentials are saved for further analysis. This is where the technology of

Capturi is essential.
4.2.2.1 Capturi: Analyzing the conversation through Al and ML

Due to the participant company, Capturi is an acknowledged company, which with their
technological application creates value for company’s sales process. Calling the customer is
one thing and is carried out only by Adversus dialer. Nevertheless, analyzing a conversation is
a whole new valuable factor. More profoundly, when the company calls the customer through
Adversus, Adversus flips the conversation into good sound, and then the company grates an
API key inside their setup. The storage is converted into Capturi, where a profoundly analysis

of the conversation will occur.
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According to the CEQ, it is a tool to increase the performance of the sale to generate higher hit
rates. To support this, the CEO (2022, 01:22-01:30) states: "I am open to most things that can

facilitate our work. That is also why we have made an agreement with Capturi.”

To make it clear, Capturi through its dashboard applications, can generate unique information
for the company, which is subsequently converted into measurable values. For companies, it is
valuable to make the sales department competitive (Capturi, n.d.). According to an interview
with the product manager at Capturi, the technology is for more efficient coaching and for
companies to become more data-driven (Jensson, 2022). Using this technology, the company
differentiates itself from the CRM application in this part of the process, as the product is not
CRM-driven. It is purely analyzing to create trackers for the optimal sales pitch, for instance,

to create different unique selling propositions.
4.2.2.1.1 Dashboards

Dashboards have today begun to reach entirely new heights in terms of business. A dashboard
is a next innovation to optimize the company’s entire business approach. Among a myriad of
benefits, a dashboard offers businesses a data visualization tool that is knowledgeable in
centralizing all data in one place. It is essential to mention that a dashboard is the interface
where all relevant and accessible data is collected and storage. It is used to a range of valuable

purposes.

In-dept, Capturi analyzes the conversations through an Al and ML application called Neutral
Language Processing, see chapter 2 and store these into the dashboards. In addition, the product
manager from Capturi (Jensson, 2022), states that NLP is used in its terms to convert speech
to sound. It is a tool to help companies understand the human language. The dashboards can
then generate multiple data which is visible for the sales employee’s company. Secondly these
data are used for the sales company to improve different aspect of the sales process and is
carried out through different dashboard criterions. These are described further in this sub-

section. (Jensson, 2022)

Trackers. Trackers are the core of the product. Here the seller defines what the system should
be looking for and the area of interest. More profoundly, trackers can help the seller navigate
the conversation from start to end by understanding the customer's needs. In this way, the seller

got a kind of a "playbook" to create the optimal pitch and increase the speaking time. In general,
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trackers consist of familiar words and sentences, with a limitation of four words. (Jensson,

2022)

Hit rates. This part of the technology is more of an analytical tool to measure the outcome and
value. Here, companies can measure which words make the most value and conversation time.

More concrete: Is the sale a success? (Jonsson, 2022)

Conversation rates. An essential application is seen in the opportunity to measure if the
customer is positive or negative in their language. Here, the technology uses speech
recognition, which we in chapter 2 state as a weak part of Al. Secondly, it can measure the

speech rate and if the seller can conduct a dialogue rather than a monologue. (Jonsson, 2022)

Scoring. Here we see the optimal pitch score. This part is used for the companies to see: what
are we good at? Moreover, what are we not that strong in? Where to be better? Capturi is a
kind of facilitator in this process. A facilitator in the conversation between the sales leader and

the employees. (Jonsson, 2022)

However, it is essential to mention that according to the CEO of case company 2, they do not
use the Capturi technology for as many things as it can improve. The CEO stated (2022, 14:43-
15:04) "Is that when you are a company like us, you work a lot with objections because people
always say no. Inside Capturi, you can make sentences of 3 consecutive words and say if the
customer says this, then we will know all the places where it happens, or if the seller says these
three things, we will know what happens next." It can be claimed that case company 2 use this
technology specifically to create trackers for the optimal pitch strategies and evaluate the
employees. This evaluation part will play a significant role in the identification phase before
calling the customers. It is now seen as a continuous process. However, it is essential to add
the perspective of decision-driven data analytics in this essence. According to the literature
review and the MAPS conceptual framework, decision-driven data is a keyword when working
with data. Thus, finding data for a purpose and not a purpose for the data (de Langhe & Puntoni,
2020). As the case company does not know what to use the data for and mentions that they use
it for optimal sales pitch strategy and evaluation of the employees, it can be questioned if they

try to find a purpose for their data.

Based on the knowledge created about Capturi during the interview, it can be argued that it is
a helpful tool specifically for this kind of company. Furthermore, the CEO mentions that

Capturi's technological applications are too "difficult" to handle, so they do not use the benefits
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of the technology on the same level as in the beginning. They do not know how to use and

analyze it, despite having the right amount of data available.

Share insight:
Human interaction
Technology Adversus: CRM system
Capturi
Task Calling the customer through the dialer and record it.

Converting the recording into Capturi.
Table 16: Own illustration, 2022. Summary of Share insight.

According to the MAPS conceptual framework the next initial step after sharing insights is the
connect resources and stakeholders. However, based on the limitations of the missing
observations of the company and the short sales cycles, it can be difficult to identify if this step

is incorporated or seen as a part of the sharing insights based on the missing information’s.
4.2.3 Creating Shared platforms: Inbound collaboration

After using the dialer to create human interaction and share value with potential customers, it
is time to operate on the customers' answers. According to the CEO (2022), when the customer,
"

at the end of the dialog, says either "yes,” "no," or "send an e-mail with information," the details

are directly transferred into the technology Podio.

Podio is used to capture the relevant information and is similar to Slack's technology (Podio,
n.d.). According to the CEO (2022), Podio gathers all relevant data in the sales process. When
a sales employee has conducted a sale, the CEO gets a notification, through GlobiFlow,
regarding the information on the Podio platform. GlobiFlow in Podio is helping to automatize
the business process and makes the data intelligent. It automatically generates workflows when
activity changes (Citrix Podio, n.d.). Based on the previous sentence, it can therefore be seen

as an algorithm tool to increase the complexity of the whole process.

One thing that's vital to highlight is that a proper fit between the MAPS theory and practice
here can be seen. With the help of Podio and GlobiFlow, the company creates an inbound
collaboration platform within the networking system to gather the necessary information to

take the next step in the process: realize.
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Creating Shared platforms:
Inbound Collaboration
Technology Podio: Globi Flow.

Task Notification system to finalize the sale.

Table 17: Own illustration, 2022. Summary of creating shared platform: inbound collaboration.

2.3.4 Realize:

"[ got the necessary information and added them into E-conomic (..), and then I send the
customer the bill - and that's pretty much it."
- (CEO, 2022, 10:44-10:52).

Next, the realization phase occurs. The CEO uses the technology e-conomic, an accounting
program for this stage. The platform sends the bill to the customer, which is engageable online,
to avoid sending papers between the two parties (Visma e-conomic, n.d.). To sum up, the sales

process ends, when the customer pays the bill.

Realize
Technology E-conomic
Task Send the customer the bill.

Table 18: Own illustration., 2022. Summary of realize.
2.3.5 Evaluation and learn

After ending a sales process, one of the most valuable tasks rests in the company's ability to
evaluate and train the process and salesforce. A surprising statement from the case study was
that the company does not use its time to evaluate the entire sale process. Inline he states: "We
evaluate on the sellers' efforts and competencies and such, but that is also it" (CEO, 2022,
22:13-22:17)

Using technology can streamline the effectiveness and make it easier to work in the areas of
progress more concretely. Previous findings reveal that they use the technology of Capturi to
evaluate the sales employees and during the creation of the optimal sales pitch. Behind every
technology, there is a wide range of algorithms, especially when mentioning Al applications

such as Capturi. According to Kellogg et al. (2020), algorithms can be valuable during
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evaluation. Through recordings, it is possible to track various behaviors and performances in

real-time.

Furthermore, algorithms can measure the workload and productivity of sales employees and
create predictive analytics on future worker performance. However, it can be predicted that the
case company does not have a complete overview of what the technology can solve for them.
Therefore, it can be difficult for them to use this for a complete and valuable evaluation process.
If the company feels convenient by using Capturi to coach and train the employees through

evaluation, they can increase the sales force on a management level.

Evaluation and learn

Technology Capturi.
Task Coaching and Training: optimal pitch
strategy.

Table 19: Own illustration, 2022. Summary of evaluation and learn.

To sum up, a significant finding in case company 2, was that a slight deviation can be identified
throughout the sales process when analyzing the MAPS conceptualization. Based on the key
findings of the previous case study, the process is shortened into fewer steps. The MAPS
conceptualization starts by mapping two identification phases: opportunities and potential
stakeholders. However, Lasso X is used to segment and accelerate potential leads in practice.
This filtering is converted into Adversus, an overlapping element for both the pre-sale and sale
processes. After the filtered list is integrated into the Adversus program, a dialer is
automatically created, which the company uses to call the customer. Here, the seller only goes

through one step before starting the human interaction in sharing insight.

As the sellers create the human interaction in sharing insight, they, through the conversation,
create shared value for both parties. Meanwhile, Adversus is recording these, both for usage
regarding reinforcing messages and as a further training process. Next initial step in the sales
process for case company two they convert the recordings done by Adversus into the high-

technological company Capturi for further analysis and evaluation.

After having the conversation with the customers, the essential information goes into Podio,
which sends a notification to the CEO through GlobiFlow. All this is to create an inbound

collaboration platform. Due to MAPS, we are now creating a shared platform and are slowly
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moving forward to the realization phase, where the technology E-conomic is used. Lastly, this

whole process is evaluated based on the salespeople's competencies.

Based on the previous findings, it can be claimed that this case company uses technology
throughout the whole sales process. Especially noticing is that the technological solutions are
all integrable with each other. Even though the findings reveal that the company is using digital
solutions throughout the entire sales process, it can be stated that there are many missing
elements during the process. For instance, the CEO mentioned that they use the technology of
Capturi. However, they have too much accessible data, so they do not know how to analyze
and use these data. According to Guenzi & Habel (2020), this is a common procedure and crash
for many companies following digital transformation. However, Figure X shows the vision to
visually sum up previous analysis findings, in perspectivation to MAPS, and the technological
application within the sales process of case company 2.

Identify Identify Connect Create shared

potentiel potentiel Share insight stakeholders activities and Realize
possibiliti kehold and resources platforms

Evaluate and
learn

+E-conomic:
bill if yes.

Figure 8: Own illustration, 2022; Bhatti & Jensen, 2022. Case company 2 sales process.

4.3 Case Comparison

In this section of the thesis, we will compare the two case studies. The researchers present two
conceptual frameworks that promote how industry 4.0 affects the sales strengths of the two
case companies. This part of the thesis aims to highlight significant results and comparison,
which should help researchers adapt the MAPS conceptualization into the MASTER-model
(Rekonseptualisering Af En Master Teknologisk Salgs Model).

It is important to state that no sales processes are equivalent to each other, hence the sales
process depends on the industry, product, and the customer. The two case studies carried out

can therefore only be compared through a standardized sales process.
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Both companies have taken the last ten years' technology development into play during the
analysis. Today, when a salesperson is considering an option, it happens on a wide range of
levels; there is a paradigm shift in how companies integrate with customers. In addition,
companies need to reconsider several steps in their sales process. Furthermore, they need to
differentiate the sales process to have the most significant relevance and value creation for their
customers. The first reflection in the continuation of key results is how the two sales processes
are presented. To the reader, the two sales processes differ markedly from each other. Despite
being strongly influenced by technology, the analyses show a significant differentiation in

using the technology and how these culminate in the sales process.

Equally important was that a customer qualification process took place, before contacting the
customers due to the research. We can see a precise alignment in the two case companies that
put these statements into practice. For both companies, the first step is to qualify the best
possible leads for the company, but through different technology applications. In case company
1, it was observed that technology use during qualification is more widespread among different
platforms and applications. This may be due to the complexity of the sale. It can also be argued
that the more data you need on the customers, the more technology is used. Both parties believe
that technology and intelligent data play a significant role in the first phase. Moreover, they
can more easily access the next step of sharing insights through human interaction. This is due

to the high amount of data discipline and customer knowledge.

As described, we have the two sales processes, and what can generally be identified is that the
two case companies differ in terms after sharing insight. This can generally be due to two
parameters; Firstly, it may be because the case company has a more complex sales process,
why the exploration phase is needed. Secondly, compared to case company 2, the researchers
do not get the same insight in this phase, which may be due to a lack of observation. However,
what we do know, is that a relatively standardized sales process will always include a phase in
which they come in with some offerings and solutions to the customer. Therefore, it can be
discussed that it is a relevant phrase to keep in mind, despite the lack of insights of case

company 2.

Another important finding from case study 1 is the crossing element between sharing insights
and the connecting phase where pure technology handles the data of the customer. Yet, seen as

an opportunity. This element is differentiating from the case study 2, as they use technology
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throughout their entire process and as argued their process is seen shorter, which disenables

them in a pure technology phase.

In the era of both case companies, they both have an interface for internal communication.
However, what differentiates them from each other is that for case company 1, this is merged
with an advice phase, based on explore. It is basically about creating the last flow within sales
and getting the customer comfortable in sales. Due to case company 2 it is more about

communication and making the process more accessible through technology.

When we hit the next phase, the researchers can see a relatively standardized sales process
consisting of realization, evaluation, and learning. As getting further down the sales funnel,
technology plays an increasingly essential role. This can especially be seen in how they
evaluate processes and employees. Using the technology and know-how creates several
opportunities for both companies. This follows CRM-systems and Capturi's algorithms.

Another equality is seen in the limited usage of technology in the evaluation process.
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Part 3: The last Sentence

6. Discussion & Conclusion

To summarize the development of the pre-internet era, Dubinsky (1981), Marshall et al. (1999),
and Toytéri (2011) require favorable revision in perspective for Industry 4.0. This revision is
put into perspective for MAPS conceptualization. The researchers built upon the seminal work

a reconceptualized a sales process.

As evidenced in the above case companies’ comparison, the whole digital transformation
regarding sales processes initiates structural changes regarding the sales value creation
function. Davenport et al. (2020) agreeing with Paschen et al. (2020) claims that intelligent
data and technological applications are beginning to influence various business areas,
especially marketing and sales. In relation adopting Al can help companies predict a broad
range of data, which provides them with the proper insight regarding the volumes of the
customer (Davenport et al., 2020). Industry 4.0 has changed how companies operate and
integrate between different sectors and share data automatically in real-time. Research shows
that companies that use technological solutions and real-time data through customer
perspectives create competitive advantages in the global digital markets, allowing

digitalization to sharpen the right value proposition.

According to Paschen et al. (2020), Al-based technology creates value-creating opportunities
in the B2B sales process. Inline, she mentions that Al can help generate data into knowledge
required information when developing beneficial marketing and sales tactics and strategies.
According to Paschen et al. (2019), Al is about gaining knowledge-based information about
the customer’s needs. It is related to short-term performance, which can be valuable in

improving offerings and relations.

Furthermore, technology can help to enhance human interaction according to sales processes.
The researchers have established a proposal for a new theoretical sales process based on
existing literature and practice observations. The framework explains how the theory is affected
by the practice, in which Industry 4.0 plays a significant role. This confirms or denies whether

the new sales process is valid concerning how the technology triggers the sales process. The
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MASTER-model conceptualization changes into a fully integrated human-machines process,

consisting of:

Explore: create Advise through
ifyin; Share Insight the right offer shared activities Realize Ev a}:::; and
Exsisting |Prospective Customer| Firm through shared and platforms
value

Figure 9: Own illustration, 2022. The MASTER-model conceptualization.

The MASTER-model reconceptualization consists of 6 phases: (1) Qualifying, (2) Share
insight, (3) Explore: create the right offer through shared value, (4) Advice through shared

activities and platforms, (5) Realize, and (6) Evaluate and learn.

The first part of the sales process is to qualify the right customers based on technological
solutions and real-time data. This is supported by Jédvinen and Taiminen (2016), who mentions
that the traditional marketing segmentation task should find a place through technology in the
first phase of the process. Therefore, using data to predict the right customer helps create the
right relationship and value further in the chain. In this part, the corporations must be clear
about whether it is an existing customer or a prospective customer. If it is a prospective
customer, they might need to segment the customer through future technological applications.
To clarify, using Al technology throughout the qualification phase collects detailed information
on potential leads, their needs, habits, and relevant background data. This, according to Paschen
et al. (2020), is seen as a necessary task to be capable of taking the next step: We are making
the first contact through human interaction (see Al).

Technology. The technology used in the phase is different Al algorithms that qualify the best
fit for customers based on different criteria, searching among various databases, thus enhancing

Al-based lead generation.

The second phase is around sharing insight with the customers. This phase is about creating an
interest in the eye of the customers through the first human interaction. This part can be carried
out through digital solutions, such as telephone or other digital platforms. It is about sharing
information and data in a two-way street, which can also be carried out through face-to-face
interactions. Not much has changed due to MAPS conceptual framework. It is essential to
highlight that when establishing the first interaction, it is essential that the sellers put

themselves in the customers' shoes. Here they need to understand the customer's pain to ensure
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that they can create the right value proposition in the next phase, which, according to Toytéri
(2011), is a vital factor during sales.
Technology. The technology used in this phase is mainly the telephone. However, the

introduction to the CRM system can plays a significant role during this stage.

The third phase is where exploring the customer. The seller needs to use all the information
and data gathered throughout the two first steps. It is about creating value for both parties. This
phase is where the collaboration begins, through digital or physical platforms or meetings. We
now operate shifting from marketing to a sales qualified lead or opportunity; why is it essential
to use a structured digital platform that can build the bridge between marketing and sales. In
alignment with this, Paschen et al. (2020) argue that Al systems are ideal for this phase (see
Al). One opportunity here lies in the CRM system. For instance, the salespeople can create a
deal pipeline in the CRM system, which will help make the sales process more transparent.
This part is carried out solely through pure technology and aims to indicate to the fellow
salespeople that a potential customer is on the verge of becoming a customer.

Technology. The technology used in the phase is seen as the CRM system and its many Al
applications. Hence, when a customer becomes an opportunity, thus adding the perspective of
a long or short sales process, it is essential to track the customer through an intelligent solution
to affect the customers in the sales process. These intelligent technologies enable the company

to be one step ahead of the customers through Al algorithms and data.

If the potential customers find the selling solutions exciting and valuable, the fourth phase:
advice, will occur. As a seller, you aim to advise the potential customer on the right solution.
Furthermore, it is here that the final legal details are reconciled so that there is a clear idea of
the deal sale. More profoundly, this is about creating and co-creative understanding through
physical or digital collaboration platforms. Hence, it is about understanding the customers to
perfection, which is why technology plays a significant role during the stage, as technology
can be seen as a value-driver for understanding the customers. In alignment with this, Paschen
et al. (2020) mention that using Al algorithms affects the tasks and enables the salespeople to
reply faster to customers with more current and optimized data.

Technology. The technology used in the phase is yet profound to be Al-based CRM systems,
inbound shared platform to gain a complete overview and involvement of the right people and

generate the right dataflow within the sales.
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The next and fifth phase is realization. This phase is to entail the sale. It is comparable to
delivering a service or product. It is an essential part of the process. If the sellers have been
data-driven throughout the entire process, this phase will be easier to manage.

Technology. The technology used in the phase is recommended to be online platforms to
minimize the paperwork. Nevertheless, using technology in this phase can help the company
track the customer, if they have seen the contract, to make the final sales step more manageable

for the company.

The sixth step is to evaluate and learn about the process. This is carried out through different
technological platforms. It is about using the right technology and algorithms to ensure
predictivity on a management level and reinforce and improve the sales process. (Kellogg et
al., 2020). Secondly, this phase should gather data to help managers train and coach the sales
employees in the best possible outcome throughout the MASTER-model. In addition, Kellogg
et al. (2020) mention two fundamental mechanisms when evaluating algorithms. These
evaluation techniques can help to predict performance and productivity in the future. Moreover,
they mention that it is an essential tool to enrich the managers with real-time feedback (Kellogg
et al., 2020).

Technology. The technology used in the phase is yet seen as intelligent CRM systems or the
Capturi technology to enable companies to understand through Al, specifically NLP and ML,

to recreate the process based on algorithmic suggestions for more technological sales.

An intention part to remember is that the further we integrate into the sales funnel, the more
valuable the technology and its applications becomes. Incorporating a data discipline
throughout the whole process is seen as an essential parameter, as it will help increase the
customer experience and satisfaction along the chain. Furthermore, when making a sale, the
salespeople need to incorporate part acceptance and evaluations for their customers. It is like
American football; you cannot make a "Hail Mary." In that case, a successful implementation
will be unlikely. It is essential to take the process in steps and ensure partial acceptance from

the customer.

Sales are about retelling what the customer has partially accepted and following up and thus
get meetings in the book - the more meetings you get, the more information you as a seller get
on the customer, and the easier the process becomes. Thus, it is essential to mention that Al-
based technology plays a significant role during the partial acceptance as it will gather all data

together. Moreover, intelligent data will help companies keep track of their customers, for
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instance, through Pixel, to be one step ahead of the customers to simplify the part acceptance

of the sales process.

Furthermore, when establishing the digital transformation into the sales process, the
organization must be informed about potential changes (Verhoef et al., 2021). As mentioned
in the literature review, it is crucial to adopt the technology to generate the right value
proposition. Hence, the salespeople need to know how to use the technology to make the
process more automated and streamline against a digital transformation. In-dept, the
salespeople are forced to be placed high in maturity level. Adding all these technological
applications: Industry 4.0, such as Al, ML, NLP, and generally the digital transformation, can
be an essential value creator in the sales process that is not near possible during the transactional

or interactional sales processes.

Therefore, it can be concluded that companies, to create value, must streamline and let the Al-
based technologies run a major part of sales process as it will optimize the entire process.
However, it is essential to mention the human judgement as sales are all about trust and create

relationship, remembering Al should enhance and not replace (Paschen et al. 2020).
Enjoy the transformation.
Research Contributions:

This study contributes to the current sales literature and the ongoing debate regarding Industry
4.0: the digital transformation: intelligent data and its impact on the sales processes. The
researchers empirically test the MAPS conceptualization for validity. The conceptual
framework is built on Dubinsky (1981) seven steps of sales, Marchall et al. (1999) and Toytéri
et al. (2011). However, through the evolution of sales processes and in general the
digitalization, this thesis contributes to an extended knowledge of how technology is affecting

the entire sales process, as we see that the process will decrease through wise use of technology.

Therefore, this research contributes with a reconceptualization of the MAPS framework which
we see is affected by the usage of technology throughout the sales process in practice.
Furthermore, the aim is to contribute companies with a more accurate recipe for how they
should adjust their sales process though a digital transformation. This study also contributes to
marketing and sales literature by extending the existing debate on understanding how industry

4.0-based technologies use facilitates the sales process.
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Managerial Implication:

Based on the findings of the case company 1, it can be argued that the different sales employees
have several different sales processes. Therefore, a management implication is to train and
coach all salespeople in the same digital process, following one guideline as presented in the
analysis. See figure 8, to see if that changes the workflow within the sales process. Another
implication for the management of case company 2 is to use the evaluation process more
sufficient to train and coach the employees through their CRM system. Hence, creating

workflows for always being one step ahead of the customers.

Due to the findings in the analysis, it became clear that case company 2 does not use the
available data from Capturi. Hence, they are trying to find a purpose for the data. As stated,
decision-driving data analytics is about finding data for a purpose. Therefore, a management
implication for case company 2 as well as others in the business is to find a purpose for the
available data. For example, it can be done by creating trackers for successful words into one
complete sentence to create the optimal sales pitch for the sales employees. This aligns with
Kellogg et al. (2021) statements that recordings should be used in the evaluation process to

train and coach the employees with real-time feedback.

Limitations and Future Research

In the following section, the limitation and future research will be presented. This thesis work
is a premier case study based on secondary- and primary data and a literature review. Thus, the
research is not predicated on a specific business situation within a chosen company. A critical
limitation due to the thesis work can be due to the lack of validity tested in practice. Which
suddenly can lead to further research recommendations. Adding the MASTER-model into

practice will give a comprehension of the validity of the model.

Another critical limitation occurred as the researcher had limited resources. Because of this,
the researchers had to limit their work to what technology they used and to what task. Based
on these limitations, further research could be on how the technology is communicating into

the sales process and how these are connected.

Another limitation occurs in the problem around observation. As the researchers have not

observed both case companies’ sale processes, further research relies on observing multiple
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case studies to find the proper reconceptualization. Furthermore, this will increase the validity

of the new conceptual framework. Which also leads up to further research.

A suggestion for further research is to find a proper technological application that fits into the
new and reconceptualized framework and add that to multiple companies to see how that will

be carried out. Will this create a more successful sales process?
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Figures

e Figure 1: Own illustration, 2022. Report structure and the corresponding chapters and
sections.

e Figure 2: Own illustration, 2022. The digital transformation.

e Figure 3: Own illustration, 2022. The digital transformation.

e Figure 4: Own illustration, 2022. Abductive approach.

e Figure 5: Own illustration, 2022. Methodology approach

e Figure 6: Johnson et al., 2007, p. 124. Weight of Methods.

e Figure 7: Own Illustration, 2022; Bhatti & Jensen, 2022. Case Company 1 sales process.

e Figure 8: Own illustration, 2022; Bhatti & Jensen, 2022. Case company 2 sales process.

e Figure 9: Own illustration, 2022. The MASTER-model conceptualization.

8. References

Accenture. (2016). Empowering Your Sales Force: It’s Not Just Automation. It’s
Personal. Received from:
https://www.accenture.com/t00010101T000000Z _ w__ /gb-
en/_acnmedia/PDF-8/%0A Accenture-Digital-Sales-Empowering-Y our-Sales-
Force-POV .PDF

Accenture. (2017). Accenture Technology Vision 2017.

Adversus. (n.d.). Smart campaigns for outbound calling. Retrieved May 18, 2022, from

https://www.adversus.io/campaigns?hsLang=en
Agarwal, R., Gai, G. G., DesRoches, C. , & Jha, A. L. (2010). The digital

transformation of healthcare: Current status and the road ahead. Information

Systems Research., 21(4), 796—809.

89118



Aalborg University Business School ((‘ Master Thesis

Akira.Al (n.d.). Complete Guide to Decision-Driven Data Analytics and it’s Benefits.
Retrieved April 12, 2022, from https://www.akira.ai/glossary/decision-driven-

data-analytics

Alsheibani, S., Cheung, Y., & Messom, C. (2020). Re-thinking the competitive
landscape of artificial intelligence. Proceedings of the Annual Hawaii
International Conference on System Sciences, 2020-Janua, 5861-5870.
Received from: https://doi.org/10.24251/hicss.2020.718

Arbnor, L., & Bjerke, B. (2009). Methodology for creating business knowledge (3rd

edition).

Baabdullah, A. M., Alalwan, A. Abdallah., Slade, E. Louise., Raman, Ramakrishnan., &
Khatatneh, K. Fakhri. (2021). SMEs and artificial intelligence (Al):
Antecedents and consequences of Al-based B2B practices. Industrial Marketing
Management, 98(September), 255-270. Received from:
https://doi.org/10.1016/j.indmarman.2021.09.003

Baker, J. (2012). The Technology-Organization-Environment Framework. In
Information System Theory: Explaining and Predicting our Digital Society
(pp- 231-245). Springer.

Balakrishnan, A. (2017, April 12). Bezos shareholder letter: Don’t let the world push
you into becoming a ‘Day 2’ company. CNBC.

Baraldi, E., & Nadin, G. (2006). The challenges in digitalising business relationships:
The construction of and IT infrastructure for a textile-related business network.

Technovation, 26(10), 1111-1126.

Barney, J. (1991). Firm resources and sustained competitive advantage. Journal of

Management, 17(1), 99-120.

Barocas, S., Rosenblat, A., Gangadharan, S. P., & Yu, C. (2014, October 30). Data &
civil rights: Technology primer. Data & Civil Rights Conference.

90118



Aalborg University Business School ((‘ Master Thesis

Bhatti, Waheed., & Jensen, Karina. (2022). Aalborg Sales Process Model (MAPS), A
Reconceptualization in Light of Industry 4.0. Presentation in The Global Sales
Science Institue (GSSI).

Bhatti, Waheed., Vahlne, J.-Erik., Glowik, Mario., & Larimo, J. Antero. (2022). The
impact of industry 4.0 on the 2017 version of the Uppsala model. International
Business Review, December 2020, 101996. Received from:
https://doi.org/10.1016/j.ibusrev.2022.101996

Brennan, S., & Kreiss, D. (2014). Digitalization and Digitization. Culture Digitally.
Received from: https://culturedigitally.org/2014/09/digitalization-and-
digitization/

Bryman, A., & Bell, E. (2007). business research methods (Second edi). OXFORD.

Buch-Hansen, H., & Nielsen, P. (2005). Kritisk Realisme. Samfundslitteratur.

Builtwith. (n.d.). Find out what websites are Built With. Retrieved May 17, 2022, from
https://builtwith.com/

Burgess, R. G. (1984). In the Field. Allan & Unwin.

Buttle, F. (2004). Customer Relationship Management. Elsevier Butterworth-

Heinemann.

Capturi. (n.d.). Veerdifulde samtaler starter her. Retrieved May 17, 2022, from
https://www.capturi.com/

Castelo, N. (2018). Consumer adoption of algorithms that blur the line between human

and machine. Received from: file:///C:/Users/bruger/Desktop/Kandidat/4.
semester/Castelo_columbia 0054D 15214.pdf

91118



Aalborg University Business School ((‘ Master Thesis

Castelo, N., & Ward, A. (2016). No TitlePolitical Affiliation Moderates Attitudes
Towards Artificial Intelligence. NA - Advances in Consumer Research, Volume

44,723-723.

CEO. (10. 5 2022). (E. S. Serensen, S. V. Weesgaard, K. B. Jensen, & W. A. Bhatti,

Interviewere)

Chakravarty, A., Grewal, R., & Sambamurthy, V. (2013). Information technology
competencies, organizational agility, and firm performance: Enabling and

facilitating roles. Information Systems Research., 24(4), 976-997.

Chatterjee, S., Rana, N. P., Tamilmani, K., & Sharma, A. (2021). The effect of Al-based
CRM on organization performance and competitive advantage: An empirical

analysis in the B2B context. Industrial Marketing Management, 97, 205-219.

Chen, H., Chiang, R. H., & Storey, V. C. (2012). Business Intelligence and Analytics:
From Big Data to Big Impact. MIS Quarterly, 36(4), 1165-1188.

Chiarello, F., Trivelli, L., Bonaccorsi, A., & Fantoni, G. (2018). Extracting and mapping
industry 4.0 technologies using wikipedia. Computers in Industry, 100(May),
244-257. Received from: https://doi.org/10.1016/j.compind.2018.04.006

Chintalapati, S., & Pandey, S. K. (2022). Artificial intelligence in marketing: A
systematic literature review. International Journal of Market Research, 64(1),
38-68. Received from: https://doi.org/10.1177/14707853211018428

Chong, A. Y. L., Cheng, E., Liu, M. J., & Li, B. (2017). Predicting consumer product
demands via Big Data: The roles of online promotional marketing and online

reviews. International Journal of Production Research, 55(17), 5142-5156.

Christian, R. (1962). The Computer and the Marketing Man. Journal of Marketing.

92118



Aalborg University Business School ((‘ Master Thesis

Chui, M., Manyika, J., Miremadi, M., Henke, N., Chung, R., Nel, P., & Malhotra, S.
(2018). Notes from the Al frontier: Applications andvalue of deep learning.
McKinsey Global Institute Discussion Paper,

Citrix Podio. (n.d.). Boost productivity and save man hours by automating pretty much
anything you can think of in your Podio account. Retrieved May 17, 2022, from

https://workflow-automation.podio.com/

CO-Founder, C. &. (28. 4 2022). (E. S. Serensen, S. V. Weesgaard, K. B. Jensen, & W.

A. Bhatti, Interviewere)

Columbus, L. (2019). 10 charts that will change your perspective of Al in marketing
title. Received from:

https://www.forbes.com/sites/louiscolumbus/2019/07/07/10-charts-that-

will-change-your-perspective-of-ai-in-marketing/amp/J.

Coreynen, W., Matthyssens, P., & van Bockhaven, W. (2017). Boosting servitization
through digitization: Pathways and dynamic resource configurations for
manufacturers. Industrial Marketing Management, 60, 42-53. Received from:

https://doi.org/10.1016/j.indmarman.2016.04.012

Creswell, J., & Plano Clark, V. (2007). Designing and conducting mixed methods

research. In Sage.

Darmer, P., Jordansen, B., Madsen, J. A., & Thomasen, J. (2010). Paradigmer i Praksis.
Handelshgjskolens Forlag.

Davenport, T. (2018). The Al Advantage How to Put the Artificial Intelligence
Revolution to Work. The MIT Press.

Davenport, Thomas., Guha, Abhijit., Grewal, Dhruv., & Bressgott, Timna. (2020). How
artificial intelligence will change the future of marketing. Journal of the
Academy of Marketing Science, 48(1), 24—42. Received from:
https://doi.org/10.1007/s11747-019-00696-0

93118



Aalborg University Business School ((‘ Master Thesis

de Langhe, B., & Puntoni, S. (2020). Leading With Decision-Driven Data Analytics.

Deloitte. (2017). Bullish on the business value of cognitive Leaders in cognitive and Al

weigh in on what’s working and what’s next.

Dimitrieska, A., Stankovska, A., & Efremove, T. (2018). Artificial intelligence and
marketing. Entrepreneurship, 6(2), 298-304.

Dougherty, D., & Dunne, D. (2012). Digital science and knowledge boundaries in

complex innovation. Organization Science, 23(5), 1467-1484
Dubinsky, A. (1981). The Effects of Sales Training.

Dubinsky, A. J. (1980). Source: The Journal of Personal Selling and Sales
Management, Fall (Vol. 1, Issue 1).

Dutta, B. (2021). Semantic Analysis: Working and Techniques | Analytics Steps.
Received from: https://www.analyticssteps.com/blogs/semantic-analysis-

working-and-techniques

Dwivedi, Y. K., Hughes, Laurie., Ismagilova, Elvira., Aarts, Gert., Coombs, Crispin.,
Crick, Tom., Duan, Yanqing., Dwivedi, Rohita., Edwards, John., Eirug, Aled.,
Galanos, Vassilis., [lavarasan, P. Vigneswara., Janssen, Marijn., Jones, Paul.,
Kar, A. Kumar., Kizgin, Hatice., Kronemann, Bianca., Lal, Banita., Lucini,
Biagio., ... Williams, M. D. (2021). Artificial Intelligence (Al):
Multidisciplinary perspectives on emerging challenges, opportunities, and
agenda for research, practice and policy. International Journal of Information
Management, 57(August 2019), 101994. Received from:
https://doi.org/10.1016/j.ijinfomgt.2019.08.002

Eduardsen, J. S. (2020). Digitalization and Customer Value Creation. In A4UBS (pp. 1—
41)

94118



Aalborg University Business School ((‘ Master Thesis

Edwards, R. (1979). Contested terrain: The transformation of the workplace in the

twentieth century. Basic Books.

Eggers, J. P., & Park, K. F. (2018). Incumbent adaptation to technological change: The
past, present, and future of research on heterogeneous incumbent response.

Academy of Management Annals, 12(1), 357-389.

Eggert, A., Ulaga, W., Frow, P., & Payne, A. (2018). Conceptualizing and
communicating value in business markets: From value in exchange to value in
use. Industrial Marketing Management, 69, 80-90. Received from:
https://doi.org/10.1016/j.indmarman.2018.01.018

Escott, E. (24. October 2017). What are the 3 types of AI? A guide to narrow, general,
and super artificial intelligence. Recieved from: Codebots
https://codebots.com/artificial-intelligence/the-3-types-of-ai-is-the-third-even-

possible

Expert. (2020). Natural Language Processing Semantic Analysis Defined | Expert.ai.
Received from: https://www.expert.ai/blog/natural-language-process-semantic-

analysis-definition/

Fakhar Manesh, M., Pellegrini, M. M., Marzi, G., & Dabic, M. (2021). Knowledge
Management in the Fourth Industrial Revolution: Mapping the Literature and
Scoping Future Avenues. In I[EEE Transactions on Engineering Management
(Vol. 68, Issue 1, pp. 289-300). Institute of Electrical and Electronics Engineers
Inc. Received from: https://doi.org/10.1109/TEM.2019.2963489

Filieri, R., & Mariani, M. (2021). The role of cultural values in consumers’ evaluation of
online review helpfulness: a big data approach. International Marketing
Review, 38(6), 1267—-1288. Received from: https://doi.org/10.1108/IMR-07-
2020-0172

GetAccept. (n.d.). Your complete sales tool.

95| 118



Aalborg University Business School ((‘ Master Thesis

Gillespie, T. (2014). The relevance of algorithms. In Media technologies: Essays on

communication, materiality and society. MIT Press.

Goertzel, T., & Fashing, J. (1981). The myth of the normal curve: A theoretical critique
and examination of its role in teaching and research. Humanity and Society, 5,

14-31.

Gray, K. (2017). AI Can Be a Troublesome Teammate. Harvard Business Review.

Received from: https://hbr.org/2017/07/ai-can-be-a-troublesome-teammate

Greengard, S. (2019). What is Artificial Intelligence & How Does It Work? |
Datamation. Received from: https://www.datamation.com/artificial-
intelligence/what-is
artificialintelligence/?fbclid=IwAR3HLJRhKdJ8bgeN OZUMTcP49;Zx23rgG
6WFnGBFr8DKjOQfwlkegRwmQo

Guba, E., & Lincoln, Y. (1989). Fourth generation evaluation. SAGE Publications.

Guenzi, P., & Habel, J. (2020). Mastering the Digital Transformation of Sales.
California Management Review, 62(4), 57-85. Received from:
https://doi.org/10.1177/0008125620931857

Hoffmann, D. L., & Novak, T. P. (2017). Consumer and object experience in the internet
of things: An assemblage theory approach. Journal of Consumer Research,

44(6), 1178-1204.

HubSpot. (n.d.). Artificial Intelligence. Retrieved May 9, 2022, from

https://www.hubspot.com/artificial-intelligence

Hubspot. (n.d.). Sales Pipeline Management Software. Retrieved May 17, 2022, from

https://www.hubspot.com/products/crm/pipeline-management

96| 118



Aalborg University Business School ((‘ Master Thesis

Iansiti, M., & Lakhani, K. R. (2014). SPOTLIGHT ON MANAGING THE INTERNET
OF THINGS Digital Ubiquity: How Connections, Sensors, and Data Are

Revolutionizing Business.

Jarvinen, J., & Taiminen, H. (2016). Harnessing marketing automation for B2B content

marketing. Industrial Marketing Management, 54(4), 164—175.

Johnk, J., Weillert, M., & Wyrtki, K. (2021). Ready or Not, Al Comes— An Interview
Study of Organizational Al Readiness Factors. Business and Information
Systems Engineering, 63(1), 5-20. Received from:
https://doi.org/10.1007/s12599-020-00676-7

Johnson, R., Onwuegbuzie, A., & Turner, L. (2007). Toward a Definition of Mixed
Methods Research. Journal of Mixed Methods Research, 1(2), 112—133.

Jordan, M., & Mitchell, T. (2015). Machine learning: Trends, perspectives, and
prospects. 349(6245).

Jonsson, J. (6. 4 2022). (E. S. Serensen, S. V. Weesgaard, K. B. Jensen, & W. A. Bhatti,

Interviewere)

Kannan, P., & Li, H. A. (2017). Digital marketing: A framework, review and research
agenda. International Journal of Research in Marketing, 34(1), 22-45.

Karimi, J., & Walter, Z. (2015). The role of dynamic capabilities in responding to digital
disruption: A factor-based study of the newspaper industry. Journal of

Management Information Systems, 32(1), 39-81.

Kellogg, Katherine., Valentine, Melissa., & Christin, A. (2020). ALGORITHMS AT
WORK: THE NEW CONTESTED TERRAIN OF CONTROL. Academy of
Management Annals, 14(1), 366—410.

Kennedy, B. L., & Thornberg, R. (2018). Deduction, Induction and Abduction. Uwe
Flick: The SAGE Handbook of Qualitative Data Collection.

97118



Aalborg University Business School ((‘ Master Thesis

Koch, T., & Windsperger, J. (2017). Seeing through the network: Competitive

advantage in the digital economy. Journal of Organization Design, 6(1), 6.

Kowtha, N. R., & Choon, T. (2001). Determinants of website development: A study of
electronic commerce in Singapore. Information and Management, 39(3), 227—

242. Received from: https://doi.org/10.1016/S0378-7206(01)00092-1

Lai, K. H., Wong. C. W. Y., & Cheng, T. C. E. (2010). bundling digitized logistics
activities and its performance implications. Industrial Marketing Management,

39(2), 273-286.

Lasso X. (n.d.). Lasninger - Salg - Lasso X. Retrieved May 10, 2022, from

https://lassox.com/loesninger/salg

Lee, A. Y., Keller, P. A., & Sternthal, B. (2009). Value from regulatory construal fit:
The persuasive impact of fit between consumer goals and message

concreteness. Journal of Consumer Research, 36(5), 735-747.

Lee, O. D., Sambamurthy, V., Lim, K. H., & Wei, K. K. (2015). How Does IT
Ambidexterity Impact Organizational Agility? Information System Research,
26(2), 398-417.

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout
the customer journey. Journal of Marketing, 80(6), 69-96.

Li, F., Nucciarelli, A., Roden, S., & Graham, G. (2016). How smart cities transform
operations models: A new research agenda for operations management in the

digital economy. Production Planning & Control, 27(6), 514-528.

Li, S., Peng, G., Xing, F., Zhang, J., & Zhang, B. (2021). Value co-creation in industrial
Al: The interactive role of B2B supplier, customer and technology provider.
Industrial Marketing Management, 98, 105—114. Received from:
https://doi.org/10.1016/j.indmarman.2021.07.015

98118



Aalborg University Business School ((‘ Master Thesis

Lin, H. F., & Lee, G. G. (2005). Impact of organizational learning and knowledge
management factors on e-business adoption. Management Decision, 43(2),

171-188. Received from: https://doi.org/10.1108/00251740510581902

Lin, H. F., & Lin, S. M. (2008). Determinants of e-business diffusion: A test of the
technology diffusion perspective. Technovation, 28(3), 135-145. Received
from: https://doi.org/10.1016/j.technovation.2007.10.003

Liu, D. Y., Chen, S. W., & Chou, T. C. (2011). Resource fit in digital transformation -
Lessons learned from the CBC bank global e-banking project. Management
Decision, 49(10), 1728—1742.

Loebbeck, C., & Picot, A. (2015). Reflections on societal and business model
transformation arising from digitization and big data analytics: A research

agenda. Journal of Strategic Information Systems, 34(3), 149—157.

Lund, S. (2021). Sadan handterer du B2B kunder, leads og salg digitalt | KYNETIC.
Received from: https://www kynetic.dk/blog/forretningsudviklende-digitale-
b2b-strategier-i-pandemiens-tid-del-2/

Lutkevich, B. (2021). What is Natural Language Processing? An Introduction to NLP.
Received from:
https://www.techtarget.com/searchenterpriseai/definition/natural-language-

processing-NLP

Manning, C., & Schiitze, H. (1999). Foundations of statistical natural language
processing. The MIT Press.

Markoft, J. (2016). Machines of Loving Grace: The quest for common ground between

humans and robots. HarperCollins Publishers.

Marshall, G. W., Moncrief, W. C., & Lassk, F. G. (1999). The Current State of Sales
Force Activities. In Industrial Marketing Management (Vol. 28).

99| 118



Aalborg University Business School ((‘ Master Thesis

McKinsey, & Company. (2018). Al adoption advances, but foundation- al barriers

remain.

Mikalef, P., Conboy, K., & Krogstie, J. (2021). Artificial intelligence as an enabler of
B2B marketing: A dynamic capabilities micro-foundations approach. Industrial
Marketing Management, 98, 80-92. Received from:
https://doi.org/10.1016/j.indmarman.2021.08.003

Molinillo, S., & Japutra, A. (2017). Organizational adoption of digital information and

technology: a theoretical review. The Bottom Line.

Motyka, S., Grewal, D., Puccinelli, N. M., Roggeveen, A. L., Avnet, T., Daryanto, A.,
de Ruyter, K., & Wetzels, M. (2014). Regulatory fit: A meta-analytic synthesis.
Journal of Consumer Psychology, 24(3), 394—410. Received from:
https://doi.org/10.1016/j.jcps.2013.11.004

Miiller, V. C., & Bostrom, N. (2016). Future Progress in Artificial Intelligence: A
Survey of Expert Opinion. Received from:
http://www.sophia.dehttp://orcid.org/0000-0002-4144-4957

Newman, D. (2017). Innovation vs. Transformation: The Difference in a Digital World.
Received from:
https://www.forbes.com/sites/danielnewman/2017/02/16/innovation-vs-

transformation-the- difference-in-a-digital-world/#78e90c2265e8

NG, L. C. L., & Wakenshaw, S. Y. L. (2017). The internet-of-things: Review and

research directions. Internal Journal of Research in Marketing, 34(1), 3-21.

Orlikowski, Wanda., & Scott, S. (2015). The Algorithm and the Crowd: Considering the
Materiality of Service Innovation. MIS Quarterly, 39(1), 201-216.

Paesbrugghe, B., Rangarajan, D., Sharma, A., Syam, N., & Jha, S. (2017). Purchasing-
driven sales: matching sales strategies to the evolution of the purchasing

function. Industrial Marketing Management, 62, 171-184.
100|118



Aalborg University Business School ((‘ Master Thesis

Pagani, M., & Pardo, C. (2017). The impact of digital technology on relationships in a
business network. Industrial Marketing Management, 67, 185-192.

Paschen, J., Paschen, U., Pala, E., & Kietzmann, J. (2021). Artificial intelligence (Al)
and value co-creation in B2B sales: Activities, actors and resources.
Australasian Marketing Journal, 29(3), 243-251. Received from:
https://doi.org/10.1016/j.ausm;j.2020.06.004

Paschen, J., Kietzmann, J., & Kietzmann, T. C. (2019). Artificial intelligence (Al) and
its implications for market knowledge in B2B marketing. Journal of Business
and Industrial Marketing, 34(7), 1410-1419. Received from:
https://doi.org/10.1108/JBIM-10-2018-0295

Paschen, J., Wilson, M., & Ferreira, J. J. (2020). Collaborative intelligence: How human
and artificial intelligence create value along the B2B sales funnel. Business
Horizons, 63(3), 403—414. Received from:
https://doi.org/10.1016/j.bushor.2020.01.003

Peirce, C. S. (1896). Lessons of the History of Science. MS [R] 1288. Commens: Digital

Companion to C.S.

Podio. (n.d.). Get your team working in sync. Retrieved May 17, 2022, from
https://www.podio.com/

Prahalad, C. K., & Ramaswamy, V. (2000). Co-opting customer competence. Harvard
Business Review, 78(1), 79-90.

Prahalad, C. K., & Ramaswamy, V. (2004). Co-creation experiences: the next practice in

value creation. Journal of Interactive Marketing, 18(3), 5-14.

Ramaswamy, V., & Ozcan, K. (2016). Brand value co-creation in a digitalized world:
An integrative framework and research implications. International Journal of

Research in Marketing, 33(1), 93—106.
101118



Aalborg University Business School ((‘ Master Thesis

RapidAPI. (n.d.). API Integration - What is API Integration? | API Glossary. Retrieved
May 9, 2022, from https://rapidapi.com/blog/api-glossary/api-integration/

Ritter, T., & Pedersen, C. L. (2020). Digitization capability and the digitalization of
business models in business-to-business firms: Past, present, and future. In
Industrial Marketing Management (Vol. 86, pp. 180—190). Elsevier Inc.
Received from: https://doi.org/10.1016/j.indmarman.2019.11.019

Ross, J. (2017). Don’t confuse digital with digitization. MIT Sloan Management Review.

Riissmann, M., Lorenz, M., Gerbert, P., Waldner, M., Justus, J., Engel, P., & Harnisch,
M. (2015). Industry 4.0: the Future of Productivity and Growth in
Manufacturing Industries.

Salesperson2a. (28. 4 2022). (E. S. Serensen, & S. V. Weesgaard, Interviewere)

Salesperson2b. (28. 4 2022). (E. S. Serensen, & S. V. Weesgaard, Interviewere)

Salesperson2c. (2. 5 2022). (E. S. Serensen, & S. V. Weesgaard, Interviewere)

Salesperson3. (29. 4 2022). (E. S. Serensen, & S. V. Weesgaard, Interviewere)

Salesperson4a. (29. 4 2022). (E. S. Serensen, & S. V. Weesgaard, Interviewere)

Salespersondb. (29. 4 2022). (E. S. Serensen, & S. V. Weesgaard, Interviewere)

Salesperson4dc. (29. 4 2022). (E. S. Serensen, & S. V. Weesgaard, Interviewere)

Samli, A., James, R., Wills, J., & Herbig, P. (1997). The Information Superhighway

Goes International: Implications for Industrial Sales Transactions. Industrial

Marketing Management, 26, 51-58.

102 | 118



Aalborg University Business School ((‘ Master Thesis

Saunders, M. N. K., Lewis, P., & Thornhill, A. (2019). “Research Methods for Business
Students” Chapter 4: Understanding research philosophy and approaches to
theory development. In Researchgate.Net (Issue January). Received from:

www.pearson.com/uk

Saura, J. R., Ribeiro-Soriano, D., & Palacios-Marqués, D. (2021). Setting B2B digital
marketing in artificial intelligence-based CRMs: A review and directions for

future research. Industrial Marketing Management, 98, 161-178. Received
from: https://doi.org/10.1016/j.indmarman.2021.08.006

Selig, J. (2022). How Semantic Analysis Impacts Natural Language Processing |
Expert.ai | Expert.ai. Received from: https://www.expert.ai/blog/natural-

language-process-semantic-analysis-definition/

Semrush. (n.d.). Get measurable results from online marketing. Retrieved May 17, 2022,

from https://www.semrush.com/

Sirkin, Harold., Linser, Michael., & Rose, Justin. (2015). Why Advanced Manufacturing
Will Boost Productivity. Received from: https://www.bcg.com/en-
gb/publications/2015/lean- and-manufacturing-production-why-advanced-

manufacturing-boost-productivity

Skylar, A., Kowalkowski, C., Tronwoll, B., & Sérhammar, D. (2019). Organizing for
digital servitization: A service ecosystem perspective. Journal of Business

Research, 104, 450-460.
Slack. (n.d.). Slack is your digital HQ. Retrieved May 17, 2022, from https://slack.com/

Strange, R., & Zucchella, A. (2017). Industry 4.0, global value chains and international
business. Multinational Business Review, 25(3), 174—184. Received from:

https://doi.org/10.1108/MBR-05-2017-0028

Suddaby, R. (2006). From the editors: What grounded theory is not. Academy of
Management Journal, 49(4), 633—643.

103 | 118



Aalborg University Business School ((‘ Master Thesis

Syam, N., & Sharma, A. (2018). Waiting for a sales renaissance in the fourth industrial
revolution: Machine learning and artificial intelligence in sales research and

practice. Industrial Marketing Management, 69, 135—146.

Serensen, E. (2021). Geia Food A/S: Corporate Social Responsibility “A gap between

Practice and Theory.”

Taawo, S., & Myhr, O. (2021). Digitalization of the sales process: Leveraging digital

sales and marketing tools to increase time effectiveness of multinational SMEs.

Teece, D. J. (2010). Business models, business strategy and innovation. Long Range

Planning, 43(2-3), 172—-194.

Toytéri, P., Alejandro, T. B., Parvinen, P., Ollila, I., & Rosendahl, N. (2011). Bridging
the theory to application gap in value-based selling. Journal of Business and
Industrial Marketing, 26(7), 493-502. Received from:
https://doi.org/10.1108/08858621111162299

Van Maanen, J., Serensen, J. B., & Mitchell, T. R. (2007). The interplay between theory
and method. Academy of Management Review, 32(4), 1145—-1154.

Varey, R. J., & Ballentyne, D. (2006). Creating Value-in-use Through Marketing
Interaction: The Exchange Logic of Relating, Communicating and Knowing.

Marketing Theory, 6(3).

Verhoef, P. C., & Bijmolt, T. H. A. (2019). Marketing perspectives on digital business
models: A framework and overview of the special issue. International Journal
of Research in Marketing, 36(3), 341-349. Received from:
https://doi.org/10.1016/j.ijresmar.2019.08.001

Verhoef, P. C., Broekhuizen, T., Bart, Y., Bhattacharya, A., Qi Dong, J., Fabian, N., &
Haenlein, M. (2021). Digital transformation: A multidisciplinary reflection and

104 | 118



Aalborg University Business School ((‘ Master Thesis

research agenda. Journal of Business Research, 122(July 2018), 889—901.
Received from: https://doi.org/10.1016/j.jbusres.2019.09.022

Verhoef, P. C., Stephen, A. T., Kannan, P. K., Luo, X., Abhishek, V., Andrews, M.,
Bart, Y., Datta, H., Fong, N., Hoffman, D. L., Hu, M. M., Novak, T., Rand, W.,
& Zhang, Y. (2017). Consumer Connectivity in a Complex, Technology-
enabled, and Mobile-oriented World with Smart Products. Journal of
Interactive Marketing, 40, 1-8. Received from:
https://doi.org/10.1016/j.intmar.2017.06.001

Visma e-conomic. (n.d.). Fuld funktionsliste. Retrieved May 17, 2022, from

https://www.e-conomic.dk/funktioner/fuld-funktionsliste

Vomberg, A., Homburg, C., & Bornemann, T. (2015). Talented people and strong
brands: The contribution of human capital and brand equity to firm value.

Strategic Management Journal, 36(13), 2122-2131.

Waida, M. (n.d.). Email Tracking Pixel: What Is a Pixel & How Does it Work?
Retrieved May 17, 2022, from https://www.nutshell.com/blog/email-tracking-

pixels-101-how-do-tracking-pixels-work

Weesgaard, S., & Vimalenthiran, M. (2022). The Importance of Digitalising Business
Strategy, Investigating the Role of Artificial Intelligence in Creating Brand

Awereness.

West, R. (2017). What is Al really?. A cultural and practical introduction... | by
Rebecca West | AI-First Design | Medium. Received from:
https://medium.com/ai-first-design/what-is-ai-really-5a4a7ceb5008

Wheeldon, J., & Ahlberg, M. (2012). Mapping Mixed-Methods Research: Theories,

Models, and Measures.

Yokogawa. (n.d.). The Differences Between Digitization, Digitalization, and Digital

Transformation in Manufacturing | Yokogawa Electric Corporation. Received

105 | 118



Aalborg University Business School ((‘ Master Thesis

from: https://www.yokogawa.com/library/resources/white-papers/the-
differences-between-digitization-digitalization-and-digital-transformation-in-

manufacturing/

9. Appendix

Appendix 1: Recent studies, full version.
Sources:

Mariani, M. M., Perez-Vega, R., & Wirtz, J. (2021). Al in marketing, consumer research and
psychology: A systematic literature review and research agenda. Psychology and
Marketing, (July). https://doi.org/10.1002/mar.21619

Chintalapati, S., & Pandey, S. K. (2022). Artificial intelligence in marketing: A systematic
literature review. International Journal of Market Research, 64(1), 38—68.
https://doi.org/10.1177/14707853211018428

Haefner, N., Wincent, J., Parida, V., & Gassmann, O. (2021). Artificial intelligence and
innovation management: A review, framework, and research agendavs. Technological
Forecasting and Social Change, 162(October 2020), 120392.
https://doi.org/10.1016/j.techfore.2020.120392

Kushwaha, A. K., Kumar, P., & Kar, A. K. (2021). What impacts customer experience for
B2B enterprises on using Al-enabled chatbots? Insights from Big data analytics.
Industrial Marketing Management, 98(December 2020), 207-221.
https://doi.org/10.1016/j.indmarman.2021.08.011

Toorajipour, R., Sohrabpour, V., Nazarpour, A., Oghazi, P., & Fischl, M. (2021). Artificial
intelligence in supply chain management: A systematic literature review. Journal of
Business Research, 122(May 2020), 502-517.
https://doi.org/10.1016/j.jbusres.2020.09.009

Li, S., Peng, G., Xing, F., Zhang, J., & Zhang, B. (2021). Value co-creation in industrial Al:
The interactive role of B2B supplier, customer and technology provider. Industrial
Marketing Management, 98, 105—114. https://doi.org/10.1016/j.indmarman.2021.07.015

Baabdullah, A. M., Alalwan, A. A., Slade, E. L., Raman, R., & Khatatneh, K. F. (2021).
SME:s and artificial intelligence (Al): Antecedents and consequences of Al-based B2B
practices. Industrial Marketing Management, 98(September), 255-270.
https://doi.org/10.1016/j.indmarman.2021.09.003

Davenport, T., Guha, A., Grewal, D., & Bressgott, T. (2020). How artificial intelligence will

change the future of marketing. Journal of the Academy of Marketing Science, 48(1),
24-42. https://doi.org/10.1007/s11747-019-00696-0

106 | 118



Aalborg University Business School ((‘ Master Thesis

Saura, J. R., Ribeiro-Soriano, D., & Palacios-Marqués, D. (2021). Setting B2B digital
marketing in artificial intelligence-based CRMs: A review and directions for future
research. Industrial Marketing Management, 98, 161-178.
https://doi.org/10.1016/j.indmarman.2021.08.006

Mikalef, P., Conboy, K., & Krogstie, J. (2021). Artificial intelligence as an enabler of B2B
marketing: A dynamic capabilities micro-foundations approach. Industrial Marketing
Management, 98, 80-92. https://doi.org/10.1016/j.indmarman.2021.08.003

Paschen, J., Wilson, M., & Ferreira, J. J. (2020). Collaborative intelligence: How human and
artificial intelligence create value along the B2B sales funnel. Business Horizons, 63(3),
403—414. https://doi.org/10.1016/j.bushor.2020.01.003

Paschen, J., Kietzmann, J., & Kietzmann, T. C. (2019). Artificial intelligence (AI) and its
implications for market knowledge in B2B marketing. Journal of Business and
Industrial Marketing, 34(7), 1410-1419. https://doi.org/10.1108/JBIM-10-2018-0295

Dwivedi, Y. K., Hughes, L., Ismagilova, E., Aarts, G., Coombs, C., Crick, T., ... Williams,
M. D. (2021). Artificial Intelligence (Al): Multidisciplinary perspectives on emerging
challenges, opportunities, and agenda for research, practice and policy. International
Journal of Information Management, 57(August 2019), 101994.
https://doi.org/10.1016/j.ijinfomgt.2019.08.002

Marshall, G. W., Moncrief, W. C., & Lassk, F. G. (1999). The Current State of Sales Force
Activities. Industrial Marketing Management (Bd. 28).

Dubinsky, A. J. (1980). Source: The Journal of Personal Selling and Sales Management ,
Fall (Bd. 1).

Dubinsky, A. (1981). The Effects of Sales Training. New York .
Toytéri, P., Alejandro, T. B., Parvinen, P., Ollila, I., & Rosendahl, N. (2011). Bridging the

theory to application gap in value-based selling. Journal of Business and Industrial
Marketing, 26(7), 493-502. https://doi.org/10.1108/08858621111162299

107 | 118



Master Thesis

«

i School

1Mess

ty Bus

1VErsi1

Aalborg Un

‘a1ebnsanul 01 1UaWa|a Ue 3q 0S|
PINO2 YoIyM, "SIUSWS|S PIOENRS USa maq diysuone|as sy BulapisuoD 10U S|y M X7
193)§8 1841 510108 S) BUnoENHS U Pasnoo) S|oRIE AUy Ul f|dwis sey Suo ‘a1owayun

‘PRISPISUOD USSQ 10U
S8 (gZ2) WAWUIAUS SSBUISNG 3UY1 Ul S10QEYD JO AI[EUoNaUN) [euoneado 1aLpo sy
LIyt 10§ “ 31A O 1UI0d UOROEISIUL B4 WO FUO PRISPISUCD 318 SIOQIEYD ‘S|OIIE 3L |

Juawsbeusw
uoneaouul ul aBRUEAPE 01 pash 3 UED |y 2134 M SESIE 3L JO SWOS puedsa
pue sanunuoddo 1ayuny dn uado sBojouyoa |y Ul suawdojanap nau moy siebnsany|

‘adeospue| Bunayew
a1 $350108 |y Jo uondope p I Aqp SRR} SUE N ShONUNRUOY)

®3u00 Bunayiew e uiaded siy Jo10algns auyy Buippy -
‘sfaunol 1awoisho
PpuE 53552001d S01AISS ISWOISND JO UOREWOINY - Juswabeusw uonelado 301MaG -
quawbpnliawnsuos auy abueyo - |y Buisn Jo sabeueapy -
I 40 @sh 3y 01 p12a|Bau 284 1BIW SIWNSU0D SWOS KY# - |y JO SSPISUMO] -
"sassauisng Ul |y Jo aBesn ay) oy uonej2I Ul
soidoy yoleasas paroa|bay
‘uononpoid [eimno
sousnyul swiopeld elpaw |g100s pue saifojouyoa) |y Jo ash 2y moy Bulpusisiapup) -
UONESIWOISND MO||E 01 BIEP [BUOSIS -
fBojouyoa) |y Bundope 1sulebe pue Joj suoseal ay -
‘swasis paiewoine g sannoe Bunayiew wiopadino oy jomeyaq
JBWNSUOD JO [SPOW USAIP-BIEP B LIl PAUIGWOD BUREW UOISIOSP [EONSI08YI-SWeD) -
SP|31y SSO10€ pasn S3103Y] JO UONESI|NIBJ-SS01])
“13yuny anjona salbojouyoa |y se uondope pue aoueidacoe sBojouyoa |y -
s,

50qiEyd Buish QUN0as |33) 3y Jl eep aeys O B
21E S1I3WNSU0D 1B 108 34 Ul s3)| uonisodoid sy aiay ‘uonnjos ABojouyos) ayy 01 anp S0 ueyodw ue siejd isnn ey asoding

‘sapanb $1I9W0ISND 34 UO pashoo) aq 01 spasu )l fpucoag ‘souewioyiad
|EuonE2IUEBIO PUE 15N 12 MO| B 01 SINQUILOD UBD S51MISLI0 Il SB “UONEWIOJUN IUEAS|2) pua 1yBl sy siswoisno sy aalb o1 pasu
a3y ‘aouUay "UonEWIoUl pazieuosiad pue uonEwIoUl 301Mas 3|dwe s1awosho Buipinoid Ul jewndo 2ie S301MSS pasEq-I0qIEYD-|Y

‘uonewiojul Mead apinoid 01 3|gndaosns $53) 218 SISWO0ISND ‘UONEDIUNWWOD
SE S10QIEYD B 'S0USH "UONEWIOUI 553 3pInoid 01 1URISaY aqiew S| pue sy s53| Buiniaoiad 3|qRUOJWOD S10W |33 SISWOISHD
djay |1 10E1U00 1021 “s|dwexa 10 4 sa0imas ey Buunp k7 sy adeys sioqieyo moy 10edw) ueo 1eLy S10108) JUSIayPp 3s0ding

S1I8W0ISND
10QIEY]) - 'UOROEISIUN 3L YBNOoIUY) 13 10 |33) ‘335 I3WO0ISND B SE NOR 18Y M 0 SIWI| S1 %7 18Y) puUE ‘aanoadsiad

10)R0qjoR|q e

12 3y £ d

SUOHEPUIWMOIAT IILISAT 211N ]

W00 paseq

‘UonEOYISH
|2pow
10juoissaibal

n abpu pue osse|

fiqpamnojjoy
‘uoneedaid
EEp 10)

(Buyepow oidoy

‘Bunsisnio
(ST
‘s1sfjeus
Wwawnuas)
poyiaw
siskjeue
‘Raunol
1BWOSND 341 O

-sonfjeus

fuenb aomiag

sondjeus
eep Bigwoy
sybisu) js10qieyo

uBisap waishs |2ubIp & YBhowy [Spow o) pasu ey 201Mas paseq-jauueyo [RIBIP se uaas aqUED SI0QIEYD paseq-| ey 2soding  BlpawEl00s  anp siulodyonoy sonfjeue elpaw  pajgeus-|y Buisn
ayisifpms  ‘mojuonewiojul  |EI00g aousnadie uo sasudisus gzg
NIOQIEYD 1300 S30IMSS paseq-aakodwa 1ajaid s1awoisno Sy Ioj pasn ashn 1ewoishy) sondjeus 10y 3ouspadua
Ruew ey saies (gL0z) uep) 912 wawabpnl se sjauueyo YBnoiy uoneoynes 1awoisno sy Buisealoulu sdjay |y ey sudsa (2sn dBojopoyiaw  ‘(xJ) @ousnadsy  ewep Bigsioqiey] 13Wosna (1Z0Z) A 2 =2 d
panzosad Joimeyag) aanoadsiad S18W0ISNo B4 WO (K]) SoUSNSdRT IBW0ISNT]) SY) PURISISPUN 0) Paau swil sy ey asoding ayl 1pwoishy) aousbi@ul [eloyy soedwieyM  IEWNY Y Y EYE MYSHY
) UMOUY |34 S53] 51 (] |4 1) WSwabeuew doy 218y M SE2IE Ul PAYOUNE| 218 S1ONPOId MaU USY M UBAS|SI SI0W SI |y
|jojuod BN a4 Yim
uonenouu sy 3619w 0) s|apow mau pue soiBo| ssausng MaU SNbal 1M 11 “SI0WISYUN J "S30IN0S31 Jo 36pa| MOy MaU Jo uonisinboe
3y anbal i uoneziuebio auyy ul |y |Iny Bunuawsa|dw| )
(1IN & Sy sty m “sor|dal 01 noyIp 2q UeD s1spea| Jo wawbpnl sy ey sououoid g0z e 12U
‘sabueyo |leuoneziuebio syiinoge uouido
ay saziundo = swWass |y uliano uaie) Jo pauoddns aqueo Bul du J1 NE d aup jo ued abie| e ey s1sa66ng
“uonEAOULL
Buinsind a1 12y suoneziuebio ol |y BuneiBaiul iq yoroidde onewsisks 10w e Buneaio Ul sapisal |y Jo [enusiod Jesjo ay| ‘Buissaooid
uonewIou| epuabe
‘uondo pauajaid sy se fqeinjau sabiaws |y uaym 1o ‘uonezniBip jo asneoaq sjqissodwy Buiues| suoely) Yoleasal pue
1B PAWISYMISA0 SIE S30INOSS) JUSWSBEUEW UONEAOUUI JO SIJ3USQ SNN-PUB-PaI 34 213y M Ke|d 01 3|01 3ANONNSUDD B SEY |y wawsbeuew pomawely mana)
wonezeably  uonesouu| menal auswabeuew
‘(Buissaooidsuonewio)ul) - seapl aie1auab 4SS Joneyag SIMEISNT MEIASY uoneaouul (1202) ‘0 ‘Wuewssec
pue adojanap ||y pue ssaooiducneacul a4y X[} |07 |y 12 UIYENg) 1819601 10 M SWASS | PUE SISPES| UONEAOUUI 1BL) |ENUSSSS ‘yoreasay “ssaooid uopenouu|y  pue aouabiEul E
5111 "s52001d uoneaouUl 3y Ul Bulies| sulyoew pue |y Buinoau §g :eousbisul [eloye 1o) uoddns sy pue Juswabeuew uonenoUU| T uonenouy| 2ouabijsul Eoyy
“awn (e U subledweo |eubip pazijeuosiad ey Jojie o1 AiIGe Sy arey saiuedwoo au |y Jo uoheuawsdwl Sy YiM
PO M S pUnoIe sawouoos Buneaio 10 SAE M MeU PUE SUIEYD SNjeA ‘Uoniadwoo Jo swio) mau Bunelsust s |y
‘yoroidde paseq-Buiuies| daap uanup-1yBisul pue -e1ep a10W MOU 0 paseq-ajnl woy aanoadsiad pabueyn) suonesado
Bunayiew Bunayiew ‘Yaeasal
"80UaNadEa 13WoSN 34 Uo faUow puads sassauIsng Uy Jo Auely [Fuswpadsy  @pew Bunaspew
(H4715) wanal |=uBip paieiBau
‘uonoen aAnoE paio|die 1se| sy 51 Bunasiew wauoo sy Bunajew enusnadss s Bunayiew ul |y jo weans usblaws 1sow ay | Bunayiew “Bunayiew
wsuo] [enusnadss M3NS) SIME
‘I Bunuawajdwi jo swomno pue abesn sy uo edw) sey YorS Yoy suonelado Bunayiew pue Bunasjew |enusnadse ‘Bunayiew uauoo INEWSNSHS
‘Yoreasanayew Bunsyew wuanuos ‘Bunsyiew |pubip paieibaiul isawsayi-gns sy oiul paplaip aq ueo sousbiysy) [EoyYy Yaeasal Bunasjiew ‘10Ineyaq IBWNsSUoD  Bunayew
aanemuenb  eubip paeibay) “aouabiy) ul aouabiyay| (22020 MH'S
‘saousnadya pue sawoomno fienb sonadns Bunaalsp Ul 2ousy ‘BunSyIEW JO JIBSI0 UIEW PUE J0I0E) 33 SY1 SE | PUE SAREIENT) paeibay [Etoyy |Etoyy  ‘fepued g g nedejRiuy]
‘fBojoyorsd pue “Joineyaq IaWnsUoo ‘BunayIew 0) PIE|SI YOIESSSI |if Ul SISUS| [2ONSI0SY)
WaLIWoId SWOos MOYS YIIY M “SIOLINY 1W213))Ip 01 BUpI0ooe S350aL) g| PUNO) 213 ¢ 213U 219 1d20U00-|y S Jo a6pa|mouy
13pe0iq e UEb 011dWwane UB Ul YoIESS3) 3L Ul PAIIUSPI SE ¢ S|SPOW PUE S35US| [20N210aY Jo smoadsoid yoieasal e ‘fj2ise
5. Linialn U NGO} 7 L A SUF SN (R £ -G SRS T
L. I = LT NGy, JOIORCE S UG LRYSIIACY IE G- SRS T
EREESHIT
AT ey - £ LI L SR LIS S SENY YU LHEIGT LIELITY SUE IO SISTIUISY RAE SUE SPY S0 SRS
‘SESIE DYNUSIOS L Uit UONDSULOD UL ‘| Jo O1doy
5h20j pue Juawdojanap 3y o 21MaId 31eIN2oe 310w & Buljue|o Jo wie sy Yus sissjeue abeyu) aiydeiBoyqiq [eimonns e sasoding
"SESIE DYNUSIOS S
e USa Maq Ul BUISSIW B S1 319U 1BL) MOYS 0) SSINQIIUOD 3l 18n0310}y fBojoyolisd pue "yoIeasa) IsWwnsuoo
“Bunayiew Jo spjay PAIR|SUSIUI SY) Ul | UO S3SNI0J YOIESSSI 3L 1511 | Ul Y2IRSS3) 0) SUORNGQUILOD K3 [R12A3S SaRW KPS s1y | ‘Buonisod
‘Bunabiey
e sdiysuone|al Buons BuuiRiuiew pue s1awnsuoo Bunoeme pue Z |12 Buoy] “6'3) puswap ‘uoneuswbas epuabe
1wnpoid aimny Bunaipald (L 70z ‘BUBIE) 0 1| ) 10neyaq 1awnsuod Jo Buipueisispunanaq e Bumeb oyelonio sieepBiqpue |y YG MaInS) “aouewiopad Yyoleasalpue
ainmesal)| “fBarens H3IhS1 SIMEIS|
‘S18Wosho)sIawnsuoo '6'a Jo swaned fjnuspl ues yoiym s|Epow oiwyobie awos dojanap onewasis Bunayiew onewasis
ueD ) “alowisyun 4 Buew uoisioap wiojul oy Aunuoddo uenodw ue jo uonduosap sy Ul pash aques yolym i e sieep Big  “fBojopoyiaw ‘s|auueyd y fBojoyaksd
anneuenb Bunasjew ‘510401 pue EEp pue yoieasas (1202)
"BOUESSIEUSI PUODSS ‘yoeoidde “noweyaq  Big |y “sousbyEy) 1awnsuoa Pz g Y ebap-zaiay
£ paol dra sggE|L 2y i paieadde 1sindwoo auyy souls sey (|y) @ousbiysul [eroyy Jo play sy ‘(g1 0z) Wi g ue | o1Buipiosoy  uaaup-eieQ 12Wnsuon [E1oyy ‘Bunayiew ul |y ) ] IUEE]
SBuIpul] AS0[0POIPAJY SamaY | SPI0ATY PIL siopny




"saonoed |y pie Mol SIS 97 JO FOUSPUS) B 108)JE UED 353L) MOY
puUE SOIpS pUE “fUNoag “Roeald S|dwexa 10) |y JO SpIS ep 3y Jo swos Mebnsany)

‘uoneuswaduwy
| |nyssa00ns uo yoedwi faanebau 10 aanisod I3y PUE 10108 |RIUSWUONIAUS-0I0R])

‘(s1ewosno pue siaddns yioq)
sapis Yioqwoy aansadsiad B Yim |npshi, 210W aq plho s Yoleasal 1ayung agiew
10085 979 Sy uiyim aanoadsiad s addns auyy woly sanssi 01 paie|al st Aprs sy )

SNONUNUOD PUE JUSWan[0nS 103101d |y 341 LM SANENWNOOE 318 S
SN[EA 1B $53001d PRIES1-121UI PUE 3AN0S||00 € SI | [EISNPUL Ul UONESID-00 SNEA

W20 §Zg A4 Ul |y [Emsnpul Buish pue Bunuswa)dw uy
[e1onu0 2ue sanqedes pue anjen Jo sadi) IUSIajIp USS MISq SUONDSSIZIUI DIWBURP 3y |

‘aImeu
anweuip nauy uaalb saniqedea pue sadi anjea paynuapl sy uaamiaq uonebnsany|

‘uoneziwndo uieya fddns pue ansiBo| uo sanbluyaa) |y Buikddy

‘sanbiuyaa |y Buish sisuned uleyo fiddns Buln|oAUl UONINE 3513A31 Ul YJIESS3) 310

souewioad [elousUly-uou pue -|eloueuly pue Bunjos wajqoid pue Buuued Juiol uo sousnyul sanisod B aney |y

wueswabebua
JOUNOWE 34y pUE 20USNadya S01A18S SY) 1SA0SIOW ‘SISWOISND IS YIlM 108121l pUE an1as suonesiuebio moy sabueyo |y

‘(ssaupuany 1esn - Ba) Ayeoiuyoe pue (iueulwaep weoyubis e s iapjoyayeis |euonesiuebio
Buowe s53USIE ME |i) SSIUSIE ME “(I0108] K33 & S| SIMONNSEIUI ||] SIMONNSEIU| SSSUIPES |y YIlk PAIBIDOSSE 21 s10adse a2y

‘(saanoeid |y s3|S 9z Uo 2ouanyul aanisod = |y Spie Moy
apmme anisod 6'a) spmime pue ‘(souswio)iad pue SUOROEIZNULISWOISND 10EdW) |14 YOIy & UonEIUSWS|dW |7 [NSSS00NS = S||I4S
|221uy2a) YBiY) asniadya [euoissajoid ‘Buiddew peos “fBojouyoa | :suone1ado s5aUISNQ 30USN|jUI UBD 13|qEUS |y JO Sadiy 331y |

‘aouswiopad ssauishg soueyus 01 djay plhoo Y0 peseg-|y (L202) |8 1= 2sheney] igzguy)

‘Bupjew-uoisioap Bunayiew ansioy pue AyIqedea sondleue Bunasjiew swiyuaamiaq diysuone|al sy soueyua uondope |y
‘aouewiopad Jyg pue wawabeuew ssauisng Uo 103)a aanisod B sey Bunayiew eIpawWw |B100S paisisse-|y
‘suonesiuebio uluondope |y jo im0 JUENCdW U 2q 0) punoy uaaq pey uoddns diysiapes) 10 Wawabeue|y

0@ K
“fenonpoid “Aube ‘anuanal 12naq £ J0 WIS Ul siausq uieiqo o suonesiuefio S|qeus 0] SUONOUN) SS3UISNG SS0I08 Pash 3q UED |y

AWUEmE._OtWQ ssaulsng W:O_QE_ pue ‘S18W0ISho SSaUISNg JIaY) il 1DBISIUl pUR

‘@1e10q€||02 ‘sabua||eya aWoaIaA (|3AN0ay)3 01 AIIGE SIS 01 §|qeISpIsu0d paingmuod sey saibojouyas) Buibiaws jo uoneidepy

‘abesn pue uondope |y |[eshpulI0) saiBaens pue suened Jueas|2) ey abueyo 0y pasu saluedwoo gzg

quswdojanap pue aBesh |y [EMShPUI 34 Uikils sanqedes pue sadi Shjen JO SINIEU PaIE21-121Ul PUE SIWEURP € 51 2184 |

edeo |lpuosiadiaiy| (¢ "sanqedes paseq uonesieiniawwoy) (7 ‘sanyiqedes uswabeuew wasig (| ‘saonoeid
UONES10-00 SN[EA 01 SINQINUOD 1BY SI8PIn0id |y puE “s1aljddns ‘s1swosho uo paseq paynuapl sauobaieo aaiy a1e 218y |

I [Emsnpul Buish uaym saonoeid uoneaio-00 anjea Buneyioe) pue anjes Buneaio Jo) papasau sidqede ]

anjen aouaadsa 1awosny (p Buiwies| leuonesiuebio-1au pue —enuljo anjes
(£ @njea jeuonoun 4 (7 Buueid-oo aiBaens jo anjep (| ||y o 20esh ayy s uone|2) Ul UoNES10-00 anjea Jo sadfy INoj a1e 213y |

‘sanyqedea
paie|al |y Buid|dde uaym saonoeid uonea10-00 anjea say vl abebua siapjoyasels gzg moy Bunebnsaaul 10) paau e 51318y )

"ousadia 1BWoIsNo
3L 108dW PIhoo Yoy M S1Woisho peiabie) auy Jo uoisioap Buiseyoind jau sy mojjo) pue 1oipaid o) 1|y [emsnpul Buisn Jo wie sy

uieya fjddns auy ul diysuone|as
1311ddns 12fnq auyy adeysal 03 1018210 UIBW B4 SE USSS S| pue Bunayiew gz7g Jo Iuawdo|anap 3L UNUSWS|S (33 & SI |y [BISHPU)|

‘(#1w Bunasjiew) Burond pue uoneuawbas 1awosno uo edw) Buons e aney Ny ‘Bunayew u)

UONDS||00 BIEP PUE |47 Wuawabeusw pueiq uswasiusape suluo ‘subledwes

Bunasyew ul [enuaod 1eaib sey g - (s1oqieya 6°a) Yoaads 1o 14a) Jo wioy sy ul sBenbue| uewny auy *s53001d AU pURISISpUN
01°130ndWwoo B Jo 35N 34 51 SIY) - Y2IESSA [ )G 3y Ul pafojdwa aq ued ey iBojouyoa) |y ue s [gN) Buissaooid abenbue| jennap)
it WSwa|dw 03 Yoy M Ltk I0 wSWe ) [eImEeU & sapinoid sonsiBo) pue [0S JO INEU paseq-pasio maf]

(5107 Uip)) Soustoyya uieya flddns sy pancidw pue ssao0id Bupjew-uoisioap sy pasealoul sey sBojouyoa) Sya) 2y
JuawuoNAuS sy Bulniaaiad - saIpMs |G JO seaIE L4 Ul pasn Kpuanbayy st aay sanbiuyos) st sSyy pUe sy

-aibo| panjea-ajdnjnw Bo wio) e - ‘s|apow pue wass Buidojanap 10) anbiuyoan Juasuiwoid e awooaq sey f10ayy 1418y asoding

"BIEP JO JUNOWE UE 10J 5|3pow 1o “aBpa|mouy “suianed puy o1 pash aq uea oIy s anbiuyoa Buissaooid
~UONEWIOJUI UE S| YaIYM ‘SHNY 51 SSIPMS [0S Wl sanbiuyas |y wusjeasid 1sow sy ey asoding (5)0z) SU0JIE]) pUE SUpuasya)y

"SI810 18U pUE) 3P+ B Ul pakojdwa usaq aney sa1B0j0ULOS) SWOS 1BL) PUE “SSIPMIS [{|]G 01 SINGIIUOD UED |y 184 asoding

epow
|erudaauca
pasodoid
auy asjeue
o pasn
se (lW3S)
Buyjspow
uonenba
[EImanng

‘aleuuonsanb

aImonns
oy spoyiaw
Raning

‘yoeoidde
sisfjeus
aneway|

T
paimoanns
-lwag

fiBojopopaw
fpms aseq)

yoeoidde
anneyenb
PuUE 3ANONPUY|

e
Bunsise

JO Malnal
onewansig

uonIEIAUl

“suonouny paseq-|y
SSAUISNG 1SWOISN]) SS3UIPES)
“fBojouyosy | s12|qeus
‘8zQ "uondopy |y I 923 53WS I

‘Bunayiew
gzg ‘washs fuqedea “adiy
uonewiojul an|en ‘uoneaID

‘uoneald -0 anen \ME:WV__NE

-oosnen  gzg’ly [EmsnpyY|

M3INSI 2IMEIS)

‘uonanpoid AMEWNSAG

pue ueyo wawsbeuew

fjddns ‘Bunasjew yo fjddng

‘sonsifon aouaby2u

saonoeid
gzgpeseq-jy

jo saouanbasuoo
pue sjuspaoauy
(1) @2uabyj2i
[E101IE pUE SIS

uapinoad
RBojouyoay

puE 13WshD
“1addns gzg

§0 301 3ANORIANU
24| |y [Emshpul Ul
UONESID-09 SNEA

MSINS) SINE IS
onewNsis
¢ auswabeusw

'y uewey
g uEmEy

~ (1202)
'g'Buelz g ‘Buey
4°Bui g Busd g1

(1202) W 425143

ueyo fiddns 4 1zeybn) 'y Inodiezep)

Ul 3ousbijsu
ety

“p Inodgeiyog
'y inodileloo |



USWUOIAUS G7g 34 Ul SSIUEdWOD 10) S|yH7) PISEq-|y JO 35N mau pue uoneoldde Jo) paau e 51218y

‘saifaiens Bunayiew Jay Ul pa32ons 03 341 1snW saluedwod sdas syoipaid ued ey
fBaens Bunse| e Bunasjiew gzg [2ubip Bupjew uswdojaasp ssaulshq 01 SN|En PPE UED S|yj47) paseq-|y 218 siybisuliawoisno
10 sanIANoe ssaulsng woly siyBisuloenxe ‘Bunseoalo) sejes wiopad djay ueo saibaiens paseq-sajes uo Buppom a1 18Uy S|HD)

*5|pOW UONEAOUUI S5aUIsnq se pasodoid pue ‘paisa) ‘padojaasp aq plnoys
s paseq-|y Buisn uays Bunasyew [eubip gzg ui s|eomoid Juswdo|anap uoneAoUU| ‘S0 paseq-|y Yim pabeusw aie 18y swWaisis0os |2

P Ul s1awoisno Y sdiysuone|as Bunse| Buo) ppng o1 s|qissod sy

‘Bunayjiew ‘Bunasyiew

[2uBIp gzg uo sfauwnoljaouanadsa 1aW0ISho JO 35N 841 U0 $5300Ns aulwiasp  [BIBIp 9zg Ul sy paseq-|y @sn saiuedwos uaym uawabeusw diysuone|2) 01 P2ie|a) SUONDE JO SOUSNSIKS 341 PAYNUSPI 51 218y |
PIno & S|yH7) paseq-|y Jo 35n auy 321wndo 0) SUoNoR puE saulEpInG fa) pauyap-||aM,

g Yl SUIBW SHI0 M 1B SUO SU) SI |47 [BONG|EUR 3y

‘Buipjing pueiq (Wg2)

auluo auaq piho s Bunayiew [ABIP 979 U S|lWH]) PRseq-|y JO Sash pauysp spes|] ‘Bunaspew |gubip 9zg Ui s paseq-|y Jo 25n sy apisine s1Bupjew uoisioa sisfijeue 30 wawabeuey Yoleasal aimny

uspuodsanoo diysuone|ay sIsfjeus 10§ SUONOSIP PUE

‘paiojdsa aq pjnoys uonelausb pea| ‘WD YBnoiy auop jou s uonEdUNWWo [EIBIg 3jdnjnjy lawoiEng aouapuodsanoa M3IN31 Y SH])

uo pashoo) aue saelodiod uays Bunasjew |eABIp 9z Wl S|y paseq-|y Jo fousioy)3 ‘WwaNsis00a a|dnjnpy ‘sl paseq-aauabisul
‘washsoos Bunayiew gNBp gzg (4S) menay ssauishg  paseq-aouabysul (1Z0Z) 'O "senbiey
‘Bunasjiew ulyimoib pue s5300ns a3y 01 Bulg f||E19ads UBD S|yH7) paseq |y 1841 S35N 3 Jo uoneaynUapl sy Buipiebal aimelay| sy ul deb e 51 alay) “aousy EIEIN0E anela] ‘Bunay iy Bunasy ul Bunay; -S010B[E 40 (] ‘OUENOG
USSP PINO# S|4 paseq-ly Buish saibaiens Bunayew [2ubip gzg paUysp-||3M4, S SWONIN0 341 MOY PUE SWRNSAS |y 7 Bunsize ol swaishs |y Bunuswsidwi oy Buipioooe deb ayy Bunanoo 1ou s aimels| Bunsig onewNsig [eubip 9zg [ubip gzg |=ubip gzg Bumeag ~olaqiy Y T EINEg

‘s58001d 53|25 3Y) 01 NP UonEUAWS|dw! NYsSa0oNs B 3qUED |y
‘solpia pue selq ‘foljod foeand isabejuespesip |y

18102 122 BYna €102
|2 12 sE MS1g) $3|e S 10 s13aup Juenodw ai1e suonowoid sond pue aand (g1 0Z “1EjUEYS) P21ajjo 3q plhoys suonowaoid aoud 1auyaym
pue ‘ (saiBaens sond) sBueyo 01 2oud 18y M OS|E ING ‘NG 01 1UE K SISWOISND 18YM (U0 10U Bunoipaid Ul sjo) ueLodw e sey Iy

‘s10InEY3q

fimesuadwoa (aanebau) 12661 pue yojwoosip 13661 510901 pappaquWa-|y Yilk SUONIBISIUNEY SIS (51.07) 13 3pU3|y)

(uswipoquws [eoisfyd SWos 3ABY) WI0J10G0) & Ul PSPPAqWS 24 OS|E UED 1NG WIOJUI [ENUIA SSOW S |y
013 19NPOIA B 35N 0] oW M, UBLLISUYIES , MO, INOGE 5| SDESSIW SUY) USY M SAISENSISA S10W 5| UONEDNAAE |y

n

(Bl e7) CO:QOUN [1:3 wedw -AECWU_ PUE S2NSUS0BIEYD I8WDISN])

‘(SS2USIE ME IHIIUOD "SA UONEWOINE 4se1) 2ouabysul jo |2ns) om asoding

‘(uonoesuen @yEW

puE 201M1as 1aWoisna yse) Bunasiew sdwis yBrnoay - 6-2) 1500 sonpal pue (suoisioap Bunayiew yBnoiy 6°8) snusass aseasoul |y
raseyoind isod Bo 21d sy unswoisno abefus ueo |y

"BIEP UONIESUE) PUE ISWOISNO JO Sawnjon ojulyBisulab pue eep jo 10| e 0ipaid uea |y

‘sajes pue m_.__uwu‘_NE 0] P2iE[2) SUIBWOP Ul USas aqUED | JO SNEA _mmucwuoﬁ 150W ayi ey Uuonuaw _..m—._u_NH B inyg

‘s1eaf Buiwos auy ur simayiew fq paydope ysow AB0joUYD3) 3L 3 ||1# | 1Y SRS (C107
‘pa1ayjo 29 pjhoys suonowoid

2oud10u 10 18y ey s pue [ewndo 2ie saoud ey m1oipaid 01 pash 1saq aquUED |y MO “«|2pow ssauisnq Buiddoys uay Buiddiys,, 01 J2pow Buiddiys sy Buiddoys ay) ,, woy
Buiob - sjue i 513W0ISND 1B Y M 10IpaId 01 3|gE 3 ||IM |y LM SIS|IEI3) SUIUo JEL 3soding (LL0Z) |E 19 Sue) (2L0Z) |E 12 [Eneiby oedwn
‘syonpoid mau anung sy
|21 10) puswap Bunsea310) 0) puaisa Kew swinobje uasup-|y uonaipaid |3 M moy (918 auo) s18WoEho sy yYBhoay < 6e) sseooud sajes sy Buipiebal ‘awn [22) U UONESISAUOD 3|21 J0NUOW |1k |y 2s0ding pue |y “1oIneyaq salyi3 pue seig
lawoisng) “faeand ‘510904 Bunayiew jo
‘s1ajewdolod 01 1UBA3|3] SaNsS| pue paaeduwl 3q ||k 10IABYSQ SISWNSUOD MOH ‘s1zsbeurw uewny (saoe|da) UBY) IBLYIEY) SIUSWENE 1 )| 3ANDSYS S10W 3G |1k |y ‘salfaens  ‘dBaens Bunayiel  aimng sy abueyo
ao1d ‘saebens “aouabiai
_ ‘RBarens Bunasjew nay sbueyo 01 pasu few swiy wo  J0INEYST JSW0ISho pue “suondo saoines “sassa00id sajes “s|apow ssaulsng ‘saibaiens Bunajiew yiogq sBueyo |Im |y 2imng Sy u) Bunasyel) 1y |Etoyy |EtoyIIE MO
~
yoeoidde
UISIND00  3ANEISY pue
1 52558001d Jo 2df) 341 WOYY IBYIP KBW Y2IYM PRIESID S SN|EA 341 U0 108dW] UE SABY YOIYM PAYNUSPI SI0108) 3|dnjhw 218 2134 | onewnsig
‘paieiado aie sanqedeo skem sisfijleue
AUy Ul uonEWIOJSUEN & 01 P3| 0|8 Yaiy s “siyBisul auyy uo paseq sionpoid mau fjjeoipel dojaasp 01 Swily pa|qeus |y JO UoREZINN 34| aneway |
“ApMs a3y 321|213ua6 01 S3IMUN0D UBaMIaq ‘pawiopiad a1 Bunajiew Jo s3I £33 3134y UM S3553001d al1oads auy aBueyo 0 pazinn 313 & |y woyy s1yBisu) ‘poLisw
s80USI3YJIP PUE SaNLE(IWIS Sy Bunsenuos pue Bupedwoo ‘saUNOD JUSIS)IP SUIWER] SmalIUl
“SUONN|OS 10 $3213S mau BuIdojanap PUB “SISWO0ISND Wil ¢ SUONOBISNUI 1SN ‘SPUS) 10 SUONIPU0D 13ew Jo siybisu ueb paimonns yoeoidde
yoeausoie sfed  o1dupge 2y E1sp 121eaIB Yonw Ul sanss) £33 PUB SPaSU SISWO0ISND SUY) PUBISISpUN 0) saluedwoo pamoje sey |y jo uondope 3y | -lwag SUONEPUNOJ-0I01|4| uonEpUnO)
i W2KS 1BY M 0 PUB S3UNNOL 13A0 ANond a3e) sanliqedes SlweUkp JUSIKa 1By M O] ‘Bunayjiewgzg -oiom sanyqedes
|epow ssauishg mau e pue saifaiens ‘spms ‘anjen ssauisng alweUsp
‘fipris sy szije15uab 01 sasNpUlUSIaIp SUIWER]  1anaq dojaasp 0 way pamol|e pue Bunasjiew gzg o1 paiejas siybisul |euonippe yis saluedwod sy papinoid 1t |y Jo aBesn sy yuig, asea-Njnpy  :Bunayiew
anjen ssauisng 9zg o 19|qeus
‘uonnjos BNUSASI JO S30INOS MaU JO uonEIauab poyiaw ue se aouabia) (LZ0Z) 1 =nsbory

| @41 Bundope yons Bunnp 10 13)e pue 210Jaq sy moy Buizdjeue pue BuneBnsany) 3y pue ‘sayoroidde Bunasjiew mau Jouawdojaasp a4y ‘SaWN UONES) 13se] “S1YBIsUl Ul Suawanoidwl 01 pa| |y O ash ay | fpms ase]  Bunayewgzg

U0 g JBEAI



4 8bueya uaasaiojun pue pide) s30B15PUN USWUONAUS [ELISKS U USYm 3Bpa|nouy
1SYIBW [BUISIHS SIBIIOB) UED [ Oy 10 S6PS|MOUY 133}IEW [BUISHS IS0 wol Buninsa)
SISWOISND PUE 51851 10 $3552001d UONESID Sh|En S4) 3BUBYD |1t |y Moy “sanqedes
Buisuas 1spew dojanap o) pabelana) aq Ueo |y Moy 210|dxa plhoo saipris aimn g

¢3bpajmouy 1awmsno yoydsa pue

1oey Bunmdes oy yoroidde aanoaya 310w e 3|qeUS |y UBD MOY ;$53001d SajEs pue
Bunasjiew ay jo abeis Yora e abpa|mousy 1awmsna Buifjdde pue Buiziuebio ‘Buneaio
2E|I9.Y |y UED MOy ‘3jdwexa 1o 4 salprs aimhy 1) punoib ajua) e aq few gzg

Ul $13Wmsha 10 ssa00id uoneasd anjes sy sabueya |y moy BuneBnsanul ‘uonippe u|

is|euoissajoid sajes Buowe 1ajsuen abpajmouy 1awmsna yoddns

| ue2 Moy jaaibap ieym 01 pue |y Aq pawioyiad Bulaq 01 3AIONPUOD 318 S3|ES Ul SHSEY
UBWNY [BUONIPEN 341 JO Y21y |y 1 pa|qeus aBpa|mouy 1081 134} JO UOREIYIPOD

a1 011983 s|euoissa)oid s3jes |1 Mo ; souswiopad pue aBpa|nouy s uosiadsaes
B UO |y JO 510843 S 218 1BY M ‘SOURISUI IO | 'S|EUOISSajoid sajes Jo 3101 3y sioedw
I Moy pue §l 21eBnsanul 0 51Y2IRSSa) 3IMNY 10) BAIE [hjiny & ‘s5a001d S3jES g7g Ay
ul 5358 pawiopad-uewny fjshoineid Buwopad spuapuadapu o Buoddns 51y |

"aBpa|MoU 13}IBW [EUISHS 18I0 pue 3Bpa|mouy 1ash aBpa|mous 1awosno :aBpa|mouy Jo sadi ualayip fiewnin pue
UONEWIOJUI 01Ul BIEP WI0jSUEN Sim@iew 9z djay 01 5320|q BUIping a4) 4o ||8 10 KUE JO UONBUIGWOD & Ul pash 3G UED SWashs |y .
(8107 "BwWIeyg pue Wedg) |suuny sajes 9zg sy jo a6es Yoea 1B ssauannoa)s 1eeaib pue saiousioys Bunayiew s|geus ued |y .

“S1I2W0ISND
[enusiod 10 uanno jo ajyoid srsusyaidwos e Buneaio fq ‘a|dwens 10) “sie m Jo 1aqunu & Ul aBpa|#ouy JSWoISND 3|qeUS UBD |y .

‘Bunayjo ue Buinoidwl 1o) 30INosa) 3jgen|EA

£ 3Q UED pUE 3010135 10 19nPoId B J0 Spaau 3ouswiopad WIS-10ys 0) $3181311 SE SWiy 979 10§ weyodwl st aBpajmou 1awoisng .
‘uonewloul pue aseq aBpajmouy ‘(Buies) suyorw

pue Buuoseas ‘Buinos wajqoid 3 1) sassaooid ulew ‘(uoisin 1:Ndwod pue (7)) Bulpueisiapun aBenbue| |eImeuy) sassaood

-2id ‘2IEp paIMONNSUN ‘BIEP PAIMONNS (5320|q Buping KIS 01Ul swashs |y joedun ueo am ‘SWoNN0 paioadta 1589 Ay SA3IYOE O
198 SWashs 353y 18y (q) pue (sindine se Buissasoid ayp Jo sihsal sy wimal pue “sindul asay ssa0id “sindul anaoiad 10 3A1803)
'y sweiboid 1aindwoa 1o sauyorw “a1) swasis Buidojaaap jo aonoeid pue f10auy) 3y 51 aoauabiul EIoYIE (2] 18Y1 13008 3M |
‘Bunayiew

gzg o1 suonisodaud anjes uaiayip 12)J0 01 13Lpa60) 3WOD & A3L MOY PUE UBAW 51d33U00 PUE SWIS) PAIE|31 IUSISYIP SU1IEYM

“s1 @ouabiaiul [e1oyIe 18y M PURISISPUN 01 51 das [eonuosiy & “padoid |y ssasse 0) 3jqe 24 01 Sannnoaxa pue sisbeusw gzgio4.
"SANIEY pUE salbaens sales pue Bunaxyiew 3Ny

Buidojanap 10) pannbal aBpajmouy 0l pue uonewiojul ol 1ep (B19) 21e|suen djay uea aouabi|sl [E1oyE “sauedwod 9710 4.
It (6102

“[e 12 wipo) eep Biq ul pauieiuoo abpa|nouy auy 21eys pue aziuebio Janooun saiuedwoo digy ueo saibojouyos) UoNEWIOU| .
‘sauedwoo gzg 10y 2bpa|mouy 123iew 10§ 22In0s 3|qen|ea f|Buiseaiou ue Bulwooaq sey eep Big.

(1107 |2 12 B1dne)) eBpajmouy pue eiep abeuew swiy gzg moy “fleoyioads aiow pue ‘(5|7 |2 12 uayose 4) |eieusb uigzg
UlUONES1D SnjEn pawiosues sey ABojouyos) uonealunWWoD pue uonewiojul Buibiaws jo Juaape auy) pue uonezyeybip Buisesiou) .
1002 18 18 Meyg)

sonoe) pue saifiaiens Bunayiew gzg amnoaye ol aBpa|mouy 123ew [SUUEYD UED Yoys uswabeuew aBpa|mouy oNEWSSKS i .
“diysuone|as 1awoisno wis-Buo) aanoaya Buuieiuiew pue

Buipjing f|a1ewnn 10) puUE 513W0ISND Jo $30UaI3jaud pue spaau auy 01 1212 18y sBunayjo Buneaia 10 |ganud 51 3Bpa| KoL 13 IE) «
'gzg v Bunayiew paseqabpajmouy

01 3iNQIIU0D UED | MOY PUE (|y) 2ouabiyaqul |eroye uouawouayd [eaibojouyas) sy uie|dxa 01 st aded siy Jo asodind ay | «

‘20e|dal 10U “BoUBYUS It |y .
‘[ruoissajoid sajes e uey) s5a001d 53|23 A4 0 UONEWIO)UI 310w 330 agiew ued |y .
‘aouanadya 1awoisho ayy Buinoidwl pue aseyaind jo a2is ||elan0 2y Buiseaioul 1awosno & 01 1onpoid dieuaws|dwos

auy fejdsip pue 1ayiabol ybnog aue uayo syonpoid Yaiy s fnuapl uea swiy |y Buish sioiweyaq aseyaind 1sed v swaned Buipuly .

‘aolas 1apio-isod 2y o siusws)

SWOS SBWOINE 0] Pash aq UeD |y + dh-mo||o) 2y pue Buissaooid 1apio 1oy painbal smojppo m a4y 1eWoINE UED |y :dn-mo|0 .

‘Bula mSUE SI0QIEYD 1BN0 S3HEY SWANSKS |y 19507 .
‘spiesameq pa|qeua-|y YEnowy eiep siep-oi-dn sow yim ‘12158 SUIS0U0D

3y 0y puodsal 01 |euoissajoid s3jes sa|qeus pue suonaalqo Bulooiaao Ul panjoaul sysel auy sabueyo |y Buisojo pue suonaalq .

"ASEIUONEIUSE3I0 341 {USWNDIE UBD SWSISHSE |y «

Loz

“Hilyf) f|ShoSUBIUEISUNISOW|E S10NPoId [BMOR 01Ul Wal) SUIMa) pue pieoq Bulmep sy wolj seap) saxe) wyobe |y uoneuasald.

‘2@ sBunaaw Buihpayas se oe1u00 Bupjew uyse) aunnos 63 Ynoiy yoroidde pue yoroidde-aid auyy saauanjul |y «
192102 Bupjew + uonewIoul punoiByoRg UBAS|3)

1310 puE ‘s30u3a13ja1d “sUgRY ‘SPaAU NISY) ‘SPES| IN0GE UONEWIo)UI pa|ie1ap 0w Bunnbae yoroidde pue yoeoidde-aig.
queyodw shuawabpnl uewny - “spea| Bunenjeas pue Buidnuapl jo abieya axe 01 pauawa|dw

‘swea) yoddns

(NMO) @b=uenpesip pue abeuenpe

- 53553001d 53|BS UASS 3Y) PUE UONEIZUSE) pEaT| Ul fjdaap a1ow Bunebnsany)

Ny pue sjeuoissajoid sajes uo Kneay paljal fsnomaid iey saninnoe Bujenspun dq jsey Bunoadsoid sy yauaq oy sasiwond |y .
‘SUONNGIUOD ppe-anjea Ny aBueyo o) sjlpuissajoid sajes Jog sanunyoddo mau a1eai0 ued - Bunayiew sy uoneuswEas
|EUOnIPEN 341 YaIy M Juawubije ul ‘s1awosna [enuaod Bulpuy - uonelauat pea)| 5| Bunaadsold :553001d S3|BS SUYI UIHSE | 151 3Y] .
(8107 ‘BwieyS g wedg gL 0z ‘USUIWIE | g usulne) H5e) s8jes pue Bunaiew yiog saphjoul

1|y uonez)emdaouos e 1oy Buyeo sy paieibaiu AyBiy 218 swiy 9zg Jo suonoun) sajes pue Bunayjiew sy ey isabbns aprg .
(8102 Bwieyg g WeRg \g00z Bwieys g ieys) dn-mojjo) pus

as0jo ‘suonoalgo Bulwooiano ‘uoneasaid ‘yoroidde ‘yoroidde-aid ‘Bunoadsoly issao0id sajes ay Jo abeis uanas asoding .
‘ssa001d sajes gzg ayi Buunp uoneaio anje 10) sanunyoddo walayip o) pes) suoneoydde |y .

“SWANSAS UONEWIOJUIl

|[EUOnIPEN WOy waly saysinBunsip ey sie s Buneaso anjes | B1ep paImanns 1apun ssa201d 01 AY|IGE 13U 5111 - SWaISAs |y .

BIEP PAZIPIEPUEIS PUE S2IMSNNG (SWI0J oM Ul sindul ele(].

‘(210Z ‘Bumgiang) wawsbeuew eep pue

‘uone2ZIWoISho ‘uonezleuosiad anoidwi ued swiy gzg Yoy s (g Anuenb pue syenb uonewiojul paoueape Bung oy paoadya s |y .
I Wnsasu Bulmolb e smoys 9zg .

‘|auuny sajes gzg sy sabueyo pue Bunoidw |y .

'$52001d S3[BS DINUSD-UBIWINY [EUORIPEL 34 IS8 UBD |y .

‘sonoe) pue saibaiens sajes + s3jes gzg

unuswsabeuew abpa|mouy pue uonea1o aBpa|mouy JoNadNs 10) UONEWIOUI 01U BIEP JO JUNOWE 1SEA UINY 01 51 |y JO 2siwaid 3y .

SDpa|Mouy
1EW UK
pue abpajmouy
185N
‘abpa)mouy
1BWosha
Bunayiew
92904 |=onu2
abpajmouy
1@jew jo
sadifiuaayp
01 2ihgquuod
ued |y Moy

JO UOISSNOSIP
paimonns

e sapinoid
13yuny
1540019
Guppng

spuE |y
uouswouayd
ay) aeadea
o) jlomawely e
sasodoid pue
|ermdaauoa
spaded ay)

abpajmouy

125 ‘Bunayew

paseq-abpa|nouy

‘Buissaooid

abenbue| |imep)

Iy ‘@Bpajmouy  ‘Buiues| auyoe|)
125N ‘abpajmouy ‘abpa)mouy
1BWOIShD 13y ‘@ouabl:ul
‘abpajmouy |e1oyy ‘abpajmouy
1@jew 1awosng
‘Bunaspew pabig ‘Bunayiew gzg

Buppe

anep Iy ‘929
‘|Buuny sajeg
‘ssaooidsajeg

|auuny sajes
sonfjeue aanalpaly 9zg 3y Buoje
'saes gzg anen
Bulues| auIyoRly E310 30uab)Ul
‘Buissaocoid |E1ayIE pue

abenbue| jeimep) uswny
ol @ouabysu

afneloge|o]

(6L02)
] UUBWRIIY
UUBWZIENY T USYOsEH

(0Z02) T =n=usy
197 WOSIM C T uSyosEy



Master Thesis

Juonisinboe

s||ifs pue Bulien ‘uoneonpa yoroidde am moy 10edwl |y J0 13500 3Y ||, ; BunjEw
UOISIDaP UBWNY JO 31MNy 3y 1aedwl siy in woy pue uonaeiaul ul abueya auyy

10) 5351 3L 31E 1Y 3BURYD S Jo SUoNED)dW! (2131005 PUE [RINND 3L SIE 1BYM

£IN0IAEYSQ SI3W0ISND U0 SWNoB|e Jo 5103))3 3y 218 18YM,
£IUBWUoNAUS USALP |y Ue Ul papienb-ajes aq aouabiul sajes pue foeand ued moy

453|101 53|ES pasENPIMPUI 210W

Jowswdojanap 34 10 MO||E IO SINSNPUI SS0I0E S0UBWIOpSd S3|BS 3SIPIEPUERIS | |14
£SUONORISIUIUSAUP B1EP ‘BuBpUnW Oy 3|doadsajes ubBisuoo

10 “suonoeIUI S3|ES pasieuosiad ‘|ana| ybiy sjpuesy 01 painbal aie ey 2ouabisl
[BUCNOWS PUE SIS Sanen|eas 1os ‘|ana| 1ayBiy dojeasp oy uosiadsajes ayy a3y |y 14,

isiejew uoisioap g asn Ul aie
swashs ay 3y m panoidw pue pauyas aq Bupjew-uoisioap 10y souswiopad swanshs
|y UE) S1eEwW UoISIoap g 25 Ul S|y s souewiopad washs |y Buinoidw pue Buiuysy

‘swashs

Bunewaoine 1o ‘Buioejdal ‘Bunuawbne ‘Bunioddns uaamaqiualayp aq feW saNss)
alwouobia ay) “13aa Mol '$5300NS N8 10) Juenodwl 51 SWasAs |y jo ubisap olwouobia
AU} “S135N UBWINY U} B1A PasIea) 3q |1a Bupjew uoisioap Ul |y Jo 1oedwl auy sy ;53|01
souaiayp Ul Buew UoISIDaP UM pash S| |y 218y euawo ubisep |ediound sy e
©yY, Bupjew voisioap Buoddns 1o) euana UBIsap wasAg Bunsa) pue Buidojanag

"S)1JaUaq S)l BINSEAW 0] SINEVIPULoRdW! |y 3|qIsea)

flleonoeid pue punos f|leonaioay 1sa) pue dojanap 01 paau e 51218y "s|qissod

g YnayYp fiea aq ued oedw s)1 pue |y Jo 1yauaq sy Bulnsea)) sIsoIquss aulyoew
-uewhy mau e Ul aouswiopad Bupjewu 3P UBWNY U0 |y 0 19edw) 3y ainseaw hof
ued moH :@ouewioyiad Bupjew uoISIDaP UG |y Jo oedw sy Buidnsnl pue Bunnseal

Juonejnwis

10 Buuosea) |esned Jo swiojuaiayip Aq pauoddns 3q 01 pasul||i4 YaIy# 10) puE (E1ep
B 3y Jo Aupgejiene BuWnsse) JUSIoYNS 3G Tl ||IM SSSED 35N SS3UISNG YIIYM 104
£SS3UNY JO 5|303| UBISYIP 341 Uaa maq 3oue|eqyBl sy

woddns ueo 1y sainssaid uonoa|as |eulaUl Jo awdojanap ayy yoddns |y ueo Koy
&R[@anoaya 1ayiabor J1om AaLy) UED MOY—sUBWNY PUE |y U3 Mmaq

f|qena1 pabueyora aq ued uonewioul #3jdwod ey 05 paubisap aq |y Ued KoY
¢suauodwoa |y Buisn

ss53U JO S|2n3| ISP 2y usamiaq soue|eq siendoidde sy aauep suonesiuebio
ueo moy pue suonesiuebio jo ssauaandepe sy Bunoidwi 0 21NQIIUOD |y UBD MO
paiiBaul ale 51usu0dWod |y USYH P2ISAISP 3 SIY) UED MOy

pue Buluoseal Jo fouaiedsuen ainbal suonesiuefio Op S3IURISWNOND 1BYH ISPUN
gswauodwoo |y paieibaiu pue ajdnnw “a|Buis Bunuawsdw

Yl PRIEIDOSSE (SSAUNY JO |33 YOBS J0J) SHSH 31 AIUSI0NS SINSSE PUE PUBSISpPUN
oy swa|dwi oy ainbal suonesiuebio op swsiueyoaw pue s|ONUOD ‘sanqedes 1By M
£SUONUSAU0D WasAs0os pue

EIEP USI3Y)Ip UC paseq siuauodwod |y paeibaul o 5135 (q papinoid uoneUIWLISIP
341 U0 AEUSIDYNS (]2 SUONESIUEDIO UED JUSNKS 1BY M O) PUE S3OUBISWNDND 1B M J3PUN
isishjeue

painbai ayy uoddns 01 1uaioyns s1EIEP a4 JO AIEND 3Y1 1B 3INSUS A3l UED MOY
£SUONUSAUOD WaISKS008

waiayip i sjuaucdwo |y 3jdnjnw uoddns o) souewanob elep pue (spuan
fBojouyoay a0 pue sulm [EABIP * | o] Yum s3ul 51 pue) Bunasuibus eiep yoddns

o1 saimoanyose ABojouyoa) pue ssauisng ey 2imonns suonesiuebio pihoys moy

“suonelauab aimng Jo san) ayy pUE sanl| INO || uo 1edw) ue aney o1 G|y

2B | 10) Yied PIE MIO) SY1 UO SIESR M3 IHSU 3L UM SPEW SUoisioa] KBojouyoa ay o uoneuswa|dwl a4y Wio) pasiyousluSs)
I 10 Lped p § =24 43 Y Ui Sp 0 (Bojouy i 4 jdun 3y j pasiyoueljuasip
2q fEW MSI00S JO SIYIE MS 18U S3S1 IURoYIUBIS OS|B 21 21841 ING |y WOY SNIDOE PNOS 1BY) SI2USG SNOISWNU 318 21314 |

‘3|oY M B 5B K19100S
Bunoedw) pue saal uewny jo syoadse duew abueyo o) |enuaiod sy sey |y Buisn suoneoldde Buiseaioul spie woy ficyoalen ay |

‘pasiewio) pue paie|dwaiuod |y 29 01138 aAEY 51USWS|3 22113 a4y pue Bunabbes s|uondope Bojouyoa) |y Jo paads ay |
Quawwzaob pue Ansnpul uiie uondope peaidsapis 03 10nd aysinbaiaid ka3 & 51 dBojouyaal |y Jo SoUBLIEA0G)

SIWOU0DS

BuiBiawa uyu s f|E10adsa “auo [esianun e sqol paj|iys 1ayBiy 01 uleyd anjea auyy dn Bulnow 5133410 # Jo 1d20U0D 3UY1 51 13Aa MO

‘way Buroe|dasjou suewny Jo |enuaod sy Bunuawbne se uaas aq pNoys |y 1By pue doo| 3y Ul suewny sainbai |y Jo aimng ay |

(L1L0Z BWIN0gs) PUE 31 4] UONEWOINE JO 5|3A3|
Buiseasoul a4y 01 3hp s1a310# JO uawaoe|dal 3y 51 “K12100s pUE ANSHPUIUIYILM |y JO 5|2ha) 1218216 uo saeqap spuanbaly sy jo aun

12adse [eim|no 3y uo uesiuboo aq o) pue suswny
uo Bupjew uoIsIEP |y Jo KiIEoNNo pue suonedldw auyy uo aanoadsiad pawiojul pue pajieap a10w e dojaasp 01 1UaWalnbal ay )

‘onews|qoid s1‘siayio Auew isBuowe uonolpaid paseq sondjeue
puE UoNEDO||E 20in0sa) “sisoubelp [eolpaw o suoisioap fay Bupjew sauyoEwWw JUaE)|Sl 01 SUBWNY WOy A21005 Ui sBueyo ay )

abueya 3AN2aY3 10§ (HL 7 |E 13 UELIEISS,
wauodwoo [eonuo e s1dyenb uonewiouling ssauaie me oibaiens pue |euonelado dojansp o) suonesiuebio djay ueo |y

"B0I0JI0 ¢ UBWNY SL) WOY SUISOUOD SSIIPPE O] IR PUE SESIE SS3UISNQ [EONIID 193JJE PINOD UORDEISUI
| 57 uewny 10) KBNS 3AND3YJ3 UE JO HOB| L 213y M Sanss)uealyubls aoe) suonesiuebio ey paybiytiy aney saipmg

e
Jo |enuaod ||hy auyy 0jdya 0y Ybnoua aimewaf you aie Qumew ssaooid pue ajdoad Jo 13U auy Ul suonesiuebio Jo saniqe ay |

"UONISUE N [NYSS300NS 10 ssausandepe Jo sousyodw) suy pue Buissaooid uonewiojul Bunika Ul suoney

o

‘sannoadsiad #0q }oe|q sA fousiedsue) U0 3IMEISY| 34 UM SEQSp pue fBojouyoa |y uidispun ey swuynob|e pue
swasis Jo Aqeure|die sy vl sabus|ieya Jueayubis 51 21541 1B “S1 paNUSp! a1 ey saniumioddo pue sabus|ieyo sy Jo swog

‘seale uSIa)Ip Ul |y jo abesn ay
PUE |y 01 paie|al way Jo ||& ‘saanoadsiad Auew woyy sanunyoddo pue sabuajeyo uaiayip [B1aaas paynuapl st alay 1aded ayiy|

sioadse

| Shouen uo
sannoadsiad
2|dnnw (51.02)
1213 Ipanitg]
fqyoeoidddy

LEEY]
el

uonEWIOUI pUE
B8] ‘SUIRWOp
uoneaddy
‘Buijew
UoIsIoap pue |y

epuabe
yareasay ‘Buiies|
BUIYOR[ SWaShs
yadx] ‘Bunndwoa
aanubon

‘It “@ouabyau

e 112118

foyod pue

aonoeid ‘Yoleasal

10y epuabe

pue ‘sanunuoddo

‘sabuajeyo

Bubiawsa

uo saanoadsiad

fieuydiosipjnpy

(1) @ouabyaay)
[BoyIy (LZ0Z) 1232 YA IPaMsg




;2ousiayp e sjew saop Buuie) sajes J suwSiap (yoleasal |eoudwy

23=10w 3y 1adwey ) s30p 10 ; ssauiddely pue “UONJEYSNES IS - SI0)0R) JISEQ 331 JO UONDUNY B 5| 3ouewioyiad qol s sjdoadsajes ey sazisaypodiy [spow 3y (pio  pus
nE 3aiuen uo Bululen J0103))3 1By M SUILLS[

qol “ajeiow auyy aacudwi il s30(] "SSP

INYT) ISHE M .
‘aouewio)ad sy SULISP URD JoIneyaq s doadsajeg . oedwt oedw
‘aouewIo)ad S3|Ep UBY) 18410 JoINEYaq Jo S10adse (Z) pUB JoImeyaq Soushjjul fj2iewnin |eaibojooisd |[eaiBojoorksd
@SB3I0V [3A3| yoiym sassaooid |puaw pue sajqenen [eaibojoyaisd uo Buiuien Jo 512a))8 auys (|) 210ubl f)l2101150W|E ) pua) s1ebeuew sajeg . puE |sai0lEAYSq pue [sa101EAYaq
‘leuosiad sajes nay Buiuen f)lenuue fauow pue awn 3|qelapisuod puads suonelodion .« ‘Buiuies) sajeg ‘Buiuiel) s3jeg 3|eG JO 5198)3 3y

UONEANOW JISY) 1EY) 05 S33UIR 03 papinold g pInoys UonewIo)ul qol 1ey M SuwSS]
-

¢@sh ajdoadsajes jhjssaoons
$53) UBL) S3NbIuY0a) J0 135 JUIayp & 2sh ajdoadsajes ||nyssa0ons siow o

‘ajdoadsajes Aq pasn sanbiuyoa) Buy|as Jo S53UaAND3YS B SUILIIS(]

é||#s aidoadsajes moy

"SApMIE pUE ‘sjen
fyjeuosiad “aousbiaiul se Yons “sonsu0eIeyo uosiad 1o pue spmnde asulen iq paieipaw aie Buluien S8|es Jo 510848 3y .
‘saauen ay) mO WQCN.&U Spmme

pue ‘Buiuies| ‘saousiayip [ENPIAPUI UO 10EdW) 511 JO SWIS) Ul PRINSESW PUE SPIE MOy paUSlo 3q ued Buiuie)n sjes ‘=12 )

‘uondaciad |01 1218310 B Yum way apinoid |m ey sayoeoidde wies) oy Ayunuoddo ayy adoadsajes piojje |2 s few Buuel) .
‘s1abeusw

sajes pue ajdoadsajes dq pjay suondaoiad Bunayyp 3y 2onpal 01 AIessa0au se m BuILIE) $3|ES 1Y) PSPN|OUOD APrIs 1US0aI .«
‘5|20 s8|es 2An0ayye Bupjew 18 awooaq |IM K3y 1ua101yo1d 310W a4y “SYEW Sa3UEN

3|22 s3jEs 210W 3y 1Y) wnsse siabeuew sajes “ajdwexa 104 ‘uonenys Buluien sajes e ul paldde aquea sajdiound BulweaT.

abueyo osje yBiw pue JUEIsUOD 29 10U fEW 243 AIIGE S |ENPIAIPUI UE 184 Bunisod q UBWYSIS| 4 YiM INDUOD 22180y PUE

& s.2u0 ‘sassaiboid Buuen se ‘shy| Buen yun

"S33UIEN ||B UO 1033 SWES 3y aney |1 weiboid Buiuien sajes e 1y awnsse 1ou plhoys sisbeusw sajeg.

quauodwos uoneanow ay yoedw) oy paubisap

aq phoys sweiboid Buluien sajes ‘aouswiojad s.a|doadsa|es fj212Wn|h pUE "UONEAROW 10BdWI UED SIUSWS|S 32141 341 |«

("o1@ waswysydwoooe

jo sBuyaa) -uonubooa) ‘uonowoid ‘fed se yons ‘aouswiopad pancidwl Aq uiene WYBIW A3LY) SPIE M3 JO MISNEA 3 JO YOES

JO SUNOWe pasea1oul jo KIqeISap auy Jo suondadiad s, ajdoadsajeg) AIqeISap SpIe My PUE ‘(PIe mal 1enonied & ulnsal |in
souewiopad Buinoidw ey Aupgeqoid sy jo serewnss s adoadssjeg) AuEuawnnsy) ‘jenuaiod uo s|eo0 Aw aseaioul | Jl, ‘sjdwerxsa
104 ‘uoisuawip aouewioad awWos uo JUaWaAoIdw 0 pe3| ||IM 3581 B UO U0YS Jo unowe uanlb e Bulpuadsa ey Augeqoid ay jo
ewnsa s 3|doadsajeg) fousoady] isajgeuen aaiy uodn puadap |im 3581 uaalb due uo yoys puadsa oy uonesnow s.ajdoadsajeg .

('@ “suoneuasaid sajes Buuue|d ‘sunoooe mau uo Buyjes “6°3) sqol iey Y paieIoosse 3l

NOE 3y JO YoES UD

vcwnxm Q1Yysia m_ﬂownmw_mm 110442 JOJUNOWE aY) P3I3pPISU0D S| UONEAROW \_UvOE (BRI EM S O Juauodwoo uoneAnow sy Y| .

‘|2 enbape q

W1 wioyiad 0y uonEWIoUI KIBSSE08U Y 3OR| K3y |23) ajdoadsajes uaym s1N220 AinBique 3|01 panladlad .

‘qol nayy Bulwopiad ul aneyaq kay moy pue suedwoo

Yy Ul 3|01 13y 3uyap A3y moy souanjul fBuons spuewap pue suoneadya sisued 3|01 asay Jo suondaoiad s ajdoadsajeg .
suonisod asoy Buikdnooo

uosiad fue fq pawiojiad aq 01 SI0IREYSG IO SSNIANOE JO 135 3Yy Sluasaidal wy fue ul suonisod s.ajdoadsajes o) payoene 3|01 ay) «
‘uoIsUSWIp SouswIopad B U panalyoe

souewioyad Jo |3na] Bunnsal Yy pue 3se) B U0 puadsa A3y U0Y SY) US3M3q Ul 34 21eIspow |1w sprande s ajdoadsajeg .

“mo| 2q 01 A2 51 @ouewopad 0108 U0 AUE U JUSIDYSP

aie adoadsa|es | ;pawioyiad aq pjhoys 3|01 sy Moy inoge suondaoiad iay pue ‘AiIqe 10 spmnde 53| IS TUONEAROW JO |33

"SSNIANDE [B112)2 JISWOISND ‘SSNIANDE PSIUSUO UONDEJSNES ISWOISND “SSNIRNOE S21A1SS 13W0ISND 'sanbluyoa)

2y Buiipapun 510108 18W0ISHo 1Y) WO S3|es 21mny Jo sabueyo ayy Buisealoul pue Jawoisno paysnes Buidojaasp dqalay
‘suIEou00 aseyoind-1sod aanebau S18W0ISND 341 S0NPa1 01 SBAN0E SSYEUSPUN UosIadsales auy (dn-mo||0) Sjes-1504 ;) dang .
pawano fjeaibojoyaisd ‘sasojo uoneayue|]) sanbliuyaa sy Bulkpapun 510108 13WIShd 3y Yilm uonenobap) :@s0|] )gdaig .
‘sanbluyoay snoaue||aosiw

‘sanbiuyoa) uonaalqo fjuejo pue -uoNa3lqo 135)0 ‘anbluyas aJns e SaNbluYoE 3y BuIkapUN SI0108] 1UOISIZAP SUY

ajew djay 'dng o1 ssaubuymun s1oadsoid e awooiano 01 sidwane uosiadsajes ay @oursisal sajes)suonoalqo Bupuey g daig .
‘UONEDYUE|D |[ENSIA-uou “sadi) uoneuasaid sajes ‘sanbluyoa fe|dsip |lensiy, isanbiuyoa

auy Buifpapun s1008) ((gga wwonisodoid anjep, ayy Bunyeio 01193UU00 3qRe(y) J2WOISND 10 Op |1t 11 1BY M suie|dxe pue syiBuans
sy saensuowap ‘Bunayjo-sionpoid sy siuasaid uosiadsajes ay a1y Guanoe Bulas jo 2100 sy uoneuasaid sajeg (p dang .
‘yoroidde payoaip 1onpoid pue —1awosho ‘yoeoidde 1saisul Bupjead ‘sayoeoidde paiejal

1wnpoid-uop) isanbiuyoa ayy Buikpapun simoe) :Bunayjo uosiadsa|es a4y UNISSISUI PUE UONUSNE SISWO0ISND SU) |04 M O S WIE 34
lawn iy 2y 1oj10adsoid sy 51981000 f|leuosiad uosiadsajes Ay USY M S|ES B JO SINUIW M3) SUY) Sanjoaul (yoroidde ay) ¢ dang.
‘(a|doadsa|es duedwod 13y JWOISHD JUSLND

‘ssauishq s1oadsoid aadsoid auy) 321nos uonewioul uawulodde 10) suoyd pe 1333 1aWoIsho Yoadsoid 0) 1an3| |euosiad
‘sapeipawiau1ayi0) yoroidde malmaiul sanbiuyos) sy Buipapun 1008 :nainaiul iyBu sy aew pue fe wm 1yBu a4y uo JBWoISho
3y Buiyoeasul djay - | d=is uoadsoid sy INOQE (3531201 PUE SPa3U) UOREWIOJUI 3
"SNOSUE||30SIW PUE 10E1U00 [EU0SIad "S80IN0S [EUISIUI PUE -[BUISR] [Sanbiuyas) sy Buiipspun sioioey

N0 4 :dhq 01 "013 paau ay) aney oym s1a6hq [enuaiod dnuspl pue Bulyoieas s1ewosha 1oy Bunoadsoid pue Buneson) ;| daig.

1] 'dSd 24y W sdais isequanas aie 218y .
JBWOIShD

3y pue pjos Bulaq Bunayjo sy uo puadap - "sanbluyaa) Bulas |e1aaas ash bW uosiadsajes e JSd sy uidais yoea o 4.
‘ajes e Bupjew uaym YBnouy ssed few uosiadsajes e sdays J0 185 & J015ISU0D (45 -

(dSd) ss@001d Buy|as |puosiad ayy ul paimdeo s1 ssaooud

sajes ayy Ul asn ybiw a|doadsajes sanbiuyoa) Buyas snoues ayy pue ssaooid sajes ayy Bulpuesiapun 10 31IMoNNS |NJasn iy «
‘weiboid Buien sajes

Bunuawsa|dwi pue Buubisap uaym aanEWIo)Ul 3q plhoys sanbluyaa) uales ay Joueziuboo Bulaq :aanoadsiad s auonnoeld .

‘aeuuonsanb
pasinbsip-uou
‘anneuIE
-pary
‘paimonns

e Buisn
pa103||00 212m
=1ep fiewny

‘S3NSNpUI Gl
U saiuedwoo
Zpwoy
a|doadsajes

181 Jo 3|dweg 4 sanbluyoa 3jeg G4 “senbluyoa ajeg

s530014
Buijeg |euosiaq
3y jo fpmg
anfjeuy 100e 4y

L) “fsuigng

suigngy

s|@onie sajeg



Master Thesis

Al s1Eym Jo aBpa|mouy 21eIN00E J0 1300 B ulim padojanap 2qishw (Baiens Bunasjiew pue sajes gm0 suoneziuebio uy

‘sananoe Buyjas mau

weyodw sy s paublje aie day) 2INsus 0) swashs |euoneziuebio snones BuluBisapal jo ssaooid sy uibaqueo sisbeuew sajes
‘abpa|mouy Yyons Yig, GIMUa0 15| 7 a4 Jo 1uawuonaus Buyas wau ay) Ul $5300NS & 1|y 3yoid awes ayy 10U s fjaxy)| obe
3pE03ap B U0s13dsa|ES |NJS5300NS B PAYIEWIES 1B SONSUSNIRIEYD JO 3|pUNg 3UY) 1LY 515143 Juawaaibe |e1auab ‘jans| peoiqe U

‘oo aausuUIEW pue Bulping-diysuone|a) ueLodw) UE SE 0S|E INQ “30IASP UONEJIUNWWOD B S& fUo 10U uaas 51 abed qan ay|
"s18Wosno pue sjdoadsajes Usamaq UONEDIUNWWOD Ul uawanoldw Sy usaq sey sOEEL 24 Jo spuanuaiedde fiaa sy jo aug)

‘abed awoy qam
PUE “30US13JU0D 0SPIN-0IPNE ‘2013S Aanap yBIu -1ea0 1eb6ed ‘we) seindwoo doide| 1auisiul auy “sauoyd Jen||20 ‘lBW-20108
Iew-a jo ash suosiadsajes Buipnjoul ‘| gg| 2ouls WeUIWSaId SWO0SG SAEY S|00) S3|ES PSIUSIO UONEDIUNWWOD MaU JO 13qWhU i

-abueyo Quanoe sajes Jo 1anlp e se abueyo |eaiBojouyoa |

“RBOjoUYDS) MaU 3L JO 35NED3Q 10 JO Poddns Ul ARSI 313 M IBL) SSNIANDE S3|ES
Buiiuedwoooe pue pasn Bulaq 212 m ey 5|00) s3jes [eaibojouyoa) mau Jo 1aqunu abie| f||el0adsa ue panasqo s1ayoIeasal 3y

uawabeusw aseqe) -ep pue ‘Buljas-weaybuping-wea) ‘sdiysuone|as
‘$3|2S “UONEIUNWWOI—s3106a120 10lew aay 01Ul ||3) SanMnoe mau asay| pablawa saninoe sajes mau Jo 1aqunu abie| g

abueyo
"$58UaAN03Y S uonezIuebio s3jes pue suos1adsales WOl ENSp jo aoed ayy yum dn daay o1 fdwis s1uosiadsajes e jo abua|eyo 1aiwaid ayy ey fepol Buyas ul fpide) os sawoo abueyo ay|

10 30UBYUS 0 S3|QRIEA IR0 LK 5108130U1 (BojouYaa) 3L yoiy m (g SUBaW [Broe 3y |
‘s1eaf gl 1sed ay 1ano Buyes u sabueyo jo

Tuawabeuew sajes pue Buljas ul dBojouyoa) Jo wedw sy Bupuesiapun)  PENSW 341 0 B3NP AEPO1IUBIAYIP S1ND 3 |1k SanAnoe S3[Es AIEP 3UY1 1YL S1APMS SIY JO 1DNPU0D a4 01 pa| yaiym ‘uondwnsaid ay |

vl

‘52010 S3|ES PSEQ-SN[EN, WO painbal 1a5-||s paseq-asiiadia ayi g pUe 53580 20US18J31 JO souEuodWwI B4 )
laseyoind-1sod anjes paziea) Bunuawnoop pue Buifjuan g 'anjea pazieal 01 3oud Buify § 1awoisna auyy Yilm uonesadooo uoedw)
ssauisng Buinuenb p 512618 |emnw Bumas pue ss2001d JUaWSSassE SNjEA 34 UISWOIShD sy Bulsjonul ¢ hoedw) ssauisng
12alep 01 Bunayo umo swy sy jo Buluonisod sy pue ssaulsng s Jawosho sy Bulpueisiapun 7 'siswoishno ajqelns Buiduapr |
110JJ3 53|BS PASEQ-3N|EA [NYSSOONS B JO SSNIANDE PUE S1UaWa|3 (33 Y612 saynuapl ipms ay |

saed Yioq 1oy syausq [212a3s sploy swayos Buiond paseq-anjes pazijess fued 1o §212|dwoo y "UONOEJSIES 5 JSW0ISHD SUY
dew pue anjea aseyoind-1sod paziea) S IUSWNO0P pUE juan 01 Spaau Jaiddns auy “diysSUoNE|S) S 01 USWNIWWOD SU) HOYS O
' M. b e v e . R,

"SPUBWSP MauU 3y 1amsue o) 3|doadsajes ayy adeysal
R|2anoe 01 paau Buna)jo pasnoo)-uonn|os B pUB UONEIUSNO 13Wosho uawabeuew paseq-anjea 0y Bunyiys uoneziuetio uy

UIBIUIEW PUE UIE L 01 NOIYJIP S10W 5| 3010 S3|ES Paseq-anjes,

‘a|doadsajes

ynpoid [puonipen Buowe punoj Wop|as s||i4s ‘sanqedea SANENS[ED PUE 3ANEINSUOD 0S| saiinbal Bulas paseq -anjep,

OIS0 ShEA E

awooaq oy uoneziuebio ue Jo) pasu sabueyo pue suswainbal spim-uoneziuebio sy ‘sassauishg

PUE ‘(pONZ 2gnyis yis BuneiBaiu) Buiond paseq-snjes ‘USWSS|ES PASEQ-SN[EA SISWOISND SISWOISND 3UY) PUE SISW0IShS 341 Y1oq Ul saBus|eyo pue sIaalp $23 34 K180 pUBISISPUN 01 Spaau fuedwoo sy |
Jo 53581 puE suBWaInba) 3Ly BuLIZOUOD SUONEISPISUDD WH 341 IHPMIS SIYI Ul pUND)

Bujjjas paseq-anjen JO SIUSWS|S (33 SpPNIoUI YoIeasal 1ayuny 1) soido Bunsaisy) ‘yoroidde paseq-anjes & Ul S53UISNQ SIY PUE ISW0ISND 34 Ihoge 3|qeabpa|mouy fyBiy 29 01 uswsajes ay) Jo sousyodwl sy )
'52552001d WiY-121U1 3Y) 0) SNjEn PPE (|231 01 19pI0 Ul ‘jeuonelado "UMOUKUN 10 PAIBWNSSISPUN 13412 51 BUNa)0 SY) JO SNjEn |21 341 USY M S3|ES PASE]-SN[EN J0) SAN0BINE 150W U 51 Bulayo ay |
‘||IE @noqe pue 3|qezijelaust ‘Pa|IRISp SI0W SHIO MASWE) SN|EN ISWDISHD BuBely) ‘sBunayjo sy Jo sonsnuoeIeyd ayy uo spuadap

$3|ES paseq-an|en 01 SSIUSANOEINE 34 1B 51 SUONsaBBns 1ayun 4 -annoadsiad 1aWo1SNo SY) WoY IWWOD 0y ssauBU|IM Sy pue
"SI01085 [BINSNPUNUSISYP Ul yoleasa) |eondwa fqidsouoo siisa]  anjea diysuone|as o [ans) yBiy B a1y yoroidde paseq-anjen auy) 10 ISW0ISND 3|EINS B YSI|GEISS 01 SE M palynuapl Buipuy fey y

uonedioned

fuedwoo
puUeE Ishpuy|
sanAnoYy
LETEY] 20104 53jEG JO
aimela eg ‘ssaooid ssjeg 2BIG WSINT 3y

suonemasqy

SMaltIaY|
paimonns
—lwag

fpms
aseo ajdujnly

fprs
S5E0 3ANONPUY|

‘PEPPE SNIEA

‘uoneaynuenb

anen
‘5580014 $3|EG Buyes
Bunayie]y ‘Bunasjiew ssauisng paseq-anjenaul
gz ‘Buyjes -01-ssauisng ‘Buyas  deb uoneoydde o
paseq-anjes, paseg-anjep, f10ay auyy Buibpug

o0
—
—
<
—
—
(]
)
[a]
(=




Aalborg University Business School ((‘ Master Thesis

Appendix 2: Observation Scheme.

Converzation Identify Identify potential Share Inzights Connect Create shared | Realize Evaluate Other
Informati P ial Stakehold. stakeholders activities and and Learn Information
Poazibilities and Resources Platforms
Clients  -—--- Within Firm
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Appendix 3: An elaborative description of the technologies.

Terms Clarification of concepts Source

Out bound: Cold canvas

Inbound

BuiltWith

Application Programming
Interfaces (API)

Semrush

Search Engine
Optimization (SEO)

Trustpilot

Google Maps
Goodle Street View

LinkedIn
Customer Relationship

Management (CRM-
system)

CRM-system (HubSpot)

CRM-system (Adversus)

(Deal) Pipeline

Pixel

Digital meetings

Slack

Get Accept
Lasso X

Podio
GlobiFlow on Podio

E-conomic

Capturi

This part is when a seller calls the customer, wihtout the customer knows anything about you and youre
company: Its where the company investigate the customer. before calling them.

This is where the customer calls the company. as they are interested int heir solutions.

Its an Google Chrome Extension, which can identify if their API solutions are integrable: tis solutionis also  BuiltWithn.d.
refered to as a "pluck-in".

Application Programming Interfaces, better known as APl integration, started to play a significant role within RapidAPL n.d.
the digital area. API integration is a platform of software to helps companies. to ensure the performance and

operations of web systems. APIis a process for two or more APIs to interact and share critical data through

pure automatic interaction. It deeply involves integrating to enable communication between web tools or

applications. This type of technology gives organizations a unique opportunity to automate large parts of

their systems and thus streamline data flows.

A platform to identify traffic on a webpage. paid advertisments, organic traffic (SEO), page ranking and the Semrush, n.d.
strenghten of customer domains etc. to finally create a list of leads.

A methods of maing sure that the adress of a website is shown near the top of the list of results of an inemet Cambridge Dictonary,

search: used to improve the webpage. nd.

A place to see what the customer thinks on a specific company: ranking of the service and products etc.

This is an map service, to see locations of potentiel customers.

This a feature on Google Maps and Google Earth, which give the possibility to see the street picture 360
degrees.

A social media platform for business.

Conceming AL its adoption and usage. it is essential to mention and describe CRM systems and how they ~ Buttle, 2004.
are relevant to the overall theme, I4.0 and sales processes. Firstly, a CRM system, according to Buttle (2004),

is used to create a business culture that is more customer centric. For companies, it generates a more

substantial relationship between the company and the customers by automating marketing disciplines. sales

activities, and services (Buttle, 2004). Hence, it is essential to investigate how Al is used to create that

automation and relationship.

CRM system is one of the systems that use Al to create a better relationship with the customers by
automating email data by segmenting and importing the most important details about the customers like
contact information, telephone number, job titles, and addresses imported from several different dataflows.
Furthermore. it can inform the company when the customers have opened an email with a pop-up, noticing
that the email is read, how much time the customers have spent reading it. and how many times it is opened
afterward, among other interesting key factors to track the customers. Moreover, it can also be used to create
forecasts and demands based on algorithms.

Therefore. a company use an Al driven CRM system it can generate a more generic view of the customers and
the entire process. Thus, it can track all the important information about the customer helping the company to
understand them better. Hence, the companies know what the customers want before they know themselves.

A CRM-system that use different Al algorithms to create a better relationsship with the customers. HubSpot. n.d.

A intelligent outbound software to help callcenters optimize workflows. It creates control across leads and Adversus. n.d.
use data to optimize task and decisions: optimize the performance of the salesforce: integrable with other
software solutions.

A place where companies can move the customer around due to the workflow in their CRM system: Deal HubSpot, n.d.
pipeline is a software and management system to help the company manage its appointments and track its
leads.

The Pixel using a sales email address that permits a collection of engagement statistics, such as views and Waida,. n.d
clicks: increases the complexity and shorten the time by contacting the customer when they are most warm
and ready to act. Are help to track the customer and their interaction with their E-mails.

Metting online through Teams or Zoom.

Slack is a bit like Podio, it’s a place where you can interact with customers and collegues. Its a place to bring ~ Slack. n.d.
people. conversation, sata and all APPS in one virtual platform.

It"a an E-signature programe hence it can track the customers, like Pixel. GetAccept, n.d.

Its a sale solution that through intelligent usage of data, helps generate a filtered list of potentiel leads LassoX. nd.
through more than 60 criteria among CVR-registred compnaies.

A place for indbound collaboration. Podio, n.d.
Automated work flows: Notification system. Citrix Podio, n.d.

An online platform to send bills to the customers. Visma e-conomic n.d.

It is a software solution to analyze conversations to createfor example unique trackers and increase the hit rate Capturi n.d.: Interview

on the sale. 1,2022
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Summary of Appendix 4:

Converzation Identify Identify potential Share Insights Connect Create shared Realize Evaluate Other
Informati P ial Stakehold stakeholders activitiez and and Learn Information
Pozsibilities and Resources Platforms
Clients  -—-- Within Firm
Technology: | Technology: Technology: Technology: | Technology: Technology: | Technology: | Technology:
Chrome Build With. Telephona HubSpot CRM | Connect Customer Get Accept | HubSpot
Extantion — system possibilities. Panel (updated CRM
Build with. Tech readiness Email from Back-end | Signvia
Iz there an Deal board’ Connect office) NemID on Task:
Sem Rush. intagration Teams Pipelme agreements > phone. Won/TLost
posztbility? meetings which iz what HubSpot
Homepage the customer HubSpot CRM | Get Accept | will help in
Phone panel are domg. can tell if the | the
Trustpilot. Task: Task: Task: customers evaluation
Task: Online and Online and HubSpot CRM | Get the haz opensd | process.
Google. Call the offlme (F2F) offlme customer to be | the
customers meatings. meatings. Use Al active on the agreement, Do they
Maps. applications Customer how many need to call
Use the data Share insight Addall from HubSpot Panel. times etc. the customer
LinkedIn during the dialog | about the information to track the again?
>>3233> prices, about the customer. HubSpot The CRM
Task: countries, etc. | customerm will remind
Pre-qualify. tha CRM Task: Task: you bazed on
FIND THE Find some Close the search
Relationship. CUSTOMER'S opportunities to deal criteria, Al
NEED AND connect > and other
Rezearch. HOW IT FIT mestings, dataflows.
(connect) Task:
Get the
to
create a profile
Needs Coverage % Costones
Panel
l [ 1
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