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Abstract

Digitalisation initiatives have become vital for companies seeking to maintain a
competitive advantage and Self-Service Technology (SST) has emerged as a popular
solution. While much research has been conducted on customer SSTs, this thesis
concentrates on analysing internal employee SSTs. Through the identification of
key factors and proposing strategic recommendations for organisational improve-
ment, the aim is to provide valuable insights into how to increase adoption and
optimise usage of employee SSTs. Ultimately, leveraging this technology seeks to
enhance Enterprise Service Management (ESM), a key process in digital strategy.
It also explores the potential integration of Artificial Intelligence (AI) technology to
elevate this process.

Research has been done through a case study at Molnlycke Health Care, a medical
solutions company in Gothenburg, Sweden. Employing an abductive approach and
conducting 32 semi-structured interviews with identified stakeholders, employees,
and external actors, the study yielded broad insights with multiple organisational
implications. To ensure comprehensive analysis, empirical findings were integrated
with theoretical models from technology adoption, change management, knowledge
management, and literature on Al.

The empirical results identified seven factors influencing the adoption and usage
of employee SSTs. The factors identified at Molnlycke can, to varying degrees, be
linked to those found in the literature, suggesting that they are not unique to this
context. Moreover, the findings underscore the need to build a robust organisa-
tional foundation to ensure harnessing the full potential of the technology, while
emphasising a user-centric approach. Effective implementation and maintenance
require dedicated resources for developing clear strategies and fostering continuous
improvement efforts. Additionally, integrating Al technologies such as Al-powered
search engines or chatbots offer promising opportunities to enhance performance of
employee SSTs and ESM.

Keywords: Self-Service Technology, SST, Enterprise Service Management, Technol-
ogy Adoption, Knowledge Management, Change Management, Chatbots, Al
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1

Introduction

1.1 Background

Digitalisation has emerged as a pivotal component of corporate strategy for many
companies in recent years (Verhoef et al., 2021). Successful integration of digital-
isation strategies yields numerous advantages, including reduced costs, increased
employee productivity and work efficiency, optimised resource utilisation, as well
as increased customer loyalty and satisfaction (Rachinger et al., 2018). To main-
tain competitiveness, companies must proactively embrace the latest digitalisation
trends, swiftly adopting innovative solutions and optimising existing ones. Among
these solutions, Self-Service Technology (SST) has gained popularity, particularly
among large companies, as a way to streamline operations (Forrester, 2023).

SSTs refer to technological solutions that enable users to co-create customised ser-
vice experiences without the need for direct human involvement (Meuter et al., 2000;
Shin & Perdue, 2019). Examples of the use of SSTs span across many industries,
such as hotels (Shin & Perdue, 2019), finance (Sharma et al., 2021), banking and
retail (Guan et al., 2021).

One example of a platform for SST is ServiceNow. The purpose of the platform is
to streamline and enhance Enterprise Service Management (ESM) through cloud-
based software solutions, aiming to simplify and optimise the management of work-
flow and ticket services within organisations (ServiceNow, 2023). ESM extends the
scope from the traditional I'T Service Management systems by incorporating several
business units, with the goal of creating a unified service system across the whole
company (Mohr, 2023). ESM platforms can contribute to unifying metrics, central-
ising knowledge, and ensuring a consistent level of employee experience. It serves
as a tool that enables collaboration between teams and improves knowledge sharing
as well as offering integration with various applications. One of the main hurdles
in ESM lies in attaining alignment across different departments and teams within
an organisation (Melides, 2023). Since ESM platforms involve integrating different
stakeholders and functions into one system, coordination and governance is a large
challenge for organisations.

ServiceNow can be modified to suit many functions within companies and if im-
plemented correctly, can be an effective SST platform for achieving an overarching
view of operations and enabling efficient workflows (ServiceNow, n d). Currently,
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1. Introduction

ServiceNow is one of the largest players in the market for cloud-based software so-
lutions with revenues of $8.9 billion in 2023 and a CAGR of 28.0% over the last
5-year period (FactSet, 2024). The growth of ServiceNow is related to a larger trend
within public cloud services, a market that has a forecasted growth of 20.4% to a
total $678.8 billion in 2024 (Gartner, 2023). This trend underscores the increasing
reliance of organisations on SST solutions to drive innovation, improve operational
efficiency, and adapt to the dynamic nature of the modern business landscape.

A recent hot topic with regards to SSTs within ESM is the possible implementation
of Artificial Intelligence (AI) technology. This emerging trend encompasses a range
of possibilities, such as the automation of routine tasks, providing full-time avail-
ability, improving processes and workflows, and facilitating quick decision-making
(Maheshwari, 2023). Moreover, the integration of Al holds the promise of facilitating
advanced data analytics and predictive analysis within ESM, offering organisations
the potential for deeper insights and more proactive decision-making.

1.2 Case Company

Mélnlycke Health Care (Molnlycke) is a medical solutions company founded 175
years ago in the town of Molnlycke. Reaching record revenue in 2023 with over
1.9 billion EUR and 9,000 employees operating in 100 countries around the world,
Molnlycke is an industry leader within the field, with a global HQ located in Gothen-
burg. One of the company’s key strategic priorities is digitalisation, with the goal
of becoming a digital leader by setting industry benchmarks as well as improving
internal digital operations (Molnlycke Health Care, 2024). Ultimately, Molnlycke
is aiming to create competitive and differentiated user-centric solutions which will
generate value for both the company and their customers.

A key part of Molnlycke’s digital strategy is driven by the continuous development
of ServiceNow. Molnlycke first implemented ServiceNow in 2013 as a tool for IT
service desk workers to handle incidents and requests. In the following years, the
use of the platform was expanded to include an HR portal, knowledge articles, and
an [T self-service portal. In 2021, Mélnlycke reorganised and introduced a Global
Business Service (GBS) unit with the goal of becoming more transactionally effec-
tive within service functions such as IT and finance. Molnlycke then developed the
ServiceNow platform further, introducing personalised workflows for different busi-
ness units. This change also marks the transition within Mélnlycke from IT Service
Management towards implementing an ESM framework.

Molnlycke currently utilises ServiceNow for their internal Mélnlycke Service Portal
(MSP). The MSP is a platform where employees can raise tickets, find knowledge
articles which basically are self-help guides, and fill in various forms for e.g., get-
ting access to a new system. The GBS organisation is the owner of the MSP and
ServiceNow at Molnlycke, but the platform has several functions working in the
ecosystem such as IT, People Services and Finance.

2



1. Introduction

Molnlycke has the ambition that ServiceNow should be a one-stop-shop for em-
ployees with regards to knowledge articles, incidents and requests, leveraging the
platform’s SST function to streamline operations and improve the experience. The
overarching goal is to create a user-friendly and efficient ESM framework within
ServiceNow, aligning with the broader trend of digital transformation and the drive
towards enhancing organisational processes through technology. However, Molnly-
cke has not been as successful as hoped with regards to the adoption and usage
of SSTs within ServiceNow and as a result, the technologies are currently under-
utilised. The company has also elaborated with Al applications to improve their
ESM framework, without successful results.

1.3 Problem and Research Questions

Effectively implementing SSTs at companies has proven to be a challenging task
(Hong & Ahn, 2023), as even the most tested and reliable SSTs have proven to fail
in many cases (Nili et al., 2019). There can be several reasons why companies might
experience this trouble in receiving extensive adoption of SSTs. Firstly, one of the
issues of adoption can be that some users do not know that the SST function even
exists (Bitner et al., 2002). Additionally, many users traditionally show resistance
to adopt SSTs when they do not see how it benefits themselves (Bitner et al., 2002;
Rosenbaum & Wong, 2015), or if they perceive them as a threat to their jobs (Bitner
et al., 2002). Some employees can also have low motivation to utilise new technolo-
gies due to a number of factors such as fear, unfamiliarity or communication barriers
(Hong & Ahn, 2023). Managers may have inaccurate or incomplete mental models
of the employees who will use the SSTs as well as differing views on the desired
organisational outcomes of the SSTs (Di Mascio, 2016; Marler et al., 2009). These
issues can result in the introduction of SSTs that do not meet the existing needs,
preferences, or expectations.

Furthermore, while the implementation of SSTs for consumers has many success-
ful examples, integration and management of SSTs internally for employee benefits
have proven to be more challenging than initially anticipated (Cappetta et al., 2015).
While numerous studies underscore the positive outcomes associated with SST us-
age (Bitner et al., 2002; Gummerus et al., 2019; Meuter et al., 2000), there is a gap
in the literature on how employees and companies can translate the benefits into
an actual setting (Cappetta et al., 2015). Thus, the impact of SSTs on employee
engagement, company performance, profitability, and overall satisfaction remains
uncertain.

To thoroughly analyse how organisations utilise SSTs for internal employee use, it is
essential to first understand what key factors contribute to a successful implemen-
tation of these tools. Cappetta et al. (2015) have gone some way by highlighting
two aspects that are important in introducing a successful employee SST platform,
namely system- and information quality. Leveraging this, the aim is to expand on
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the existing knowledge within the field. This initial step is crucial for providing
companies with a clear path to enhance employee SST adoption and usage. The
first research question is therefore:

1. What key factors influence adoption and usage of SSTs for employee use?

Successfully implementing SSTs can result in major benefits. Firstly, cost reductions
can be achieved due to increased operational efficiency (Bitner et al., 2002). This in
turn also minimises the reliance on manual labour for transactional tasks, freeing up
time for employees to spend on more value-adding activities. Improved satisfaction
is another positive outcome, primarily due to the increased convenience and time
saving (Meuter et al., 2000). Further, SST solutions generate a lot of data that
companies can leverage to identify operational bottlenecks and implement targeted
improvements in their processes (Forrester, 2023).

However, as stated, the practical implementation of this concept has proven to be
difficult (Hong & Ahn, 2023). Understanding what organisational structures need
to be put in place to maximise the potential of employee SSTs adoption and usage
is thereby crucial yet uncertain. With this in mind, the second research question
emerges:

2. What organisational enhancements can be implemented to improve the iden-
tified factors, increasing adoption and optimising usage of employee SSTs?

The rapid development within Al technology presents significant opportunities for
SSTs and most of the functionalities remain largely untapped (Barone & Stagno,
2023). Increasing prevalence of Al promises to elevate user experiences, service
standards, and operational efficiency simultaneously (Wirtz & Pitardi, 2023). How-
ever, concerns regarding customer acceptance as well as ethical considerations re-
main prominent. Going forward, understanding the potential implementations of Al
within ESM becomes crucial, an area that has yet to receive comprehensive research
attention. While the full impact of Al on SSTs is still unknown, it is essential for
companies to explore how Al could be seamlessly integrated into their ESM frame-
work in the future. Consequently, the third research question is:

3. How could the integration of Al solutions in employee SSTs enhance a com-
pany’s ESM framework?

1.4 Purpose

This study will describe and analyse factors influencing employee SST, identify or-
ganisational improvements, and explore the integration of Al.

4



1. Introduction

1.5 Delimitations

This report aims to offer strategic guidance and ideas for operational implementation
with regards to SST platforms but will not focus on the technical implementation
aspects of changes. Further, this thesis will not explore specific new business areas
where SSTs can be introduced, but rather focus on the current units of I'T, People
Services, and Financial Case Management. Delimiting in this way allows for a more
thorough analysis of the selected topics and a focus on the core issues identified.
Additionally, the focus will be on investigating how knowledge management can be
improved with the help of SSTs, rather than optimising the handling of incidents
and requests.
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Theoretical Framework

2.1 Technology Adoption

The concept of acceptance, often contrasted with refusal, denotes a positive decision
to adopt an innovation (Amberg et al., 2005). Decision-makers need to understand
the factors influencing a user’s decision to adopt a certain system, and consider these
during development (Taherdoost, 2018). Technology acceptance models and theo-
ries have been extensively employed across various domains and numerous studies
have developed frameworks to assess the adoption and usage of certain technologies.
In this study, two prominently used frameworks for technology are presented. Addi-
tionally, the concept of forced adoption is presented along with the idea of hedonic
and utilitarian values.

2.1.1 Technology Acceptance Model (TAM)

The most commonly used framework to evaluate user acceptance and usage of tech-
nology is the Technology Adoption Model (TAM) (Gangwar et al., 2015; Granic,
2022; Venkatesh & Davis, 2000). TAM was developed in 1989 based on rational
behaviour theory with the goal of producing straightforward, yet effective, models
outlining the factors that influence user acceptance (Davis, 1989). The model also
provides practical value for assessing systems and guiding managerial actions to ad-
dress underutilisation of technology. A schematic image of the TAM is presented in
Figure 1. The two crucial factors that determine the attitude towards using a cer-
tain technology is according to TAM perceived usefulness (PU) and perceived ease
of use (PEU). Attitude in this context refers to the individual’s overall evaluation or
feeling of favourableness or unfavourableness towards using the system (Davis et al.,
1989). It represents the person’s general positive or negative assessment of using
the technology.

PU refers to the extent to which users believe that a technology will enhance their
performance or facilitate achieving their goals (Davis, 1989; Maranguni¢ & Granié,
2015). Users are more likely to adopt a technology if they perceive it as useful in
improving their work efficiency, productivity, or overall performance. Many aspects
have been observed to influence PU, including subjective norm, image, job relevance,
output quality, and result demonstrability (Maranguni¢ & Granié, 2015). On the
other hand, PEU is the perception that users have of how effortless it is to utilise the
provided technology. Factors that can be considered in this context are complexity,
accessibility, and user-friendliness. In the TAM framework, PEU is considered a

7



2. Theoretical Framework

significant determinant of PU, indicating that users are more likely to perceive a
technology as useful if they find it easy to use.

Perceived
Usefulness (PU)

A 4

F

External .| Behavioural - Actual

Variable Atitads | Intention (BI) g Usage
Perceived

Ease of Use (PEU)

Figure 1: Technology Acceptance Model (TAM) framework (Davis, 1989).

External factors, such as system characteristics, user training, and implementation
processes, provide the contextual backdrop within which users interact with tech-
nology (Davis et al., 1989; Maranguni¢ & Grani¢, 2015). These external variables
set the stage for users’ initial perceptions of the technology, influencing both the
PU and PEU. Behavioural Intention (BI) is in the TAM model defined as an indi-
vidual’s readiness to adopt a particular behaviour, which in this case is the use of
a particular technology (Davis, 1989). Davis et al. (1989) argues that PU directly
influences the intention as beliefs about how using a specific system will enhance a
user’s job performance play a crucial role in determining their intention to use that
system. PEU, on the other hand, affects BI indirectly through its effect on PU.
While PEU is an essential factor in user acceptance, its impact on intention is me-
diated by the individual’s perception of usefulness. It is ultimately the combination
of these effects that determines a person’s Bl and long-term actual usage.

However, the relationship between BI and actual usage might not be as straightfor-
ward (Wu & Du, 2012). Users may express a strong intention to use a technology
based on their perceptions, but their actual usage behaviour might not align with
these intentions. This discrepancy can arise due to various factors such as external
constraints or unforeseen difficulties in implementation. Consequently, while BI is
a useful indicator of users’ intentions to adopt technology, it does not always accu-
rately predict actual usage behaviour. With this in mind, Legris et al. (2003) argue
that the TAM model needs to be incorporated into a more comprehensive model
that considers organisational and social dynamics, as well as the temporal aspects
of technology adoption.

2.1.2 Unified Theory of Acceptance and Use of Technology
(UTAUT)

The perceived limitations of the TAM model have led to several extensions, with
the Unified Theory of Acceptance and Use of Technology (UTAUT) emerging as
one of the most prominent ones (Bayaga & du Plessis, 2023; Dwivedi et al., 2019).

8



2. Theoretical Framework

Similarly to TAM, UTAUT is a theory that explains and predicts the acceptance
and use of technology by individuals (Venkatesh et al., 2003). However, UTAUT
aims to provide a more comprehensive understanding of technology adoption across
diverse contexts by integrating the most important constructs from eight older theo-
ries of technology acceptance (Momani, 2020). UTAUT incorporates various factors
beyond just individual perceptions, such as social influences, environmental condi-
tions, and external support mechanisms. The foundation for the model is provided
in Figure 2.

Performance
Expectancy w
Effort
[——
Expectancy
Behavuqural Use Behaviour
Intention
Social -
Influence
Facilitating | 11
Conditions

Voluntariness

Gender Age Experience of Use

Figure 2: Unified Theory of Acceptance and Use of Technology (UTAUT) model
(Venkatesh et al., 2003).

The first of the fundamental aspects of UTAUT is performance expectancy (Venkatesh
et al., 2003). It represents the degree to which using the system will provide ben-
efits and enhance the performance of the user, foreseeing how it will improve their
productivity and efficiency. This is complemented by effort expectancy, which ex-
amines users’ assessment of how easily the system integrates into their workflows,
aiming for a smooth and intuitive experience. These two factors are similar to PU
and PEU in the TAM model (Momani, 2020). Additionally, UTAUT acknowledges
the significant influence of social dynamics on technology adoption, where social
influence captures the impact of colleagues or prevailing norms (Venkatesh et al.,
2003). Facilitating conditions encompass users’ beliefs that an organisational and
technical infrastructure exists to support the use of the system, including resources
and technical assistance.

Furthermore, the UTAUT includes several external factors that influence the de-
terminants of Bl and usage behaviour to a varying degree. Men tend to be more
task-oriented and therefore put higher value on performance while women may con-
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sider usability and social aspects to a higher degree (Venkatesh et al., 2003). This
effect is believed to stem from socialisation processes and gender roles, rather than
biological gender. This would seem to suggest that organisations should consider
gender-specific strategies when implementing new technologies. However, in more
recent studies, gender effects have been shown to be diminished for populations with
any educational degree in technology, even when accounting for differences in levels
of education (Draxler et al., 2023).

Age also plays a significant role in technology acceptance with different age groups
having varying attitudes toward technology (Venkatesh et al., 2003). Younger gen-
erations are generally more open to adopting new technologies, whereas older people
may be more cautious or resistant. Tailoring training and support based on age is
therefore crucial if a company aims to enhance adoption. Recent studies have nu-
anced this perspective, emphasising that while older adults tend to be slower than
younger adults to adopt new technologies as a group, there are significant differences
in rates of adoption when looking at individuals (Rogers et al., 2017). Park et al.
(2021) present an alternative viewpoint on technology adoption in relation to age,
that being the future time perspective. Instead of solely focusing on chronological
age, future time perspective considers individuals’ perceived time remaining within
a specific context. This perception, along with their assessment of opportunities
within that time frame, significantly influences users’ evaluation of technologies and
their willingness to adopt them. Essentially, individuals with a limited perception
of future time are more inclined to negatively assess the desirability and feasibility
of technologies compared to those with more open-ended perceptions.

The presence of individuality within studies of gender and age underscores the likeli-
hood of multiple factors influencing technology adoption beyond these demographic
traits. Experience plays a crucial role in the adoption of new technologies (Venkatesh
et al., 2003). Individuals who have prior experience with similar technologies often
find it easier to adapt because of their familiarity with the concepts and interfaces.
Their existing knowledge serves as a foundation upon which they can build, allow-
ing them to quickly grasp new technology introduced to their work environment.
Organisations should aim to assess user knowledge levels individually and provide
appropriate support (Kulturel-Konak et al., 2015).

2.1.3 Diffusion of Innovation (DOI)

Diffusion of Innovation (DOTI), developed in 1962 by Everett M. Rogers, is one of
the most popular methods for explaining how individuals adopt new technologies
(Hameed et al., 2012). Although the foundation has stayed the same, Rogers has
presented evolutions of the model with the last version released in 2003. It is this
publication of the model that is used in this thesis.

The DOI model explains that not all individuals adopt an innovation at the same
time, instead, they adopt over a period of time (Rogers, 2003). This realisation

10



2. Theoretical Framework

makes it possible to classify individuals into adopter categories. Rogers (2003) ar-
gues that the different adopter groups are based on the individual’s innovativeness, a
trait that is determined by factors such as socioeconomic status, personality values,
and communication behaviour. Building upon this, Rogers (2003) presents the S-
curve of technology adoption as a graphical representation of the diffusion process,
illustrating how new innovations spread through a population over time. The S-
curve typically depicts the cumulative number or percentage of adopters over time.
It showcases an initial slow growth phase, followed by rapid acceleration, and finally,
a plateau as adoption approaches saturation. The S-shaped curve emerges as a result
of the dynamics between these adopter categories. The initial slow growth phase
represents the early stages of adoption, the steep ascent reflecting rapid acceptance,
and the plateau signifying saturation as adoption reaches its peak. A schematic
picture of the cumulative adoption is found in Figure 3.

o
@
i
2]
5 Laggards
a
o]
©
<
Late/majority
Early/majority
dopters
Innovators P

Time

Figure 3: Diffusion of technology as an S-curve (Rogers, 2003).

Individuals in this model are divided into five groups: Innovators, Early Adopters,
Early Majority, Late Majority, and Laggards, depending on innovativeness (Rogers,
2003). Innovators are typically people with an open-minded nature and are inher-
ently curious. They often like to interact with provided technology to create their
own, innovative solutions. These individuals can also be described as lead users
(Hau & Kang, 2016). Lead users are ahead of market trends and benefit highly
from innovation. Characteristics such as anticipation of future needs, dissatisfaction
with current offerings, and expectations of benefits from new solutions are usual for
such individuals.

The next group that adopts an innovation are what Rogers calls the early adopters
(Rogers, 2003). This group of people are often opinion leaders and respected in-
dividuals in their networks. Early Adopters carefully evaluate the advantages and
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disadvantages of the innovation before adopting and they serve as role models for
others (Dearing & Cox, 2018). As a result, they help in spreading the innova-
tion through their influence and are very important to consider in order to achieve
spread to the early majority. This is a group of people that are more pragmatic and
while still open to new ideas, prefer to see evidence of success before adopting. The
adoption of this group signals the beginning of the mainstream acceptance of the
innovation.

A struggle that many companies face when introducing a new innovation is discrep-
ancy between early adopters and the early majority, called “the Chasm” (Moore,
2014). The chasm arises because of the gap between the visionary early adopters
who seek radical change and the pragmatist early majority who seek incremental
improvement. Early adopters are willing to sacrifice for the advantage of being
first, while the early majority waits until they know that the technology provides
improvements in areas such as productivity (Lin & Hong, 2011). The challenge for
innovators is to narrow this chasm and ultimately accelerate adoption across every
segment. The Late Majority are sceptical of change, risk-averse, and adopt inno-
vations only when they feel compelled to do so (Dearing & Cox, 2018). Laggards
adopt very late, if at all, and usually due to external pressures or necessity.

Rogers’ theory of DOI can also be applied in order to study adoption patterns within
organisations (Dearing, 2009). Effective communication strategies within organisa-
tions play a significant role in facilitating the spread of innovations. To successfully
spread innovations, innovators or early adopters should be identified and engaged in
the innovation process. These people should also be used as internal ambassadors
to share information about new technology. The support of senior management is
also crucial for successful implementation. Dearing (2009) further emphasises the
importance of aligning the framing and timing of innovation efforts with contex-
tual conditions to enhance adoption. In this process, potential adopters should be
viewed as members of different groups to enable more efficient communication and
broader reach. Demonstrating innovations in action also increases their visibility
and observability and should be done in small groups.

2.1.4 Forced Adoption

As outlined above, Rogers (2003) goes further into the process of individual adop-
tion and their different adopter characteristics. However, managers in organisations
frequently make decisions regarding the adoption of new innovations or methods and
compel individuals to use it (Ram & Jung, 1991; Zhou, 2008). This situation, where
individuals are required to adopt new technology due to organisational adoption, has
been termed forced adoption, though it is also known as mandatory adoption, au-
thority adoption, or authority decision (Heidenreich & Talke, 2020). Prior literature
has highlighted that employee resistance is one of the largest challenges organisations
experience when implementing new innovations this way (Haddara & Moen, 2017;
Lin et al., 2018). Interestingly, even after years of implementation, innovations can
still be underutilised, not have their full potential value be realised, or perhaps even
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completely fail due to employee resistance (Raisian & Yahaya, 2014). It is therefore
crucial for organisations to exercise caution when introducing new technologies, and
post-introduction, ensuring they do not force new technologies on employees.

The reasons for employees’ resistance to technologies can vary, and it is not always
clear what specifically individuals are resisting. According to Feng et al. (2019), users
may protest against the policy of forced adoption rather than the new technology it-
self. This resistance could stem from the perception that such policies infringe upon
individuals’ freedom of choice, ultimately leading to resistance towards adapting the
introduced technology. Ram and Jung (1991) explain several additional reasons to
why organisations encounter problems generating acceptance among individuals for
the adoption of new technologies. Firstly, the change can be seen as discontinuous
and therefore, individuals with low tolerance for change may resist. Low tolerance to
change could stem from multiple factors, including high perceived risk, low technical
proficiency, as well as seeing the innovation as overly complex. Individuals may also
resist adoption if they have not been consulted beforehand, resulting in a lack of
trust and consequently negatively evaluating the innovation. These examples reflect
pre-adoption resistance, but resistance can also be developed post-adoption if the
technology does not perform as expected (Ram & Jung, 1991). Generating reliable
performance is crucial for adoption (Liu, 2012) since it otherwise can increase resis-
tance, even from individuals with no or low pre-adoption resistance (Ram & Jung,
1991). Additionally, Feng et al. (2019) argue that user resistance increases when
using the new technology requires more effort compared to the process in place pre-
implementation.

In order for organisations to effectively implement new technology where employee
scepticism and forced adoption exist, Ram and Jung (1991) describe three key man-
agerial implications. They advocate for facilitating trials of the technology, a strat-
egy proven to notably lower resistance. This notion finds support by Rogers (2003)
who argues that ease of testing correlates with faster diffusion and acceptance. Nev-
ertheless, Ram and Jung (1991) stress the importance of conducting trials that
showcase successful use cases. Furthermore, enhancing users’ technical competence
not only increases adoption and satisfaction but also reduces resistance (Liu, 2012;
Ram & Jung, 1991). Organisations can accomplish this by providing user-friendly
manuals, presentations, and demonstrations, ultimately equipping employees with
the necessary skills and knowledge to effectively work with the technology. Encour-
aging peer group interaction during implementation facilitates easier adoption since
users often go to peers for help with new technology (Ram & Jung, 1991). Spread-
ing positive experience and sharing knowledge could therefore change user attitudes
positively.

2.1.5 Hedonic and Utilitarian Factors

Individual choices of products are influenced by both utilitarian and hedonic factors
(Dhar & Wertenbroch, 2000). In general, products or systems can be divided into
either hedonic or utilitarian goods. Hedonic goods offer experiential enjoyment, plea-
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sure, and excitement (e.g., fine dining experiences, vacations, entertainment events),
while utilitarian goods are primarily functional and instrumental (e.g., household
appliances, basic clothing, office supplies). Understanding how individuals navigate
trade-offs between products or systems with distinct appeals is essential for compre-
hending the user decision-making processes.

The contrast between utilitarian and hedonic motivations has been used to un-
derstand IT acceptance and usage (Van der Heijden, 2004). Building upon the
framework of intrinsic versus extrinsic motivation, Hassenzahl (2018) explains the
utilitarian and hedonic dimensions of user experience in human-computer interac-
tion. Utilitarian usage is driven by specific goals and emphasises the functional
performance of technology for task fulfilment. Hedonic engagement, on the other
hand, is characterised by the different forms of emotional and experiential value that
the technology offers, such as enjoyment, entertainment, and fun. Traditional IT
systems are designed to support work-related tasks and processes within organisa-
tions, prioritising functionality and efficiency (Deng et al., 2010). Their utilitarian
nature stems from their focus on meeting practical business needs and contributing
to operational effectiveness, rather than providing leisure or entertainment experi-
ences.

However, as contemporary information technologies continue to evolve, they con-
tribute a hedonic dimension to the user experience, progressively addressing both
utilitarian and hedonic needs in diverse aspects of users’ personal lives (Van der
Heijden, 2004). Hence, new technology must be designed in such a way that it satis-
fies users’ utilitarian expectations, while simultaneously attending to their hedonic
needs.

With regards to SSTs, Collier and Sherrell (2010) argue that both perceived control
and convenience can have positive effects on the speed of transactions, users desire
to explore, as well as in building trust in the provided technology. These factors
can in turn influence perceived value, satisfaction, and intentions to use an SST.
Speed of transaction and exploration have both utilitarian and hedonic effects on
perceived value and satisfaction. Faster transaction times and smoother exploration
contribute to practical benefits, such as saving time and effort, which enhances the
perceived value of the SST. Additionally, a smooth and fast user experience can also
evoke positive emotions like enjoyment or satisfaction Trust only has a utilitarian
effect, meaning the importance lies in users’ having confidence in the SSTs reliabil-
ity, security, and effectiveness in completing tasks.

It is important to note that user experience is inherently subjective. This results in
significant discrepancies between the intended experiences envisioned by designers
and the actual experiences encountered by users (Hassenzahl, 2018). These dispar-
ities arise due to individuals’ distinct personal standards and lead to variations in
experiences. Personal experience can also differ across situations and change over
time, making them difficult to predict.
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2.2 Change Management

Change management is a process of planning, developing, leading, evaluating, and
sustaining organisational change (Phillips & Klein, 2023). The goal of change man-
agement is ultimately to help employees accept new developments and improve or-
ganisational performance. Below are two of the most prominent models for change
management presented. Further, the concept of agile methodologies is introduced,
which can be seen as a tool when driving change. Lastly, ideas on what companies
should consider with regards to Industry 4.0 and 5.0 are presented.

2.2.1 The 8-Step Process for Leading Change

In 1996, John Kotter designed his 8-step process for leading change, today one of the
most recognised models for change management (Appelbaum et al., 2012; Pollack
& Pollack, 2015). The model has later been revised and presented in many issues.
Kotter (2012) highlights that in order to successfully transform businesses, leaders
need to perform eight tasks, and perform these in the right order. The three first
steps serve to create a climate for change, step four to six to engage and enable the
organisation, and the last two steps focus on implementation and building a strong
foundation in the corporate culture. The 8-step process is summarised in Figure 4
below.

Create urgency
Create a coalition
Develop a vision and strategy
Communicate the vision
Empower action
Plan and create short-term wins
Leverage wins to create credability

Embed change into culture

Figure 4: The 8-step process for leading change (Kotter, 2012).

To initiate a change, individuals and groups first need to create an urgency of change.
According to Kotter (2012), this can be done through evaluating the firm’s financial
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performance, market position, and technological trends. In addition, the informa-
tion regarding the urgency needs to be communicated broadly and dramatically since
change requires the involvement of many different individuals. However, as explained
by Kotter (2012), firms frequently overestimate their ability to impose significant
changes on an organisation. Simultaneously, they underestimate the challenge of
encouraging individuals to step out of their comfort zones. The second step in the
model is to create a team who are leading the initiative and driving the change.
Kotter (2012) presents different characteristics of people that need to be included
in the group. Effective team members should possess a track record of successfully
driving change initiatives in addition to being credible and respected by colleagues.
Also, the team should comprise individuals with diverse perspectives and knowledge
backgrounds to ensure well-informed decision-making. Moreover, having positional
power is essential, ensuring that the project cannot be obstructed by any excluded
individual. Lines (2007) strengthens Kotter’s argument on the significance of posi-
tional power, suggesting that projects backed with considerable positional authority
are more likely to succeed than those lacking such influence.

The guiding coalition’s first task is to develop a vision and strategy for the change
project. The benefit of having a well-defined and shared vision for projects has
been substantially researched (Appelbaum et al., 2012), and it has been defined as
a key part for successful change projects (Whelan-Berry & Somerville, 2010). Kot-
ter (2007) argues that projects without a sensible vision tend to result in a series
of unfinished tasks, ultimately leading in the wrong direction or nowhere. Kotter’s
fourth step is communicating the formulated vision which is vital to unify employees
under the change projects (Appelbaum et al., 2012). Often, failures of change can be
attributed to insufficient communication and lack of employee acceptance (Richard-
son & Denton, 1996; Schulz-Knappe et al., 2019). Successful transformations involve
leveraging all available communication channels effectively by management (Kotter,
2007). This facilitates ongoing discussions about the transformation, ensuring that
the new way of working remains consistently reinforced and top of mind.

The fifth step involves removing obstacles that are preventing employees from im-
plementing the vision defined in the third step (Kotter, 2012). Corporations can
empower employees by addressing the primary obstacles, typically revolving around
structures, training, systems, and supervisors. Employee empowerment is widely
supported in change literature as an important step of change processes for organi-
sational success (Al-Asoufi & Akhorshaideh, 2017; Appelbaum et al., 2012; Kumar
et al., 2022). Although the goal of transformational processes is to realise long-term
goals and gains, there must be convincing evidence along the way that all sacrifices
and efforts are paying off. Therefore, planning for and creating short-term wins is
important and should not be neglected. It can strengthen the morale and motivation
of employees, help fine-tune the vision and implementation, and keep management
onboard (Kotter, 2012). Without achieving short-term wins, management may lose
interest in the project, and if the coalition group lacks strength, the project might
be terminated.
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People are tempted to declare victory too early, before changes have been deeply
rooted in the company culture (Kotter, 2012). With this in mind, Kotter’s sev-
enth step underscores the criticality of leveraging the increased credibility resulting
from short-term wins within the project to address larger change initiatives. These
additional initiatives could include changes such as the adjustment of systems and
structures that may not align with the newly introduced changes. By leveraging
short-term wins, change projects can keep the momentum up, bring in more help,
and with senior management keep the urgency level up (Kotter, 2012).

The final step of the 8-step model involves the replacement of the old culture with
the new one. Kotter (2012) argues that embedding new practices within cultures
is inherently difficult, even if the new approach is in line with the company’s core
culture. However, if a misalignment occurs, the challenge of sustaining the new
practice becomes even more difficult. Typically, cultures embrace new approaches
and ways of working when it is evident that the new methods outperform the old
ones. Furthermore, to facilitate this anchoring process, Kotter suggests that it may
be necessary to substitute key individuals who are resistant to the change. As
one of the most common books on change management, Kotter’s 8-step process is
recognised as a good starting point for managers for implementing change, and is
likely increasing the chances of successful implementations (Appelbaum et al., 2012).
Nonetheless, it is important not to assume that following these steps guarantees
successful outcomes.

2.2.2 The ADKAR Model

Another prominent framework for organisational change is the ADKAR model, de-
veloped by Jeffrey Hiatt in 2006. The fundamental idea of the model is that change
does not stem from inherent organisational changes, but rather a collective shift in
behaviours among the individuals within an organisation (Hiatt, 2006). The author
exemplifies this by noting that when reorganisation is done in a company, it is not
the restructuring that represents the change, but instead the shift in responsibilities
for each person. The ADKAR model is an abbreviation that comprises five key
elements: Awareness, Desire, Knowledge, Ability, and Reinforcement. These parts
are structured as a sequential process and can therefore not be reordered or skipped.
A schematic image is presented in Figure 5.

OGO

Awareness Desire Knowledge Ability Reinforcement
of the need to support of how to demonstrate skills to make
for change the change to change and behaviours change stick

Figure 5: The ADKAR model for change management (Hiatt, 2006).
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Initially, Awareness lays the groundwork by shedding light on the necessity for
change (Hiatt, 2006). This involves transparent communication, clarifying the rea-
sons behind the change, the expected advantages, and the drawbacks of maintaining
the status quo. Building upon this foundation, Desire sparks the motivation neces-
sary for individuals to welcome the change. It entails aligning the proposed changes
with personal aspirations and values, while also addressing any apprehensions or re-
sistance. Furthermore, Knowledge equips individuals with the necessary know-how
to effectively navigate the transition. Through tailored training and the provision
of resources, individuals acquire the insights and skills that are vital for successful
change implementation.

However, Knowledge alone does not suffice as individuals must also possess the Abil-
ity to execute the required tasks (Hiatt, 2006). This phase aims to close any skill gap
and provide confidence-building through coaching and hands-on practice. Finally,
Reinforcement solidifies the change within the organisational culture, ensuring its
enduring impact. Recognition, rewards, and the celebration of milestones foster an
environment where change is embraced and integrated, driving sustained progress.
Through this iterative process, the ADKAR model empowers organisations to em-
brace change as a catalyst for growth and development.

The benefit of the ADKAR model lies in its heightened emphasis on garnering
acceptance of change among employees and project team members (Galli, 2018).
With these individuals at the forefront of change initiation and completion, this
aspect becomes pivotal when selecting a change management model. However, its
drawback lies in its primary focus on the human aspect of change, rendering it more
suitable for project teams and environments rather than large-scale organisations
with intricate processes.

2.2.3 Agile Methodologies

Agile project management is a methodology characterised by its adaptive and col-
laborative approach to managing projects (Dingsgyr et al., 2012). Having originated
from the software industry, the theories have since been widely adopted across vari-
ous sectors (Thesing et al., 2021). The foundation of the agile methodologies lies in
the Agile Manifesto, which outlines four core values (Beck et al., 2001):

1. To value individuals and interactions over processes and tools
2. To value working products over comprehensive documentation
3. To value customer collaboration over contract negotiation

4. To value responding to change over following a plan

Agile is characterised by iterative and incremental development cycles, enabling
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teams to continuously adjust their plans and deliver value in small increments
(Thesing et al., 2021). The ideas are based on people and their creativity rather than
on processes, and they use short iterative cycles of development driven by product
features and user feedback (Nerur et al., 2005). Agile methodologies prioritise deliv-
ering functional products or features to users quickly in order to maximise project
value (Bergmann & Karwowski, 2019). It deems intensive planning, design, and
documentation as wasteful, opting instead to create documentation based purely on
the value generated. Teamwork lies at the core of agile, relying on empowered and
motivated teams that collaborate closely with both each other and customers. Ef-
fective communication, collaboration, and knowledge sharing among team members
and stakeholders are also fostered. Additionally, agile strives for adaptability, which
is evident in its use of iterative and incremental development cycles (Thesing et al.,
2021). The idea is to align processes with the type of project to ensure flexibility
and responsiveness throughout the project lifecycle.

To effectively implement agile methodologies within an organisation, a shift is re-
quired in many regards. Some of these include a flexible and less hierarchical or-
ganisation, a highly knowledgeable and skilled project team, supportive top man-
agement, and deeply involved users (Bergmann & Karwowski, 2019). However, the
need for a suitable corporate culture, a high level of team skills, and a clear vision
of the project goal can make implementing agile methodologies challenging in some
companies (Thesing et al., 2021). Another contributing factor to the challenges
faced by agile methodologies is the persistent scepticism surrounding the approach.
This scepticism often translates into a lack of support from management and insuf-
ficient allocation of resources necessary for the method to thrive (Ciric et al., 2019).
Noteboom et al. (2021) emphasise that addressing the issue of inadequate man-
agement support is particularly crucial for the successful implementation of agile
methodologies.

2.2.4 Moving Towards Industry 4.0 and 5.0

Industry 4.0, a term coined in the last decade, describes the technological state
of manufacturing organisations resulting from the fourth industrial revolution (Lu,
2017). This revolution was fueled by advanced digitalisation and integration of
manufacturing systems and products, driven by two main factors (Lasi et al., 2014).
The first is application-pull, reflecting the demand for more efficient, flexible, and
individualised production systems capable of adapting to changing market condi-
tions and user preferences. The second is technology-push, signifying the supply of
new technologies enabling and facilitating the transformation of production systems.
Examples of technologies enabling Industry 4.0 are Internet of Things, Cloud Com-
puting, Big Data Analytics, AT and Machine Learning (ML), and Business Process
Management (Diez-Olivan et al., 2019; Xu et al., 2018; Zhong et al., 2017).

Schumacher et al. (2016) introduced a model for assessing Industry 4.0 readiness and
maturity of manufacturing companies. The framework identifies combining a clear
strategic vision and leadership that support digital transformation efforts as key

19



2. Theoretical Framework

parts to succeed within Industry 4.0. Ganzarain Epelde and Errasti (2016) further
underscore the importance for companies to develop a tailored Industry 4.0 vision
and roadmap with detailed project planning. Other key aspects are having a culture
that fosters knowledge sharing and cross-company collaboration, as well as a peo-
ple centric view with employee autonomy and training opportunities (Schumacher
et al., 2016). A well-developed governance structure with standards and regulations
for Industry 4.0 compliance is also important to enable companies to fully exploit
the new technologies.

Furthermore, Chaudhuri et al. (2024) stress the importance of developing a data-
driven culture to leverage the potential of Industry 4.0 technologies. Data allows
for generating insights that support decision-making and facilitate the digitisation
process. A data-driven culture helps in fostering innovation, becoming more sus-
tainable, and gaining competitive advantage in the dynamic business landscape.
This will also become increasingly more important in adapting to the forthcoming
trend of Industry 5.0. Industry 5.0 represents a paradigm shift from Industry 4.0,
focusing on a human-centric approach, sustainability, and resilience (Zizic et al.,
2022). It is not a technological leap forward, but rather a way of emphasising plac-
ing human needs at the heart of the production process. This involves focusing on
sustainability by reusing, repurposing, and recycling natural resources. Addition-
ally, it entails building resilience through flexible processes and enabling adaptable
production capacities, particularly in times of crisis.

2.3 Knowledge Management

Knowledge management is the systematic process of managing intellectual capi-
tal within organisations, encompassing the identification, capture, and sharing of
knowledge resources (Martensson, 2000). At its core, knowledge management serves
as a strategic tool for organisations to enhance various facets of their operations,
including performance, productivity, competitiveness, decision-making, innovation,
and knowledge sharing. By harnessing internal knowledge and intellectual capital,
knowledge management enables organisations to capture best practices, reduce re-
search costs, and ultimately enhance organisational effectiveness (Cu et al., 2021).

One of the most prominent models in the field of knowledge management is the
Knowledge Spiral, presented by Nonaka and Takeuchi (1995). The model builds
upon the concepts of tacit and explicit knowledge as two parts of an organisation’s
capabilities. Explicit knowledge is codifiable, meaning it can be expressed by math-
ematical symbols or written language (Nonaka, 2009). This involves categorising
phenomena into perceptual and conceptual groups, making it understandable to or-
ganisational members. In an organisation, explicit knowledge can include company
data, rules, procedures, documents, and manuals (Gamble, 2020). However, codifi-
cation can be complex, especially for nuanced or subjective topics. Some knowledge,
known as tacit knowledge, is too intricate or personal to codify. Tacit knowledge
refers to the skills, ideas, and experiences that individuals possess but are not ex-
plicitly documented or easily articulated (Chugh, 2015). This form of knowledge is
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inherently personal and often deeply ingrained in an individual’s actions, intuition,
and subjective understanding of a particular context.

Nonaka and Takeuchi (1995) introduce four distinct types of knowledge transfer that
occur in organisations: tacit to tacit, explicit to explicit, explicit to tacit, and tacit
to explicit. These forms of knowledge exchange operate within a cyclical process,
forming a spiral that propels the organisation toward higher levels of knowledge
creation and innovation. A schematic image is presented in Figure 6.

Tacit Tacit
Socialisation Externalisation
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Figure 6: Knowledge spiral model (Nonaka & Takeuchi, 1995).

The process begins with Socialisation, where tacit knowledge is shared between in-
dividuals through observation and shared experiences (Nonaka & Takeuchi, 1995).
This process involves informal interactions, such as mentoring, apprenticeships, or
team collaboration, where people learn from one another’s actions and behaviours.
Through Socialisation, tacit knowledge is transmitted from one person to another,
fostering a collective understanding in the organisation. However, socialisation is
very limited in terms of impact on learning throughout the whole organisation.
While apprentices may acquire the skills of their masters, this process does not
foster systematic understanding of their craft knowledge for either party involved
(Nonaka, 2009). Since this knowledge remains tacit and is not articulated, it cannot
be readily utilised by the organisation as a whole.
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Externalisation represents the next step in the knowledge-sharing process, involving
the conversion of tacit knowledge into explicit forms (Nonaka & Takeuchi, 1995).
This occurs when individuals articulate their tacit insights, ideas, or experiences
into tangible documentation, such as reports, manuals, or presentations. External-
isation allows individuals to codify their tacit knowledge, making it accessible and
understandable to others within the organisation. This can be for example when a
controller at a company aggregates information from across the organisation to gen-
erate a financial report. Although this report integrates data from diverse sources,
it does not inherently expand the knowledge base of the organisation (Nonaka, 2009).

Combination follows Externalisation, where explicit knowledge from various sources
is synthesised and combined to create new insights or solutions (Nonaka & Takeuchi,
1995). This process involves compiling and integrating different pieces of explicit
knowledge and can be facilitated by information technology and knowledge manage-
ment systems (Roehr-Brackin, 2022). These tools help to store, retrieve, and share
explicit knowledge within and across organisations. Combining explicit knowledge
can lead to new insights, ideas, and solutions that can improve organisational perfor-
mance and competitiveness. It can help to avoid unnecessary repetition and waste of
resources as well as enable faster and more accurate decision-making. Combination
also facilitates cross-disciplinary collaboration and knowledge integration, enabling
the organisation to leverage diverse perspectives and expertise (Nonaka & Takeuchi,
1995).

Finally, Internalisation completes the knowledge-sharing cycle by converting explicit
knowledge back into tacit knowledge (Nonaka & Takeuchi, 1995). This occurs when
individuals absorb and internalise explicit understandings through learning, prac-
tice, or experience, thereby enriching their personal repertoire of tacit knowledge.
Internalisation enables individuals to apply explicit knowledge in real-world con-
texts, refining their skills, and enhancing their problem-solving abilities. Nonaka
(2009) proposes that every employee should have access to all knowledge within the
organisation, regardless of their position, as this helps in maximising innovation and
ideation rooted in tacit knowledge.

2.4 Al Applications

Al can be defined as the replication of human intellectual capabilities by computers,
encompassing the simulation of intricate human skills and the capacity to operate
adeptly and anticipate outcomes across diverse environments (Sheikh et al., 2023).
How well an Al is operating can be measured through its ability in demonstrating in-
telligent behaviour through the analysis of the surroundings, as well as autonomous
execution of actions to achieve defined objectives.

AT can have many applications, going beyond advanced technologies like deep learn-
ing. The current applications of Al include a wide range of systems that can analyse
data, recognise patterns, make decisions, and perform tasks autonomously (Sheikh
et al., 2023). These applications are not limited to specific domains but extend to
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various sectors such as image and speech recognition, natural language processing
(NLP), robotics, and more. Sheikh et al. (2023) underscores the significance of hav-
ing an inclusive definition of Al that accommodates different technologies and allows
for future advancements in the field. Some areas that hold promise for Al solutions
are search engines and chatbots, which are elaborated upon below.

2.4.1 Search Engines

A search engine is a software application designed to facilitate the retrieval of infor-
mation in response to user inquiries (Duka et al., 2023). It operates by scouring a
database of information, ranging from library catalogues to the expansive landscape
of the World Wide Web. The concept of a search engine was first proposed in 1945
but the first search engine to search the World Wide Web was created in 1993. Web
search engines are typically composed of three key elements: a crawler, an index,
and an interface (Volle, 2023). The crawler, also known as a "bot," roams the in-
ternet, collecting data from web pages. This data is then organised and stored in
an index, much like in a library. Users interact with the search engine through its
interface, where they can input their queries and receive relevant results from the
indexed data. This structured process enables users to efficiently find information
across the breadth of the internet.

The most popular and influential search engine, Google, was launched in 1998 by
Larry Page and Sergey Brin, who developed a novel algorithm called PageRank to
rank Web pages by their relevance (Duka et al., 2023). Google quickly became the
most popular search engine, setting new standards for indexing and ranking web re-
sources. By the year 2000, Google had already indexed over 350 million web pages,
and this number continued to grow rapidly in the following year. Initially, search en-
gine interfaces were simple, but Google introduced new and more functional forms
of presenting search results to meet user requirements. Search engine algorithms
have now evolved to understand the context and intent of search queries, moving
beyond simply analysing the number of links to a page.

While already utilised to some extent for many years, Al-powered search engines
have recently shown prospects of revolutionising how search engines operate (Yue
& Peng, 2021). Al-powered algorithms represent a significant leap forward in en-
hancing the quality and relevance of search results (Bider, 2023). By leveraging Al
technology, search engines can better understand user intent and behaviour, leading
to more accurate and personalised results. Moreover, Al-powered tools streamline
keyword research and content optimisation processes, ensuring that content remains
engaging and relevant to users. Through the analysis of user behaviour data, Al
further improves the overall user experience by identifying areas for enhancement
and suggesting personalised content and assistance. Google already uses genera-
tive AI and NLP extensively to anticipate and answer questions based on future

user behaviours, allowing for a more personalised and immersive experience (Reid,
2023).
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2.4.2 Chatbots

The idea of communicating with computers was formally introduced by Alan Turing
in 1950, with his proposal questioning the capability of machines to think (Turing,
1950). Chatbots are described as tools that can understand and communicate with
users, reflecting this query. The first chatbot, developed in 1966, relied extensively
on linguistic rules and pattern-matching techniques (Caldarini et al., 2022). In the
1980s, significant advancement in chatbot technology was made through the inte-
gration of Al. The introduction of new technology facilitated the development of
chatbots that could expand their knowledge base through dialogue pattern knowl-
edge. According to Caldarini et al. (2022), recent advances in ML and NLP, coupled
with increased computational power, have led to the development of advanced chat-
bots capable of learning without relying solely on rules and patterns.

Chatbots can provide organisations with a cost-saving solution for offering user ser-
vice and support, as they can handle queries efficiently and reduce operational costs
(Barone & Stagno, 2023). Current chatbots are able to quickly handle large volumes
of data and also automate interactions (Luo et al., 2019). Therefore, companies can
free up their personnel and allow them to use the time saved on other tasks (Huang
& Dootson, 2022), resulting in more value-adding activities. For users, chatbots
offer immediate assistance and access to information, enhancing the overall user
experience by providing quick responses and personalised interactions (Barone &
Stagno, 2023). The role of the chatbot in relation to the user can differ significantly.
They can act as assistants, passively aiding users in tasks and decisions without
actively influencing decision-making. Alternatively, they can function as coaches,
assuming some control over the decision-making process and offering guidance, with
consumers willingly ceding some autonomy to Al agents. Lastly, chatbots can serve
as co-workers, engaging with users as if they were human rather than technology-
enabled agents executing routine tasks (Chong et al., 2021).

However, integrating chatbots is seldom frictionless. Users often exhibit resistance
to interact with chatbots due to their perceived artificiality, lack of emotional intel-
ligence, and machine-like nature (Chen et al., 2022). There are also several oper-
ational challenges associated with chatbots, especially when they fail to meet user
expectations. In particular, companies tend to prioritise business-centric use cases
rather than user-centric ones (Janssen et al., 2021). Additionally, since chatbots
often are not the core business for companies, they tend to underestimate the in-
vestments needed to develop the technological infrastructure. Development projects
rely on a small number of key personnel to maintain the technology, but this is
typically not feasible to do in-house and so the activity is often outsourced. As
technology development moves rapidly, more funding is needed whenever internal
competencies are insufficient.

There could also be a mismatch between developers of chatbots and end-users.
Janssen et al. (2021) found several instances where chatbots had failed due to ig-
nored user requirements and design features. Developers focus on technology and
disregard conversational design, a feature proven to have significant impact on user

24



2. Theoretical Framework

experience. Users also frequently encounter issues with chatbots receiving inaccu-
rate, incomplete, or outdated information (Janssen et al., 2021). Moreover, the
absence of access to essential data significantly compromises user experiences, ulti-
mately diminishing the perceived value of the chatbot.

To implement an effective chatbot, it is crucial that the service is both faster and
more accurate than the user or another human counterpart (Weber & Ludwig, 2020).
However, in the cases where chatbots fail to meet the user’s expectation, the option
to escalate to a human service employee needs to exist. This capability can also
be incorporated into the chatbot, automatically transitioning to human assistance
if the conversation stagnates. Further, designing chatbots with human-like features
has led to improved customer experiences (Barone & Stagno, 2023). Incorporating
characteristics such as human-like names, avatars, and conversation styles, signif-
icantly influences consumer behaviour throughout the user journey. The research
done by Janssen et al. (2021) suggest that projects implementing a chatbot should
be viewed as ongoing with continuous updates, rather than as finite with fixed dead-
lines. Unlike traditional development projects, they need to be supported by highly
agile methods, involving continuous testing and adaptation. This dynamic nature
requires treating chatbots as entire ecosystems, involving collaboration among engi-
neers, designers, and other professionals. Lastly, starting with a small scope for the
chatbot allows for quick user feedback, facilitating easier development and scaling
of the chatbot (Janssen et al., 2021).

2.5 Theoretical Summary

As presented, the adoption of a technology, in this case SSTs, within an organisation
is a multifaceted process that can be clarified using a number of frameworks. Tech-
nology adoption models like TAM and UTAUT offer insights into users’ perceptions
of SSTs, highlighting factors that can influence the intention to use technology as
well as the actual usage (Davis, 1989; Venkatesh et al., 2003). However, the gap
between intention and real-world usage (Wu & Du, 2012), and the diverse char-
acteristics of users (Dwivedi et al., 2019), add layers of complexity to the analysis.
Moreover, the evolving nature of IT systems from purely utilitarian to incorporating
hedonic factors complicates the assessment of perceived value (Collier & Sherrell,
2010). The DOI theory can be used as a tool in untangling this issue by categorising
users into five distinct groups based on their character traits and desires, allowing for
a better understanding of how individuals act (Rogers, 2003). Further, challenges
associated with forced adoption strategies can lead to both resistance from users
(Haddara & Moen, 2017), as well as underutilisation of the provided technology
(Raisian & Yahaya, 2014), needs to be addressed. The prospect of Al technology,
through the examples of search engines and chatbots, presents opportunities to in-
crease performance of SSTs (Bider, 2023), while also enhancing the user experience
(Barone & Stagno, 2023). Overall, all theories highlight the need for a user-centric
approach to improve adoption and optimise usage of SSTs.

Adoption is not only connected to the perception of individuals, but also deeply in-
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tertwined with organisational processes and operations. Introducing new technology
is always part of a change management process, necessitating initial steps like en-
gaging stakeholders through dialogue (Nonaka & Takeuchi, 1995), and establishing
a collective will within the organisation to change as well as a shared vision (Kotter,
2012). Embracing a people-centric view of the change process (Schumacher et al.,
2016), and leveraging agile methodologies (Bergmann & Karwowski, 2019), can sig-
nificantly enhance the prospects of implementing technological changes rapidly and
successfully. This is also something to consider when looking into Al-powered solu-
tions (Janssen et al., 2021). By incorporating key concepts from these frameworks,
companies can construct an organisational foundation that fosters technological ad-
vancements.

When introducing organisational changes, such as the integration of new SSTs,
achieving widespread adoption and optimising usage is an intricate task. This
process entails effectively communicating the established vision to a broader user
base, thereby fostering employee acceptance (Kotter, 2012). Even with employee
acceptance, organisations must ensure that users are equipped with the necessary
toolbox to utilise the systems effectively (Hiatt, 2006). The full potential of techno-
logical systems, like SSTs, can only be reached when individuals are able to apply
explicit knowledge in practical scenarios, refining their skills, and enhancing their
problem-solving abilities (Nonaka & Takeuchi, 1995). Ultimately, organisations and
employees need to embed the knowledge into the culture (Kotter, 2012), reinforcing
continuous learning and development.
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Research Method

3.1 Research Strategy

The research strategy utilised in this study adopts a qualitative method, prioritising
the use of words and images over quantification in both data collection and anal-
ysis (Bell et al., 2022). Qualitative research allows researchers to explore complex
phenomena in-depth and gain a rich understanding of the context and perspectives
(Creswell & Zhang, 2009). It is particularly useful for studying topics where little
is known or where quantitative methods may not capture the full complexity of the
phenomenon. Due to the unexplored nature and lack of research with regards to
the topic, as highlighted in Section 1.3, an explorative approach will be chosen in
accordance with the theory from Bell et al. (2022).

For this study, the chosen research approach is abductive reasoning. Bell et al. (2022)
explain that this methodology is suggested as a means to address the constraints
linked with both deductive and inductive reasoning. Abductive reasoning involves
formulating questions based on unexpected insights that arise when researchers en-
counter empirical phenomena unaccounted for by current theories. As Bell et al.
(2022) highlight, this process typically entails a continuous exchange between data
and theory, creating an iterative cycle of collecting data and developing theory. Em-
bracing this iterative approach means that both theory and data collection evolve
continuously, each shaping and informing the other as the research progresses. Ad-
ditionally, employing abductive methods offers enhanced flexibility when forming
theories based on data, thus accommodating unexpected findings. When analysing
the collected data, researchers are required to choose the most suitable explanation
from among competing interpretations or explanations (Mantere & Ketokivi, 2013).

To gain an initial understanding of the company and business context, seven ex-
ploratory interviews of 50-60 minutes were conducted with six Mélnlycke employees,
see Table 1. The initial interviews were unstructured, as the aim was to keep them
informal, and very similar in character to a conversation, aligning with ideas from
(Bell et al., 2022). Several topics were addressed during the interviews, such as the
interviewees’ roles, their involvement with SSTs, and current pain points. This ap-
proach, guided solely by a list of topics or issues, corresponds well with the theory of
unstructured interviews outlined by Bell et al. (2022). Moreover, unstructured in-
terviews are useful to enhance the knowledge of the researchers and to discover new
areas in which to conduct further research. These interviews were also combined
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with research of internal data and non-academic documents. As Denscombe (2017)
explains, using documents offers several advantages, including cost-effectiveness and
improved access to data.

Table 1: List of exploratory interviews at Molnlycke.

Role Date ‘ Duration ‘
Director - GBS Service Desk, Automation & 94-01-11 9 % 60 min
Process Excellence
Product Owner ServiceNow 24-01-24 60 min
Service Desk Tech Coordinator 24-02-08 50 min
Global Techpology Manager - People 94-02-12 60 min
Projects & Processes
Global Process Developer - Service Desk 24-02-19 60 min
Solution Delivery Lead Infrastructure & 94-02-21 50 min
Workplace

3.2 Research Design

The chosen research methodology for this thesis is a single case study. Denscombe
(2017) highlights that case studies offer a comprehensive approach to exploring com-
plex realities in-depth, which is applicable to this report. Furthermore, case studies
typically focus on relationships and processes within social settings, aiming to un-
derstand not only the dynamics of the setting but also the underlying reasons for
phenomena. This aligns with Yin (2018)’s concept of explanatory case studies, which
prioritise understanding why and how certain events occur. Since the study aims
to understand how companies can leverage adoption and usage of SSTs to enhance
their ESM framework, conducting a case study is appropriate.

While case studies can facilitate broader insights into specific topics, a notable weak-
ness of the method is its potential lack of external validity and generalisability (Bell
et al., 2022). However, Eisenhardt and Graebner (2007) present a contrasting per-
spective on the generalisability of case studies, suggesting that the primary purpose
of case studies is to generate theories rather than to test them. This line of reasoning
finds support from other prominent researchers in the field, including Denscombe
(2017) and Yin (2018). Lastly, Eisenhardt and Graebner (2007) claim that con-
ducting a single-case study can lead to the development of more complex theories
compared to multi-case studies, as it allows for a greater level of precision and depth
in the analysis.
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3.3 Data Collection

The primary data collection method employed for this thesis involved conducting
semi-structured interviews, a process explained in the following section. Addition-
ally, two sampling techniques were utilised, namely snowball sampling and theoret-
ical sampling, both of which are elaborated upon below.

3.3.1 Semi-Structured Interviews

Continuing the work, 32 semi-structured interviews of 35-60 minutes were made, in
accordance with recommendations from Bell et al. (2022) for qualitative studies. A
summary of these is provided in Table 2. Interviews were held with employees who
were working and were responsible for the SST tools at Molnlycke. Additionally,
regular employees in various roles and countries were interviewed to get different
perspectives from the broader user base. Two people outside the company were also
interviewed, a product owner of ServiceNow at a large, Gothenburg-based, company
(R18), as well as an external consultant (R24) who previously was responsible for
implementing the Finance module within the MSP. Employing semi-structured in-
terviews enables the interviewer to steer discussions toward specific topics while also
allowing respondents to freely express their thoughts (Bell et al., 2022). Although
guided by a general interview framework, questions were not always asked in the
same sequence, and additional questions were added when the conversation diverged
into interesting topics. As people from different departments at Moélnlycke were tar-
geted for interviews, the content of the questions was also adjusted accordingly. This
method for data collection is supported by Denscombe (2017), as the aim of the re-
port is to generate new ideas. Kvale (1994)’s taxonomy of different question types
provided inspiration for the two interview guides, which can be found in Appendix
A. When creating the interview guides, the contextual background at Molnlycke was
combined with the theoretical framework to shape the foundation of the templates.

Table 2: List of semi-structured interviews.

Interviewee Role ‘ Date ‘ Duration
R1 Service Desk Lead 24-03-19 60 min
R2 Service Manager I'T 24-03-21 60 min
R3 Service De}s)l;ég(e)(;isjist & RPA 94-03-21 60 min
R4 Lead Service Manager IT 24-03-22 60 min
R5 External System Administrator GBS 24-03-22 60 min
R6 Director Applied Data Science 24-03-25 60 min

Continued on next page
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Table 2 — Continued from previous page

Interviewee Role ‘ Date ‘ Duration

R7 Service Manager 1T 24-03-26 | 60 min
Solution Delivery Lead - People .

R& Procurement & Sustainability 24-03-26 o0 min

R9 Product Owner ServiceNow 24-03-27 60 min
Director - GBS Service Desk, .

RI10 Automation & Process Excellence 24-03-27 | 60 min

R11 External Service Desk Technician 24-03-27 60 min

R12 Head of Global Service Desk 24-04-02 60 min

R13 Global Techpology Manager - People 94-04-02 60 min

Projects & Processes

R14 Operations Analytics Director 24-04-03 50 min
Solution Delivery Lead - Customer .

RI5 Communication & Marketing 24-04-03 60 min

R16 People Service Specialist EMEA 24-04-03 50 min

R17 Global People Technology Intern 24-04-04 40 min
Product Owner ServiceNow - Large .

R18 Gothenburg-based company 24-04-09 55 min

R19 Manager Physical Testing & Method 94-04-09 35 min

Development HQ

R20 Executive Assistant HQ 24-04-09 | 45 min

R21 Global Process Developer - Service Desk | 24-04-09 60 min

R22 Management Assistant EMEA 24-04-11 40 min

R23 Scientist APAC 24-04-12 40 min

R24 External Product Manager Finance 24-04-12 50 min

R25 Territory Sales Manager US 24-04-12 40 min

R26 Regulatory Affairs Manager APAC 24-04-15 35 min

ROT Global Learning & Development 94-04-15 60 min

Manager
R28 Region Manager US 24-04-16 35 min
R29 Executive Assistant US 24-04-16 | 40 min

Continued on next page
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Table 2 — Continued from previous page

Interviewee Role ‘ Date ‘ Duration
R30 Territory Sales Manager US 24-04-16 | 40 min
R31 Commercial Excellence Manager EMEA | 24-04-17 | 40 min
R32 Territory Sales Manager US 24-04-17 | 40 min

To ensure complete recollection of findings, all interviews were recorded and tran-
scribed. Bell et al. (2022) explain that recording interviews is desirable in order to
recollect not only the information gathered, but also how it was said. It also reduces
the likelihood of the data being influenced by researchers’ memory or personal bi-
ases. Recording and transcribing also eliminates the need to take extensive amounts
of notes during the interviews, allowing the interviewer to be more attentive and
pose insightful follow-up questions (Bell et al., 2022).

An issue with recording interviews can be that some interviewees refrain from dis-
cussing certain topics due to concerns about having their personal views or perspec-
tives recorded (Bell et al., 2022). To avoid this, respondents were informed that
only their job title and business unit would be featured in the report. Although
as many interviews as possible took place face-to-face, logistical constraints meant
that several interviews had to be conducted through Microsoft Teams.

3.3.2 Sampling

According to Bell et al. (2022), sampling constitutes a crucial stage in qualitative re-
search. This study has utilised two sampling techniques, namely snowball sampling
combined with theoretical sampling. Bell et al. (2022) explain snowball sampling
as making initial contact with a small group who are relevant to the topic and then
leveraging this network to establish further contacts. Based on the exploratory in-
terviews and examination of role descriptions, 10 initial interviewees were identified
as the most relevant to the research topic. Further, through the iterative process
of snowball sampling, the participant pool was then gradually broadened, thereby
ensuring the inclusion of many perspectives within the study.

Bell et al. (2022) highlight that there is no set number of interviews required in
qualitative research. Consequently, theoretical sampling was employed to under-
stand when all insights had been found. Theoretical sampling involves a continuous
process of sampling and theoretical reflection on the data until theoretical saturation
is achieved (Bell et al., 2022). Saturation occurs when further data collection does
not contribute to the emergence of new theoretical insights.
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3.4 Data Analysis

Thematic analysis is frequently recognised as one of the most prevalent methods for
analysing qualitative data, according to Bell et al. (2022). It involves systematically
identifying, analysing, and interpreting patterns or themes within the data, allow-
ing researchers to gain deeper insights into the underlying meanings captured in the
data (Clarke & Braun, 2017). In order to determine whether a pattern observed in
the data qualifies as a theme, Ryan and Bernard (2003) present multiple criteria in-
cluding repetitions, metaphors and linguistic connectors, which this thesis will use.
Among these, repetition is the most common indicator used to determine whether
a pattern observed in the data qualifies as a theme Bell et al. (2022). However, it
is important to note that repetition alone does not mean a concept qualifies as a
theme, it must also be directly aligned with the research objectives.

As highlighted by Clark and Braun (2017), thematic analysis is a dynamic process
that involves ongoing reflection on the identified themes. An iterative approach al-
lows researchers to dig deeper into the themes, examining their relationships. By
continuously reflecting on these themes, researchers can decipher patterns as well
as identify any gaps or inconsistencies within the data. This process enhances un-
derstanding of the collected data and facilitates the development of more nuanced
insights during the analysis.
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Empirical Results

The empirical findings from the 32 semi-structured interviews are detailed in the
following chapter. Initially, an overview of the current system and scope of SSTs
within Molnlycke is provided. Subsequently, three subsections are presented, each
focusing on one of the research questions.

4.1 Current System and Scope

When analysing the current adoption and usage of the MSP, Molnlycke has seen an
increase when there was a large information campaign of the platform and also when
more countries were onboarded. However, as of late the numbers have now flattened
out, R9 explains. Another ServiceNow product owner at a large company based
in Gothenburg, R18, mentioned that their primary challenge was tied to system
adoption, identifying it as the largest challenge related to SSTs. Out of Molnly-
cke’s total workforce of 9,000 employees, approximately 3,000 unique users access
the system every month. Currently, around half of the employees, who possess their
own laptops, comprise the target group. Several respondents responsible for the
MSP mentioned that the target audience for the MSP in theory is every employee
in the company, which proves that Moélnlycke needs to improve the adoption of the
platform in order to harness its full potential. As one respondent highlighted when
asked about the intended user group:

“Anyone at Molnlycke who uses a solution or has questions about a ser-
vice or similar, they should use it.” - R2

As the GBS is a support organisation, its overarching goal is to provide high ser-
vice quality to the employees, ensuring the smooth functioning of the organisation
and supporting its core operations. This ambition was also highlighted by a key
employee for the MSP:

“The goal is to provide employees with the right information at the right
time, freeing up their time, resulting in more satisfaction among employ-
ees.” - R21

A key element of having a high service quality is linked to the quality and usage of
knowledge articles. Molnlycke currently has multiple different types of knowledge
articles. As explained by R11, some are only for service desk technicians, while
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others target managers or regular employees. As of today, the majority of the ar-
ticles are targeting service desk technicians with the aim of helping them to solve
tickets, while those directed at employees offer straightforward "how-to" guidance.
R12 mentions that Moélnlycke currently focuses too little on employee articles which
might hinder the adoption of users.

Articles can be either local or global. Local articles are available in the local lan-
guage, while all global articles are written in English. To access and find these
knowledge articles, employees can go to the MSP and use the search bar for topics
they are interested in, they could also find knowledge articles using a catalogue and
click themselves to the right place. However, it is noted that people working with
the MSP in the back-end prefer employees to use the search bar instead of clicking
through the catalogue structure. This preference stems from the belief that using
the search functionality often yields quicker and more precise results, allowing easier
access to the right information.

The platform is currently used primarily by employees to send in tickets and as one
respondent mentioned:

“The MSP is not user-friendly for the end-users trying to find articles
compared to opening a ticket, and the platform is built in a way that
encourages employees to open tickets instead of searching for knowledge
themselves.” - R27

Others think that the platform currently is working well enough or even great. Some
who have been with the company for a longer time mention that they have seen many
improvements since the system was introduced and the new employees only see the
current product. This was further highlighted by both R4 and R10.

“Two and a half years ago, our MSP was chaotic. Now, there is a signif-
icant difference in layout; UX/UI teams have supported interface design,
colours, and click reduction.” - R4

“The MSP is much more usable now compared to before, but it still feels
outdated.” - R10

As of today, many employees are using alternative solutions, where asking a col-
league or directly sending a ticket are the two of the most prominent ones. The
reason for this could be many, but several employees note difficulties in using the
MSP for knowledge articles.

“It is really hard for end-users to use knowledge articles, people are not
even thinking of using them when they are having problems or questions.”
- R3

“I am not always successful in finding the information I want through
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the MSP. When this happens I send my question to my contacts in the
respective area.” - R14

“I think the MSP is hard to use and not user-friendly.” - R12

But not everyone has the same perception of the platform, some think it is a great
tool for employees.

“For English-speaking office users, MSP knowledge articles are great, a
top-level resource.” - R1

“I use the knowledge articles a bunch, that is probably the most helpful
thing [of the MSP].” - R25

The GBS team has put improving knowledge as a priority this year, aligning with
one of their current strategic pillars, digitalisation. Molnlycke wants to be at the
forefront of the industry with regard to digitalisation, both externally but also in-
ternally. Having a good functionality of the MSP could be a key solution to improve
efficient working processes and therefore spend more time on value-adding activities.

“Mélnlycke is doing quite okay, but has a big room for improvement.” -

R11

4.2 Factors Influencing Adoption and Usage

Based on insights from the interviews, seven key factors that influence adoption and
usage of employee SSTs have been identified. Each of the factors is elaborated upon
below.

4.2.1 Speed of Answers

Many of the respondents highlight speed of getting answers as the main motivation
to adopt and continue to use a SST platform. As highlighted by R6, time is a pre-
cious commodity, and people are often pressed for it due to their busy schedules.
Therefore, when they turn to SSTs, they expect it to provide them with solutions
or information swiftly and without unnecessary delays.

“A big advantage of self-service is getting an immediate response, instead
of having to wait one or two days for feedback on a ticket.” - R7

Specifically, the tool needs to be quicker than alternative solutions or else people will
default to sending tickets or reaching out to someone they know. If a self-service
platform does not deliver timely solutions, users may become frustrated and dis-
engaged, potentially leading to decreased trust and utilisation over time. People’s
patience is limited, as highlighted by R14, as thus ensuring that the platform is
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quicker than alternatives is critical for maintaining user satisfaction and engage-
ment. By prioritising speed, SSTs can enhance the overall user experience, saving
users time and effort and fostering a positive perception of the platform. R17 further
points out that resources can be freed up by providing users with faster solutions
through an SST platform, something R14 also mentions.

“A significant amount of time has been dedicated to answering questions
in the past. Having instant access to answers is highly beneficial.” - R14

The element of speed seems to be most crucial for people working in sales. As these
people spend a lot of time on the road and in sales meetings. In particular, I'T is-
sues carry heightened urgency for them, as problems with essential tools could ruin
a valuable sales opportunity.

“We salespeople are often on the road, or meeting customers, and there-
fore require swift assistance. Our primary goal is to sell products. Imag-
ine being with a client and unable to open Salesforce—each moment lost
could mean a missed sale.” - R32

4.2.2 Information Accuracy

A factor that several respondents touched upon as crucial for adoption and usage is
how easy it is to find the information you are looking for through the platform. The
product owner of ServiceNow, R9, argues that accuracy is one of the most important
things for the credibility of the platform. There exist contrasting views within the
company on the current state of the MSP with regards to accuracy. Both R2 and
R31 think finding articles through the search function is easy. This perspective is
also shared by others:

“People can definitely find the information they require easily. It is just
about knowing what to search for.” - R1

R1 nuances his view by adding that language barriers or not knowing the name of
a system can be challenges for people trying to find articles through the MSP. The
Head of Global Service Desk, R12, also sees language as a large issue as many peo-
ple are not comfortable searching or reading in English, whereas all global policies
are written in English. Many respondents say that they experience getting a large
number of irrelevant results when trying to search for knowledge articles.

“When I search in the MSP, I often encounter challenges in finding the
information I need. For erxample, last week, I faced an issue with my

phone that I expected to find a solution for easily. However, despite my
efforts, I couldn’t locate the right article.” - R15

R14 frequently resorts to either submitting a ticket or reaching out to his contact
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in the relevant area when the search function fails to provide relevant results. This
workflow seems to be common practice among end-users as noted by R25 and R32,
both Territory Sales Managers in the USA. R13 underlines that employees have ex-
pectations of the search function that currently are not met by the platform, thus
leading to a frustrating experience.

“People expect it to work like Google because it looks like Google.” - R13
The technical functionality of the search function of the MSP is explained by R17.

“When searching, certain words carry more weight than others and the
system looks for those keywords. We also add extra keywords, called meta
tags. [...] If you misspell a word, it affects the results too. Some arti-
cles have tons of keywords, which keeps them at the top of the list.” - R17

R27 also sees a mismatch in the name of certain policies in contrast to what people
would actually search for. While the policies may have formal or technical names,
they may not align with the language or terminology that users naturally employ
when seeking information. As a result, users may face obstacles in locating relevant
content, leading to frustration and inefficiency.

“People searching for information would never look for statutory mater-
nity entitlement, they would just say: I'm pregnant, what do I get paid?”
- R27

Multiple respondents have also pointed out the issue of certain articles consistently
ranking at the top. The reason for this is that some countries have made efforts
to address the searchability challenge, R27 explains. They achieve this by consoli-
dating numerous articles into a single, easily accessible document and incorporating
hyperlinks to direct users to their intended destinations. Additionally, teams have
also begun adding the country name to the start of every article name for easier
searchability. R13 underscores that working with meta-tagging has been a key focus
to try to improve searchability for the articles that belong to the People Services
function. On the contrary, R12 noted that the I'T service desk has not worked ex-
tensively with keywords or meta-tagging.

4.2.3 Reliability of Presented Information

Another critical factor identified in relation to SST usage was reliability of the pre-
sented information. If employees are trying to help themselves, but are getting
outdated information, it could lead to issues and problems for the company or em-
ployee. R8 argued that having access to reliable information in SSTs is the most
important factor combined with a self-help culture. R6 also thought having reliable
information was crucial for the success of SSTs, and called it a basic necessity. When
information is good and reliable, R8 mentioned that they would be willing to spend

37



4. Fmpirical Results

some extra time searching for information.

It is clear that reliable information is essential for SSTs, but are the knowledge ar-
ticles in the MSP up to date and accurate?

“I have searched for certain things, sometimes the articles are not acces-
sible, other times out of date, or with non-functioning links. It needs to
be better, otherwise I will send tickets directly.” - R6

“To elevate the MSP, you really need to look at the articles. The quality
of the articles is important and can be improved.” - R24

“Some articles have dead links or very old information |[...] Some teams
have done really well to update the information.” - R29

During the second half of 2023, the People Services function put a lot of resources
into going through all of their 1,400 knowledge articles with the goal of simplifying
information, removing old articles and combining several articles into fewer. This
resulted in the number of articles being reduced by 400, without removing any cru-
cial information. Multiple respondents have been underscoring that they think it
is easier to find reliable knowledge articles from the People Services function which
could be due to the clean-up of articles.

“I find it quite easy to find relevant and up-to-date information, specif-
ically from the People [Services| function. This could be information
about bonuses.” - R2

“Of the articles I look for, 9 out of 10 times they are up to date and
useful.” - R13

Following the collaborative effort, if employees responsible for managing the Peo-
ple Services articles consistently can keep them updated, Molnlycke’s workforce
will have access to reliable information. With the ServiceNow system, an owner of
articles can get alerts when articles need to be reviewed after a fixed amount of time.

“MSP articles are flagged after a certain period of time and you get an
alert to say it needs to be reviewed. Additionally, we try to update the
articles when something might have triggered a change in the company,
lastly, it was triggered by the new values being launched.” - R27

“I manage articles for the Italian market, updating articles, identifying
and retiring outdated information. This can for example be done after I
get feedback on the articles from employees. I also try to improve arti-
cles’ attractiveness and make it more concise and clear.” - R16

Currently, I'T and GBS do not use the article flagging function, nor have they put
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in additional resources to improve the quality of the articles as the People Service
function did, but aim to do so in the future. Therefore, there are a lot of articles
with outdated information in them.

“The quality of the knowledge articles is okay. However, some articles
are very old, old groups, links, and include information about former
colleagues. [...] Updates are needed.” - R7

4.2.4 Ease of Use

A recurring topic when speaking to people all across the company is the importance
of how easy the platform is to use. As explained by R10, having users click through
a complex catalogue structure will drastically detract from the user experience. R24
argues that the essence of a user-friendly platform lies in its ease of use. Addition-
ally, R4 states that getting fast and easy help from the platform inclines people to
use the platform more, thus improving adoption organically. Users expect answers
to be readily available and presented directly, without unnecessary complexity. A
seamless experience is characterised by a clear input-output relationship, where ac-
tions and responses are intuitively linked.

“The platform should be intuitive, enabling users to express their needs
without the constraint of specific terminology.” - R10

“Overall, I would say the platform is user-friendly. Although sometimes
if you do not know what to ask for, navigating it can be hard.” - R32

R15 finds that the current knowledge articles leave much to be desired. They are
filled with ambiguously written language and overlook the needs of the intended
audience. The author, while very knowledgeable about the system, often fails to
effectively communicate information that is understandable to end-users. If the
articles were written in a way that everyone understands, the same text can be
maintained for all personas. Additionally, R15 highlights concerns regarding lan-
guage usage:

“There is a lot of jargon on the platform, for example the abbreviation
SME has a different meaning internally, [Subject Matter Expert], than
externally [Small and medium-sized enterprises].” - R15

A good interface also plays an important role in facilitating this interaction, provid-
ing users with a visually appealing and easily navigable environment. R4 highlights
that in order to provide a good user experience, the design of the platform cannot be
done by someone from IT as the intended users have much less technical knowledge.
Focusing on user experience is important to achieve good adoption and optimise
usage and R12 believes the focus is lacking in its current state.
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“The MSP is not designed according to the user’s needs. I work in IT
support myself, and I struggle with it. If I can’t use it, how should others
be able to?” - R12

4.2.5 Convenience

The convenience of accessing answers anytime and anywhere was widely recognised
by respondents as one of the most significant advantages of having an SST platform.
Moélnlycke has made efforts to increase the convenience of the MSP by for example
adding an icon on the desktop of all laptops and introducing a mobile app. R9 high-
lights the importance of allowing employees to access the platform from many places.

“MSP shortcuts are scattered across various platforms, making them im-
possible to overlook. We must meet users where they are, such as inte-
grating MSP access into the Teams app” - R9

R16 explains that as she is alone within her function in supporting her area, having
a good self-service option available when she is away or not available is very useful.
This view is shared by R27 who highlights that a SST allows employees to get help
without relying on the availability of a support person.

Several respondents also expressed that they want to be able to help themselves as
much as possible. The motivation behind this wish can be perceived autonomy as
well as great satisfaction when being able to solve their own issue without help. R15
further emphasises that being able to get a fast response without taking up the time
of someone else is a big motivator to use SSTs.

“Speed, control, the ability to do it on your own schedule—these aspects
all contribute to a good user experience” - R20

“I value being independent, handling things myself while not bothering
others too much. It helps keep things running smoothly and gets things
done faster.” - R15

Along with speed, convenience is seen as the most important factor for people work-
ing in sales. R12 stresses that 60% of Molnlycke employees globally do not sit in
sales offices and uses the USA as an example of a sales-driven organisation. With
this in mind, catering to the needs of end-users in sales becomes evidently impor-
tant. Some people also operate in time zones that do not align with the support
staff, and thus convenience is important.

“Accessing resources such as the MSP outside of customer interactions
or during late hours is crucial.” - R32

“We are ahead of everybody else, so one of our biggest pain points is
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sometimes having to wait until lunch to get our problem solved. That
can be very frustrating.” - R26

Territory sales manager, R25, suggests adding an additional desktop shortcut for the
self-help guides and improving the usability of the app as two potential improve-
ments to increase convenience for people in sales.

4.2.6 Knowledge of System

The adoption of a system, regardless of its speed, user-friendliness, and reliability,
depends on people being aware of its existence. Another problem could also be that
people only have limited knowledge of the system, not understanding the full poten-
tial of it, which could lead to underutilisation and ineffective usage. Therefore, even
with around 3,000 unique employees using the MSP every month, a crucial step to-
wards increasing adoption of the system is ensuring a comprehensive understanding
of the MSP’s scope and existence. This point was emphasised by R7, who described
it as follows.

“You can have really high-quality knowledge articles, but if users are not
searching [using the system] for them, they become useless.” - RT

“Employees do not actively look for knowledge articles because many of
them are unfamiliar with the term and the system.” - R10

During interviews with Molnlycke’s employees, a significant lack of awareness about
the MSP system was evident. One interviewee, present in a smaller office in Europe
highlighted the following;:

“Some do not even know what the MSP platform is, maybe because they
do not experience many issues or care to use it. Instead, I think many

only use [Microsoft] Outlook and Edge.” - R1

While nearly all employees were familiar with the ticketing function on the MSP due
to Molnlycke removing many local IT desks a couple of years ago, many mentioned
that they had never used the knowledge articles or were unaware of their existence
altogether. Some elaborated on why they lacked knowledge or interest in the sys-
tem, some referred to a lack of education, and going through alternative routes, and
some did not think that it was a part of their job to solve their own problems.

“Maybe people are using it [knowledge articles] but I am not aware of
them. I would go straight directly to their manager or the local I'T when
I have problems. Sometimes it is hard to understand what to do [when
experiencing an issue or question/, and therefore I go directly to local

IT” - R23
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“I've seen it [the knowledge articles] pop up, but to be honest with you,
I've never explored it. Maybe this is just my personal opinion, but I think
having the accessibility to talk to somebody through it could happen a lot
faster than maybe my capabilities of finding a solution to an issue. [...]
I am not an IT technician.” - R30

“It’s not a platform [MSP] that I think that we in the US, or at least
my team, has not necessarily been trained to use or had a reason to use
[knowledge articles|. I haven't realised that I can use that MSP portal
from that perspective [self-service]” - R32

4.2.7 Culture and Demographics

The nature in which people from diverse backgrounds and with varying prerequisites
engage with SSTs has become apparent through responses from participants. Cul-
tural nuances have the potential to significantly influence the adoption and usage of
tools like the MSP. According to R5, cultural differences drastically alter how peo-
ple interact with websites and how they want to search for information. R11 noted
that individuals in Sweden tend to exhibit a problem-solving attitude, displaying a
greater inclination to resolve their own issues. This observation aligns with findings
from data collected by R17.

“In terms of view counts and ratings, HQ), UK, and Northern Europe
stood out significantly.” - R17

R1 explains that some countries want quick fixes to their issues while others require
more solid troubleshooting. Additionally, some countries have traditionally relied
on support personnel or preferred alternative communication channels outside the
Molnlycke ecosystem, due to ingrained habits and preferences. Although the con-
cept of accommodating diverse user patterns based on cultural differences has been
discussed within Molnlycke, as mentioned by R15, concrete steps to implement such
adaptations have yet to be taken.

Language has also proven to be a large barrier and Mélnlycke has lately pivoted to
a new approach.

“The initial intention was for everyone to use English as it is the com-
pany language. Howewver, this proved to be quite challenging, leading us

to provide support in many different languages.” - R10

As explained by R12, the priority for all employees is not that their English is per-
fect and local language support is therefore needed. This is exemplified by R31.

“In regions like East Germany, the language barrier can pose a signif-
icant challenge when it comes to searching [for knowledge/. |[...] The
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solution needs to be providing local language support.” - R31

Many countries have local knowledge articles in the local language, whereas global
articles are all in English. This can mean difficulties for people to get and under-
stand the information. R15 adds that many users prefer accessing information in
their native language, but R14 brings up the challenges of providing all information
in local languages.

“Language is a tricky issue overall as translating takes a tremendous
amount of time. [...] English is the main language, so we have to stick
to that. Translation should not be automatic but rather on request, sim-
ilar to the approach of Sweden’s municipalities.” - R14

Several respondents call attention to how age can change how people react to the
implementation of SSTs. R2 notes that older individuals may not be as comfortable
using technology to find information compared to younger generations. Likewise,
R3 shares a similar perspective, mentioning that long-time employees may find it
challenging to transition to new work methods due to their familiarity with older
processes and systems. The notion of age playing a role in how people react to SSTs
is also observed outside the Molnlycke context.

“Younger individuals tend to find it [SST] more intuitive and efficient,
often preferring text communication and automation over phone calls.”
- R18

The level of an individual’s familiarity with technology significantly influences their
utilisation of SSTs, often referred to as their tech savviness. R3 is of the opinion that
some people refrain from using the MSP due to unfamiliarity with the system and
that encountering error messages often triggers panic. R11 underscores the prefer-
ence of many individuals for phone support, seeking guidance through each step for
reassurance. R12 points out the challenge posed by end-users technical inexperi-
ence, further complicated by language barriers. They also underscore that different
countries have different applications dominating the information ecosystem, with
WeChat in China being the clearest example. Consequently, individuals naturally
lean towards using these systems for work, preferring them over alternatives that lie
outside their societal ecosystem. R18 proposes this as a solution:

“Copying what people do personally can lower barriers to adoption. Fa-
miliar interfaces reduce the need to learn new systems, making the tran-
sition smoother.” - R18

Lastly, R2 emphasises that the biggest differences in terms of adoption and usage of
SSTs have to do with individual preferences. They further note that searching for
information is a mindset, highlighting how curiosity and self-sufficiency have become
increasingly important traits for employees in recent decades.
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4.3 Organisational Enhancements to Improve the
Identified Factors

This subsection outlines six ideas of ways Molnlycke as an organisation can imple-
ment to improve the identified factors discussed in Section 4.2, ultimately increasing
adoption and usage of employee SSTs. The themes have been identified by drawing
insights from interviews and are explained below.

4.3.1 Building a Business Case

To be able to successfully implement SSTs for employees, companies need to in-
vest and prioritise such systems. However, as many respondents explain, this is a
challenging task. Employees at Molnlycke responsible for the MSP have mentioned
that they lack resources to further improve the platform and do not have time to
prioritise work with knowledge on the platform.

“The reason knowledge is deprioritised is because there are other tasks
that must be done [e.g., switch and onboard new IT-supplier| which are
more important. Since we don’t have a crisis situation for knowledge, it
keeps getting deprioritised over and over.” - R21

“Knowledge always gets kicked down the road, but it’s not burning. It all
comes down to priorities.” - R9

The reason for not prioritising knowledge enough can be tied to GBS’s tight budget.
This leads to fewer full-time employees within the team, and with certain respon-
sibilities of the GBS function, other things get a higher priority. R10 explains this
issue further.

“We [GBS] have a shoestring budget, the absolute minimum, for both
development and operations. There’s an understanding of what Servi-
ceNow can offer from the executive team but we lack support in terms
of resources, expertise, and permanent staff. I understand that anything
that isn’t core business or directly tied to more sales is challenging to put
resources into. [...] However, if maintenance is neglected consistently [in
terms of financials/, it becomes the new baseline. Then, when you want
what you “should” have [in terms of financials/, the answer is no because
it costs too much; people look year over year instead of what the business
actually requires.” - R10

Other employees who are working with knowledge but not within other context
than the MSP experience similar problems of getting money for knowledge. They
experience that the executive leadership team see it as a cost, rather than an invest-
ment, and therefore have trouble getting the buy-in from management. However,
this picture is not shared by everyone working in the knowledge sphere. R14, who
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has been responsible for implementing several chatbots, argues that knowledge is
not deprioritised and that you have to build a good business case if you want the
support from the executive leadership team. To do so, relevant KPIs are needed.

“I think that you can measure the impact of knowledge, both hard and
soft values. This could be fewer tickets, more sales meetings, and less
stress of having a non-functioning computer.” - R12

“We [Molnlycke’s employees| spend so much time on trivial matters. If
everyone constantly needs to search around for information and spend
too much time on this, it costs a lot of money for Mdlnlycke. [...] I
think that you could measure the impact of knowledge with time saved
and productivity. Large companies are generally nonchalant about time
for employees, but for consultants, it’s very important to measure.” - R15

This is further highlighted by R24, who argues that concrete business cases are all
about the numbers and the savings for the company. Number of tickets, number of
unique users, and number of views of articles can all be KPIs to analyse, but also
looking at employee satisfaction is important.

“How much faster can employees get help and how is their satisfaction
with the solution? You could use focus group sessions to analyse. Pre-
viously agents might have spent 30 minutes to fulfil a request, whereas
with automation it can be done in 5 minutes. That is how you get man-
agement support.” - R24

Another interesting topic brought up by some interviewees is linked to how com-
panies can get the support from executive teams. R6 and R18 both mention that
external trends impact the company’s decision making, which can be positive for
future investments in the MSP.

“The external view has an impact on decision-making. The ELT [Ex-
ecutive leadership team] now has a sense of urgency regarding digital
solutions. Strategy has changed from keeping the light on, to more new
ventures, new digital solutions and quicker decision making.” - R6

“It [knowledge management] was very bad, until I could leverage LLMs
as oil. Business leaders are often following buzzwords. [...] Today the
language is knowledge. We do not own the model, but we can affect the
knowledge.” - R18

4.3.2 Change Management Processes

Implementing SSTs marks a substantial change for the company, as many respon-
dents emphasised. They also stressed the importance of having clearly outlined
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change management processes to ensure successful implementation. R10 explains
that Molnlycke has a change management framework that is not frequently used,
and presents an issue related to the process.

“The lack of prioritisation leads to a scenario where everything is deemed
important, yet nothing receives proper focus. Change management is of-
ten sidelined because it’s perceived as lacking immediate value.” - R10

R4 has a similar experience, emphasising that the company sees that knowledge
management is something that should just exist, lacking a sense of urgency. They
further note that Molnlycke lives off its high-quality products but may lack a bit of
forward thinking. Both R3 and R13 highlight the lack of dedicated knowledge man-
agers as a potential improvement. R8 emphasises that Molnlycke adopts the same
approach to many processes, which might not be best practice, and R13 explains
reasons that structure is sometimes lacking.

“We have an RED QA [Quality Assurance] approach but should strive
to be more entrepreneurial, especially when it comes to digital changes.”
- R8

“We are prioritising digitalisation and growth initiatives, but there’s less
emphasis on change management. |[...] Change is often incremental and
handled incrementally as well.” - R13

There have been adaptations in how change is managed, R15 notes. The resource
allocation process has become more agile, emphasising iterative work over the tra-
ditional waterfall approach. They still agree that the approach could become more
flexible. R14 believes there is a focus from top management on change management,
taking the company’s values as an example. However, he also sees challenges.

“Implementing change is one thing, navigating how individuals respond
to it is another. Some prefer familiarity and stability and there are often
uncertainties of how the change will affect people’s positions and work-

load.” - R14

A number of respondents stress the importance of swift change implementation at
Molnlycke, with diverse perspectives on the current state of affairs.

“The pace of change is accelerating. Several years ago, we weren’t even
discussing these digitalization improvements. [...] We can leverage this
momentum to embrace a more digital way of working and enhance effi-
ciency.” - R14

“We’re sometimes not changing fast enough, especially when it comes to
tech-related matters. It has started to get better.” - R6
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Some respondents pointed out that there are often many steps to get information
published on the MSP and that the process is hindering an agile mindset. R13
acknowledges that Molnlycke is good at handling change when compared to larger
scale organisations, but that the consensus-driven decision-making process hampers
the speed of change. R24 also notes shortcomings related to decision making.

“Changes were not happening fast enough, no. [...] Decision making was
generally not fast nor concrete.” - R24

Concerns from respondents have also been raised on the implementation and follow-
up of changes happening at Molnlycke. R4 points out that there’s often initial
enthusiasm for new changes, but the company doesn’t always follow through to
completion, abandoning them halfway through implementation when other priori-
ties arise. This view is also shared by others.

“Molnlycke is initiating numerous changes, but struggles to see them
through to completion.” - R3

“The change journey begins with excitement and inspiration, but as re-
ality sets in, there’s often a dip that takes significant time to overcome.”

- R9

Communicating change and getting all employees on board with new practices and
processes is essential to achieve the desired results, as noted by several respondents.
R6 explains that their team puts great effort into preparing and communicating
change, taking help from the communications team to spread the word. As an em-
ployee involved in numerous change processes, R11 feels well-informed and receives
information about changes in advance. This perspective is nuanced by other respon-
dents.

“Some projects receive thorough communication, such as the project with
our [Mdlnlycke’s| core values, while others lack any form of communica-
tion altogether.” - R21

“Change is often just pushed through without ensuring anchoring, com-
munication, and proper management of people.” - R10

Technological changes can occur rapidly, but the implementation process within
companies is often constrained by the human element involved in executing the
work, as noted by R9. It takes time for individuals to comprehend, assimilate,
and embrace the changes, transitioning into new ways of operation. While humans
naturally require time to adapt, they also possess a remarkable ability to adjust. To
facilitate this transition, R9 believes organisations need to employ various channels
to help with change management. Effective communication plays a crucial role in
ensuring that individuals feel included in the change process. Understanding and
acceptance of the changes require time and effort from everyone involved.
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4.3.3 Governance Structure

In navigating Molnlycke’s knowledge management landscape, insights from key
stakeholders shed valuable light on the critical aspect of having a well-defined gov-
ernance structure of the knowledge articles. Several respondents emphasise the
necessity of dedicated ownership of knowledge articles to ensure accountability and
timely updates. R1 advocates for the possibility of dedicated personnel solely fo-
cused on managing knowledge articles, suggesting that such a dedicated approach
could yield significant benefits. R2 underscores the existing infrastructure for knowl-
edge management within the organisation but notes its incomplete deployment and
fluid ownership.

“Despite DevOps teams having end-to-end responsibility, focus tends to
lean towards development over maintenance. Quwnership of operational
aspects is crucial.” - R2

RS& emphasises the importance of pride in content creation, suggesting that creators
should prioritise quality over mere completion. They advocate for a clear delin-
eation of responsibilities for application owners and call for an incentive structure
to incentivise article updates. R7 echoes this sentiment, emphasising the need for
clear accountability and suggesting that performance metrics be tied to bonus eval-
uations. R9 acknowledges the ownership of certain articles within the organisation
but highlights a lack of routine in their review and governance.

“There’s a lack of consistent review processes for articles. [...] Our gov-
ernance of knowledge articles and catalogue items is lacking, with little
consideration given to end-user impact. [...] There’s a notable absence
of standards in knowledge article creation.” - R9

R10 acknowledges the importance of documenting the responsibilities of a system
owner in a straightforward manner.

“It’s important to offer guidance on effective management practices. I
prefer a simple approach instead of forcing compliance, setting the bare
minimum for the system, [...] managing expectations, and articulating
what’s tmportant and how to achieve it.” - R10

One challenge with the current governance structure within Mélnlycke is that the
different functions, namely IT, People Services, and Financial Case Management,
have separate routines for how to handle knowledge articles. The People organisa-
tion has a clear structure, explained by R13:

“I am the Global Knowledge Manager. Supporting me are dedicated
knowledge managers, each focused on specific locations or topics. |[...]
We empower all members of the organisation to contribute as authors,
with oversight and approval from the knowledge managers.” - R13
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R13 further explained that the People Services organisation is more simplistic than
the I'T organisation. IT has an issue that stems from the separation between the I'T
service desk and the broader IT organisation. This separation implies a division be-
tween the team responsible for directly assisting end-users with technical issues (the
service desk) and the larger I'T department responsible for developing, maintaining,
and managing the organisation’s overall technology infrastructure.

“The IT organisation is very fragmented and the current lack of gover-
nance leads to misalignments. Communication needs to be improved and
we are trying. [...] It is part of our goals for 2024”7 - R21

“Aligning the roadmaps and ambitions [of different functions] is crucial
to improve user-experience.” - R24

Furthermore, several respondents suggest automation and simplification as a way to
streamline processes and reduce complexity.

“Application owners are good with tech, but not necessarily communica-
tion. It’s crucial to offer communication training or tools, including the
use of templates. A designated knowledge coordinator should oversee this
process.” - R12

“Ownership is important. There may be ways to automate or simplify
certain things. [...] Addressing duplicate content is also essential.” - R6

4.3.4 Communication Strategy

A factor identified in Section 4.2 which related to adoption and usage of SSTs was
knowledge about the system. To ensure that employees have this knowledge, several
methods have been highlighted by the interviewees. These include creating a clear
communication strategy, having a dedicated marketing process, preferably combined
with new functionality of broader scope, and providing easy feedback channels to
help employees improve the existing MSP. Multiple interviewees have expressed that
they do not receive communication regarding the MSP and that they would appre-
ciate this to know what is possible with the system. Currently, there are numerous
communication channels available, including the Intranet, email, Yammer, and di-
rect postings within the affected system. However, there is a lack of a clear policy
specifying where information is published.

“Today the communication is very fragmented, perhaps there should be
a common policy on where things are published, where to find things,
framework, and structure.” - R4

“We must have an internal communication strategy. [...] we also need to
inform in different channels [e.g., Intranet, Yammer] and provide multi-
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ple sources of information [written, videos, presentations] because people
have different ways of learning.” - R12

Others noted that communication does not always need to be made available for
all employees, since they do not care about the regular updates. They rather see
the MSP as a product that just should work, but have no or little interest in how
the platform is changed and developed. However, for significant updates, promotion
should occur only after a silent release has been made to ensure that the function-
ality works as planned, as mentioned by R10. This approach prevents promoting a
flawed product, which could negatively impact perceptions of the system.

“Most people don’t care whether MSP has a new layout or not, and only
internal stakeholders have been informed of the update. [...] The ap-
proach [when a large update is made] should be a silent release initially,
followed by leveraging ambassadors and success stories, and then promot-
ing it across all channels. This includes emails, Intranet, news articles,
interviews [with various personas/, videos, lunch and learns.” - R10

R27 discussed the predecessor to the MSP, the PX platform, which was a platform
only for People Services matters. During the time of the PX platform, there was ex-
tensive branding, interactive sessions, and gamification initiatives like quizzes with
prizes. However, with the transition to the MSP, incorporating I'T and Financial
Case Management functionalities, R27 noted a lack of similar branding and com-
munication strategies.

Promoting information in many channels is something several employees have high-
lighted as something good, since different personas use different systems, and if the
goal is to find new employees to adopt, you cannot just promote it via the MSP.
Molnlycke is a global company, with a strong HQ base, but have not differentiated
their communication based on region, role, or demographic factors.

“How you promote it [MSP] is the important thing to increase knowledge
of the system. [...] We have used the same strategy for communication
regardless of location.” - R9

One thing that was used during the implementation of the PX platform was targeted
communication towards managers, R27 explains. This would help in the adoption
of SSTs since managers often get questions from their employees and then redirect
them where to look. However, no such strategy of targeting managers exists for the
MSP communication.

“As a manager, if you would like more of our time and to work with you
on the things that matter, then you and your employees need to self-serve
on the basics so that then we have time to partner with you on the real

stuff.” - R27
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The homogenous communication strategy is something interviewees in timezones
far away from the Gothenburg HQ has mentioned as a struggle. When they cannot
attend these calls due to time zone differences, employees risk missing important
information. It is unclear whether the meetings are recorded and where the record-
ings are saved, which makes it challenging for the employees to use systems such
as the MSP effectively. Additionally, being far from the Gothenburg office makes it
more difficult for them to access key personnel, further complicating matters.

“Global conferences and meetings are often scheduled in the middle of
the night for us in the US. I think that maybe if there was more of a
US-based time zone-friendly call where people had more access to be on
those.” - R32

With regards to which channels employees want information, there are many differ-
ing opinions. Some want one dedicated channel for all information, whereas others
want multiple ones. Employees that are more frequent users might also want more
information about when specific knowledge articles have been updated which might
cause difficulties when creating a communication strategy for the whole company.

“Consolidated emails are not the best way of sending information. Hav-
ing one clear channel instead of 20 different ones is better.” - R3

“Partnering with the Molnlyckes communication team is something we
have done in other projects. They help us to make the right level of com-
munication, and also use the right channels.” - R6

“I think just having an hour call that is mandatory [to show the updated
functionality] is something that would work well. As salespeople, we often
have busy schedules and may not always prioritise reading emails about
updated systems [especially emails that are not linked to our core busi-
ness|. However, if there’s a mandatory call, we make time to attend.” -
R32

“Yammer is used a lot, and I prefer such a channel over using the MSP
or email, and complementing with multiple channels.” - R2

Another critical aspect of communication is enabling employees to provide feed-
back on the MSP and specific knowledge articles. Many have expressed uncertainty
about how to give feedback through the MSP platform. However, when encoun-
tering something highly inaccurate, some mention that they reach out to someone
they know within IT, Financial Case Management, or People Services via Teams
or email. R21 explains that employees can directly rate knowledge articles on the
MSP. This feature is located at the bottom of each knowledge article and consists
of five stars. Additionally, employees can leave comments or provide feedback by
rating articles with a simple “Was this article helpful? Yes/No”, which is located
on the top of the article. R4, working within the I'T department, highlighted that
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feedback channels are especially important for regular employees that do not know
IT or People Services employees personally.

“We have to work more with feedback. For us in IT, sitting with each
other, we can easily ask a colleague for help, but reqular employees do
not always have this possibility.” - R4

Another issue with the feedback channels that exist today, is the lack of governance
for how to work with feedback. Molnlycke might get a lot of thumbs down on ar-
ticles, but no one is actively updating and trying to understand the issue with the
article, R21 notes. As some interviewees mentioned, this may result in people be-
ing less keen to provide feedback in the future due to lack of response or updated
information previously.

Another way of getting feedback from employees could be through analysing incom-
ing tickets. By analysing the incoming tickets, Moélnlycke can directly see where
the organisation has knowledge gaps and work to fill these. This could be consid-
ered a feedback channel since employees must create a ticket to resolve their issue,
essentially voicing their problems or needs. Analysing tickets can therefore in the
long-term lead to fewer tickets being opened, freeing up service desk technicians who
can instead focus their time on more important matters. R14 explain their strategy:

“By registering incoming questions, understanding user inquiries, and
proactively addressing issues, we can shift from reactive to proactive
problem-solving. Documenting solutions ensures we’re prepared for fu-
ture challenges. Instead of dedicating 100% of our time to answering
questions, investing 30% of our time in documenting solutions can make
a lasting impact.” - R14

4.3.5 Organisational Support and Policies

The organisation can facilitate higher adoption rates and usage of SSTs by imple-
menting several strategies. One way is by pushing people towards the platform and
limiting alternative routes, a strategy that R18 sees as the solution for his organi-
sation.

“Encouraging self-service adoption often involves the deliberate restric-
tion of alternative communication channels like email or phone, look at
how it is done in the airline industry [making it impossible to find direct
channels, forcing people to use a certain form/.” - R18

R12 recommends a proactive role for Service Desk technicians, seeing them as pro-
moters of self-service solutions. Having them actively encourages end-users to utilise
the SST for addressing future issues, fostering a culture of self-sufficiency and effi-
cient problem-solving. This idea is shared by R11, who tries to promote the self-
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service option at all times.

“It is all about the mindset. We can push the MSP, trying to create a
wiring in their [the user’s] head.” - R11

However, some respondents raise concerns of whether pushing people is the right
way to go. R2 raises concerns around forced adoption.

“If you’ve had local support previously, the transition can feel forced and
needs to be managed. [...] Even after the shift, people might still turn to
local assistance, especially in more remote locations away from the HQ).
If this is not managed, ‘shadow organisations’ might evolve." - R2

Another key part of the organisational support that has been raised by respondents
is sufficient training and education for employees on the SST tools. R24 notes that
successful self-service is closely linked to the organisation’s readiness, and in the long
run people’s readiness. R4 and R12 emphasise the importance of tailoring commu-
nication and training to suit individuals with varying levels of technological literacy.
Making information easily understandable and accessible to all employees, regard-
less of their technical background, is essential for promoting adoption of self-service
technologies.

“We need to listen to the less technologically literate group when we ed-
ucate. Different roles have different prerequisites, whether in the factory
or the office.” - R4

“We need to educate users on becoming more digital. If we’re moving
towards self-service, we need to create conditions for people at different
levels of competency. Ask ourselves: What do employees need to increase
their digital skills?” - R12

R13 stresses the importance of educating people on why they should use SSTs, and
make it part of the onboarding process. This notion is agreed upon by R11, who
suggests that the introduction of self-service should align with communicating the
broader company culture when onboarding new employees.

“During onboarding it should be emphasised that Mdlnlycke is a tech-
savvy organisation, that endorses self-service.” - R11

They further suggest incorporating a follow-up reminder at a later stage. R9 sup-
ports this approach, highlighting the importance of repetitive sessions to ensure
effective comprehension and retention of the information over time. R1 suggests
workshops and explaining technology in a fun way could be a tool for this. R19, as
a manager, emphasises the importance of incorporating training and repetition.

“There are constantly new hires and consultants that need to get up to
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speed. [...] Maybe it is the managers’ responsibility to teach them but
given the extensive information overload in the beginning, a follow-up
would really help.” - R19

Several respondents suggested leveraging lead users or ambassadors to enhance adop-
tion rates among the wider end-user community. R9 elaborated on this strategy,
citing an example from the recent MSP update. A reference group comprising 50
individuals from various organisational departments was formed to provide feed-
back on the update. Additionally, these members served as advocates, disseminat-
ing information about the update to their respective colleagues, thereby facilitating
broader awareness and acceptance. In the USA, each team has a tech champion,
R32 explains.

“I was asked by my manager to take on the role [as tech champion] as
an additional responsibility. [...] I have not been educated specifically on
the MSP or SSTs.” - R32

R7 suggests that each team should have an ambassador, a regular employee that
has a deeper understanding of the systems and setups. They suggest some sort of
incentive structure to recruit these people. R1 elaborates on this, emphasising the
impact a lead user can have and the need for incentives.

“The most impactful approach involves engaging line managers and col-
leagues who willingly take on the role of promoters, actively spreading
the word. [...] The role should be voluntary, but there needs to be some
sort of incentive.” - R1

On a similar track, R4 suggests recruiting “influencers” that are often seen in organi-
sational communications. These individuals would play a pivotal role in emphasising
the advantages of the MSP, potentially incentivised with perks like receiving the lat-
est phone or laptop.

“It is an investment but worth it. Making it a natural part of people’s
workflow, going into the portal and searching for help. [...] Word of
mouth is very effective.” - R4

R18 advocates for a similar approach. They underscore that the communication
coming from IT is far less effective than from line managers. Therefore, R18 stresses
the importance of having the most senior people to be a champion for the adoption
process. An idea driving this is dividing people into adoption categories.

“Recognise the early adopters among your team. They are the people
who embrace change in just a couple of weeks. Empower them to lead
the way, helping others along the journey. [...] Some people may take
years to adapt to change." - R18
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4.3.6 Life Cycle Management of Knowledge

Related to the governance model, many respondents underscore the significance of
effective life cycle management of knowledge to enhance self-service and optimise
the MSP platform. This refers to the systematic management of knowledge as-
sets throughout their entire lifespan within an organisation, encompassing creation,
preservation, and eventual removal. As of today, there are uncertainties regarding
the organisation of the current process for updating articles. While two respondents
describe a system where article owners receive annual notifications to review their
articles, two others are unaware of such a system being in place. Both R4 and R12
recognise the importance of implementing a lifecycle management system but ac-
knowledge the challenges associated with its establishment.

“When we introduce new implementations needing support, KM [Knowl-
edge Management] is part of the process, yet its setup is resource inten-

sive. Lifecycle management is crucial but administratively demanding.”
- R4

“Keeping information updated requires a lot of work [...] We may need to
initiate a one-time effort, conducting a preliminary study: assessing the
current state, evaluating content older than X years, and determining its
relevance.” - R12

Retention of knowledge is another important part of the life cycle management of
knowledge, as noted by several respondents. R9 and R11 highlight that this is a
challenge for Molnlycke, elaborating on reasons:

“When someone leaves the company, knowledge seems to follow them out
of the door. [...] As Mélnlycke has a high reliance on consultants and
outsourcing in IT, we face the challenge of undocumented knowledge.
This often leaves newcomers starting from square one.” - R9

“We lack the resources and structure to manage feedback or transitions
when employees leave, leaving Service Desk technicians in the dark.” -
R11

R1 highlights a common occurrence where managers and project leaders often turn
to individuals like themselves for insights and opinions, drawn from their deep famil-
iarity with the company’s operations. However, they underscore that this knowledge
is not formally documented or stored anywhere within the organisation. As a result,
while these individuals may serve as valuable repositories of institutional knowledge,
their insights remain largely informal and inaccessible to others within the company.

Furthermore, R8 elaborates on Mélnlycke’s varying system requirements across dif-
ferent tiers. Platinum and gold systems are the most important, with a large internal
user base or the potential for significant disruptions if they encounter issues. His-
torically, the organisation has predominantly focused on these higher-tier systems,
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often neglecting the bronze level. However, R8 emphasises the importance of not
disregarding the bronze level when it comes to knowledge articles. Service Desk
personnel may lack expertise regarding these less prioritised systems.

R14 has worked with knowledge life cycle management extensively within their team
and explains the reasoning:

“The cornerstone of these platforms [like the MSP] lies in their relevance
and currency. It’s not merely about deploying them once; it’s about im-
plementing lifecycle management. Our team has invested heavily in this,
daring to remove outdated and irrelevant content.” - R14

4.4 Implementing AI Technology

This subsection addresses the third research question and provides an exploration of
the prospect of incorporating Al technology for SSTs within Molnlycke. It examines
the potential benefits, challenges, and considerations associated with implementing
Al-driven solutions to enhance employee SSTs.

4.4.1 General Improvements and Benefits

One of the key potential benefits of AI mentioned by many respondents is time
savings. R13 emphasised the time-saving advantages of Al in service delivery and
enhancing user experience. They stated that Al can save a lot of time for the service
personnel within the People Services function, allowing for both improved service
delivery and reliability. R17 also discussed the potential of Al to automate ad-
ministrative tasks, thereby freeing up resources for more strategic activities. They
mentioned the benefits of reducing administration tasks through automation, par-
ticularly those that do not require brain power. As previously explained, the MSP
currently uses metatagging to search for articles. The company has recently ex-
plored transitioning to an Al-driven search functionality, something that will be
implemented soon. R24 highlighted the efficiency improvements achievable with Al
search. Something also noted by R9.

“An Al-powered system can point the user to the right knowledge article
and thereby lead to problems being solved in minutes or seconds.” - R24

“In looking for information, Al is far superior to meta tagging. It can
help in finding the essence of an inquiry. [...] Al search will try to work
out context and uses ML based on previous searches and clicks.” - R9

R10 and R2 both recognise the significant benefits of Al in language and transla-

tion capabilities. One proposed solution to the challenges related to language that
Molnlycke are facing could be automatic translation, a possibility that the company
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is currently exploring. R9 elaborates that their ServiceNow licence was recently up-
graded, providing access to additional features that include direct translations. R10
also emphasises the importance of this feature, highlighting its potential to enhance
user experience and accessibility. Similarly, R2 underscores the value of speech-to-
text functionality in local languages, noting its potential to facilitate the adoption
of SSTs among individuals less proficient in English. By enabling communication
in users’ native languages and offering alternative methods like speech-to-text for
those who prefer it, AI enhances inclusivity and usability across diverse user bases.
Having this feature also increases convenience, as explained by R10.

“Al can give consistent responses regardless of global location or time
zone. Common end-users are often unaware whether their ’issues’ are
problems, incidents, requests, etc. Usability must cater to all scenarios.”

- R10

R6 proposes leveraging Al in knowledge management to proactively identify knowl-
edge gaps and recommend optimal solutions for future queries. R24 emphasises
that AI can be employed to summarise knowledge articles, making them more com-
prehensible and accessible to individuals less familiar with technical jargon. Other
respondents also highlight the opportunity to improve the user experience.

“AI can improve the user experience in many ways. [...] If it [the Al]
s good enough, no human can replicate its capabilities. It can for exam-
ple be used for prefilling templates, giving personalised recommendations,
and predicting user needs from data.” - R13

“We aim for an Al that simply delivers information in an easy-to-understand
way, using natural language to make interactions feel smooth and famil-
tar.” - R9

R14 underlines that it is important to consider what parts of people’s work that can
be automated. They add that clear documentation is needed but if that is in place,
there is the possibility of accomplishing a lot with AI. The pace of technology is
incredibly fast, and R14 believes that the end-user has been considered in the very
nature of the new Al-technology. Now, people can focus more on what they want
to achieve, rather than having to do everything entirely on their own and master
different systems beforehand. R18, whose company has invested in the Al solution
ServiceNow explains the logic behind trying to implement Al when possible and the
potential improvements.

“With AI, we can scrape the entire ecosystem, gather articles, and assist
users in finding the right information through queries, which is much
more efficient than traditional click-through or search methods. [...] We
have noticed agents logging tickets more quickly, but it’s too early to de-
termine if this will result in fewer tickets overall.” - R18
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4.4.2 Challenges

Implementing Al technology for SSTs can be challenging and create many problems
if not done correctly. As R14 highlighted, Al is a new technology with high uncer-
tainty, and how AI will impact businesses in the future is unknown. First of all,
businesses need to be certain that Al will bring value and be used by the company’s
employees. R6 argued that expectation management is necessary since Al is not
magic, and raised that if Al teams develop Al-tools which are not used, it is useless
and a waste of money. To handle this, firms need to analyse whether Al actually
is the best solution to solve the specific problem, or if there are alternative simpler
solutions that are better suited.

Secondly, organisations need to create clear rules on Al usage as highlighted by sev-
eral respondents. One issue could be if employees are using a public Al and feeding
it with confidential Mélnlycke information. Today Molnlycke has launched a secure
private Microsoft Copilot solution, meaning that employees can write confidential
information in their queries. However, there is nothing hindering employees from
going to another public Al and writing their questions there which ultimately can
cause problems if used incorrectly. R2 noted that information leaks could be a risk
of using Al, and R11 further elaborates.

“Machine learning is hard. It [the AI system] cannot unlearn informa-
tion. [...] However, it will not be as useful if it cannot learn new info.”

- R11

R11 underscores a critical dilemma: how much information should AI be granted
access to? If the data is too limited, the AT might lack the necessary information
to give good results and improve. On the contrary, if you give it too much it can
be difficult making it refrain from storing or sharing confidential information. R9
elaborates further the importance of good data quality with AI technology.

“If you give the Al bad data, the AI will give you bad data back. Garbage
in, garbage out.” - R9

R18 and R10 both discuss that regardless of how good an Al solution companies
might have, without proper data quality, there is no use case for an Al tool. R21
emphasises that systems are never better than its weakest link, and with the use of
Al this weak link might be data quality.

Another issue can also be if the Al is feeded incorrect information or even makes up
its own information. Employees might need to validate information from the Al and
if the guidelines and rules are lacking, this might be challenging. Additionally, there
might be a need for employee training, in order to use Al tools accordingly. Multiple
employees, primarily people not working within I'T or with limited Al experience,
stressed the need for Al education if the company expected the employees to use
such technologies in their work.
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“If there is an expectation or at least an option to use Al in the work-
place, they have a corporate responsibility to educate people on using it.”

- R30

However, the more frequent Al users did not share this idea of having training for
the employees. R10, who had changed his mind on this topic about a month ago,
argued as follows.

“A few months ago, I believed that we had to educate people on things
like prompting, but when the time comes [for Mdlnlycke to implement Al
technology for all users/, it [the AI] will understand what the user wants.
I do not think we need an educational part, however, now is a good time
for disarming employees’ scepticism and fear with them trying to use Al
systems.” - R10

4.4.3 Chatbots and Large Language Models (LLMs)

As highlighted by several interviewees, the adoption of Al technology, particularly
in the form of SST chatbots, across various functions within Molnlycke is not a ques-
tion of whether it will happen, but rather when. R6 and his team, tasked with Al
initiatives within the company, have engaged in discussions with numerous internal
teams eager to explore chatbot applications. Already, they have begun implement-
ing some solutions, including collaborative efforts with R14.

“There’s a strong demand for leveraging Gen-Al [generative Al inter-
nally through chatbots, referencing internal knowledge and information.
[...] Currently, we’re utilising Microsoft Studio for low-code develop-
ment.” - R6

“Our Microsoft Azure solution is tailored for a specific software, restrict-
ing it to internal documentation and allowing direct corrections to the
source code if needed. The chatbot sifts through data, presenting answers
found within documents and providing links for further reading.” - R14

R6 elaborates on the underlying technology powering their current solution, which
leverages Retrieval-Augmented Generation (RAG) technology. RAG refers to a tech-
nique where a LLM generates responses by first retrieving relevant information from
a large database or knowledge base. This approach combines elements of both
retrieval-based and generation-based methods to produce more accurate and con-
textually relevant responses. By leveraging RAG, R6 explains that documents are
effectively indexed and stored in a database based on their content and relevance.
This indexing process allows for efficient retrieval of information when needed, en-
hancing the reliability and accuracy of responses provided to users. R18, who have
implemented the Al-powered LLM offered by ServiceNow called NowAssist, clarifies
their approach.
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“We launched NowAssist for ServiceNow in February, as the first com-
pany in Sweden. The chatbot is equipped with predefined topics from the
ecosystem, and learns through training on our data. It can also assist in
filling out forms directly within the chatbot interface.” - R18

The IT service desk has experimented with an Al-driven chatbot solution for its
technicians, collaborating with a third-party startup to implement the technology.
However, as mentioned by R10, the outcome was not as desired due to low accuracy
in the responses, despite an overall positive attitude toward using the tools. This
was further exemplified by R11.

“You could see what everyone else was asking, which was not ideal. It is
important that internal data is also secure.” - R11

Many of the respondents hold negative perceptions of chatbots based on past ex-
periences. As an example, R16 and R2 share encounters with chatbots utilised by
different companies as a customer, portraying the experiences as predominantly neg-
ative, not getting the help they were looking for. R28 describe their experiences:

“I don’t enjoy chatbots, at least not for the purposes I've tried them for.
They seem to have limited responses and just go in circles, repeating the
same things. 1’d gladly embrace them if I felt they were providing the
answers I truly sought.” - R28

However, when asked about the prospect of integrating Al into chatbots, the re-
sponses were overly positive. R3 notes that they think people would utilise a chat-
bot far more than the current solution. This is something agreed upon by R21, who
states that chatbots are something people are becoming more and more accustomed
to. Other respondents are also positive but emphasise the need for an escalation
option.

“It would greatly benefit if set up correctly, automating the most common
requests. Make it swift, with the functionality to escalate if needed, |[...]
avoiding getting stuck in a loop of questions from the AL” - R22

“I imagine a chatbot—a virtual assistant that’s truly effective. It asks
questions and provides answers promptly. If necessary, it can escalate,
especially for personal inquiries.” - R13

There is also emphasis on the need for the chatbot to be user-friendly to achieve
widespread adoption within Mélnlycke of the SST solution. Many respondents want
to be able to get solutions to issues without having to go through many pages of
knowledge articles, achieving a similar experience to browsing the internet. R21
envisioned chatbots seamlessly integrated, either as a replacement for search bars or
as a complementary tool. The ideal scenario involves the user getting access to in-
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formation directly without the need to manually search for files or navigate through
complex systems. Simplified chat interfaces, supporting both voice and text queries,
are seen as the way forward by R9, enabling users to effortlessly interact and obtain
the information they need.

Most of the respondents believe the LLM should have some access to personal data,
albeit not sensitive information. R7 exemplifies this perspective. Additionally, R8
raises concerns about the potential drawbacks of deploying a chatbot with human-
like qualities.

“Personalisation should extend beyond basic details like name and office.
It could involve knowing whether you’re using a laptop and which country
you’'re currently in.” - R7

“It [the chatbot] should be personalised to various users, but not human-
like. It might even lead to confusion for the user if mistaken for human
interaction.” - R8

There are also issues highlighted by respondents that hinder Mélnlycke from effec-
tively implementing an Al-powered chatbot as a SST in the MSP. The main struggle
is the quality of the data, something that R6, R18, and R24 all have experience with.

“The data not being ready for use is a common issue. Often, the main
challenge lies in ownership and governance structures.” - R6

“We realised our forms were not conversational and thus not made for
a chatbot, the responses did not make sense. So, we had to adapt the
forms to the style of the chatbot. This disclosed many years of working
around the issues.” - R18

“A wvirtual agent is not a silver bullet. There are examples of chatbots
just sending the user around and around. [...] The prerequisites need to
be there; you need to do some homework.” - R24

R14 highlights the need for communicating clear use cases when launching a chatbot,
something that R18 also sees as important. They highlight that service desk tech-
nicians are often pressed to resolve tickets quickly rather than thoroughly analysing
each issue, leading to inadequate documentation. Generatie Al offers a solution by
summarising information without necessitating the creation of new knowledge arti-
cles. However, R18 further noted that ServiceNow represents just one LLM in the
user journey process, emphasising the need to integrate with other LLM models.
Consequently, the challenge of adoption shifts to Al chatbots, necessitating struc-
tured approaches for effective implementation.
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4.4.4 Implementation Strategy

Regardless of which AI technology Molnlycke decides to implement, collaboration
internally is important. R8 highlighted that specific business areas should not have
in their yearly scorecards to implement the technology, rather they should investi-
gate possibilities with Al, and then take a joint decision with Al-teams and IT if
implantation should occur. Whether Molnlycke should have a consolidated solution
or a fragmented one, different opinions exist. R8 argues that the Al-team has the
best knowledge of this and that they should be responsible for the architecture. R13
was also discussing that a fragmented solution might be the best, since no platform
would allow for a monopolistic Al consolidator to access their services. However,
R13 argued that the Al systems should be integrated and be able to communicate
with each other and either give direct answers about e.g., an employee’s payslip, or
guide how to find the payslip via e.g., a link. R4 was a bit uncertain if a consolidated
approach was feasible but highlighted user-experience as key.

“Having end-user [employee] focus is important. I am ambivalent about
whether it is possible to actually have a system for everything. If not,
the fragmented solutions need to be able to communicate to ensure ease
of use for the employees.” - R4

Having a fragmented solution is hard and expensive according to R18. If companies
could have a unified platform, combined with a good governance structure, the cost
of the system will be cheaper long term. Several respondents expressed a preference
for a single solution since it will be more user-friendly and easier to know where
to search for information. On the other hand, others argued that they prefer using
technology within the system where they encounter issues or have questions.

“If I encounter an issue with Salesforce, I would prefer to address it di-
rectly within the Salesforce platform. It is more convenient for me to
stay within the app and type my question there, rather than switching to
another platform like the MSP to write it down.” - R32

R12 highlighted that Mélnlycke currently lacks a joint roadmap for Al development
which could be a first step in order to align all business areas and stakeholders. R10
argued that Molnlycke needs to be more open to testing different solutions and try
scale ups or smaller companies’ solutions since everything is new territory. More-
over, R10 expressed concern that companies like ServiceNow might face challenges in
keeping pace with pure Al-focused companies. They suggested that if ServiceNow’s
products are easy to integrate, 'plug and play", they may fare well. Otherwise,
navigating the landscape could prove troublesome. Lastly, how many solutions and
which ones Molnlycke should implement all comes down to cost, usability and rele-
vance for employees. R6 thinks that if vendors have incorporated generative Al in
their products, Molnlycke should use that one instead of buying a product from an
additional third-party provider.

“If the vendor has incorporated Gen-Al we should use it. There is no
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point in building our own solution. The big companies move so quickly,
it is useless to work with startups as they will not exist in a year. Things

[within AI] become a commodity very quickly. I think that ServiceNow’s
chatbot will definitely deliver.” - R6
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Analysis

Based on the theoretical summary presented in Section 2.5 and the themes identified
in the empirical result, the analysis has been divided into three parts. This approach
aims at combining the theoretical models presented with results from interviews to
create a comprehensive understanding of the subject matter.

5.1 User-Centric Design for Adoption

The interviews identified seven key factors important for adoption and usage of em-
ployee SSTs. One prominent adoption hurdle, as highlighted by Bitner et al. (2002),
can be the lack of knowledge of a system’s existence. This was something mentioned
by several employees at Molnlycke, indicating a knowledge gap within the organi-
sation regarding the existence of knowledge articles. Moreover, the interviews have
provided evidence that several of the factors in the TAM and UTAUT models can
be applied in the field of employee SSTs.

In the interviews, the usefulness of a SST system was found to be primarily influ-
enced by the speed, accuracy and reliability of the presented information, similar
to how Maranguni¢ and Grani¢ (2015) exemplify PU in the TAM. These factors
are also in line with what Momani (2020) presents as performance expectancy in
the UTAUT model. Employees are more likely to adopt and use SSTs when they
perceive it as useful in improving their work efficiency or overall job performance.
As highlighted by R7, one of SSTs largest benefits is when immediate answers are
provided. This benefit underscores the essence of SSTs, which prioritise efficiency
and convenience for users. The system must be reliable, and employees need to
find the right information quickly, otherwise they will pivot to alternative routes,
as explained by R6. Al-powered search engines can help improve the speed and
accuracy by gaining a deeper understanding of user intent (Bider, 2023), ultimately
enhancing the user experience of SSTs. With recent advancements in ML and NLP
(Caldarini et al., 2022), conversational chatbots similar to the one implemented by
R18’s organisation, emerge as a solution for Molnlycke. Such chatbots could provide
quick and reliable responses while also offering opportunities for task automation
(Luo et al., 2019). As explained by R6, RAG technology offers a great opportunity
to implement chatbots that provide both accurate and reliable responses.

As Hassenzahl (2018) explained, both utilitarian and hedonic values can be used to
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analyse adoption and usage of IT systems. The former is closely connected to the
factors outlined above and the PU of the TAM, while the latter is associated with
PEU and effort expectancy in the UTAUT. This is exemplified by the identified fac-
tor of speed. The faster response times, the more concrete benefits, such as time and
effort savings are achieved, thereby enhancing the perceived value of the SST, noted
by R14. However, as demonstrated by Collier and Sherrell (2010), speed can also
impact hedonic values when faster user experiences evoke positive emotions such as
enjoyment or satisfaction.

At Molnlycke, these feelings could arise for employees with the identified factors of
convenience and ease of use. As noted by several respondents, being able to work
independently and not interrupting colleagues, and having access to information
whenever it suits the employee is a high motivator to use SSTs. This convenience
improves employees’ curiosity and willingness to explore the platform (Collier &
Sherrell, 2010), leading to increasing usage over time. An intuitive and user-friendly
platform is crucial as it directly impacts PU (Davis et al., 1989; Maranguni¢ &
Granié, 2015), consequently fostering higher user retention rates. However, feed-
back from respondents like R32 suggests that while the platform is perceived as
easy to use, this ease is contingent on having prior knowledge of what to search
for. Conversely, R12 highlights a lack of user-centricity in the platform’s layout.
Therefore, to enhance the adoption and utilisation of SSTs at Molnlcyke, prioritis-
ing user-centric designs is imperative. For these factors, Al has the potential to
further optimise the user experience by tailoring it to individual preferences, creat-
ing a more engaging and immersive interaction (Reid, 2023). Additionally, insights
from the interview indicate a general lack of interest among Mdlnlycke employees
in having a chatbot with human-like qualities. This contradicts the perspectives of
Barone and Stagno (2023), who propose that these features are crucial considera-
tions in chatbot design.

The interviews also identified culture and demographics as important factors for
adoption and usage of employee SSTs, linking to external variables in TAM (Davis,
1989), as well as gender and age, outlined in the UTAUT model (Venkatesh et al.,
2003). Although the impact of gender remains inconclusive, consistent with Draxler
et al. (2023), age emerges as a significant factor in SST adoption. Older individ-
uals may encounter challenges in adapting to new technology, as noted by R2 and
R3. In contrast, younger generations tend to embrace SSTs more readily, finding
them intuitive and efficient, as highlighted by R18. To better engage older gener-
ations, Molnlycke could implement tailored training sessions, a strategy advocated
by Venkatesh et al. (2003).

This approach could also serve to mitigate the risk of encountering "the Chasm,"
as defined by Moore (2014), by effectively addressing the concerns of the early ma-
jority. By showcasing tangible enhancements in productivity, user experience, and
overall organisational performance, it cultivates confidence among this demographic.
This, in turn, promotes broader adoption and mitigates the risk of the SST adoption
stagnating. However, democratic and cultural differences such as language barriers
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could be an additional barrier to adoption as elaborated on by R31 and R12. A
potential solution to many issues regarding language is Al translation, as noted by
several respondents. This functionality can enhance usability by enabling communi-
cation in users’ native languages and providing options like speech-to-text. Finally,
experience is a pivotal factor in adoption (Venkatesh et al., 2003), also noted by
R18. Crafting layouts and interfaces similar to those employees are personally ac-
customed to can thus serve as a strategy to lower adoption barriers for SSTs.

5.2 Organisational Foundation

Based on the findings from the interviews, it is evident that to be able to suc-
cessfully implement SSTs for employees, companies need to invest resources and
prioritise these systems. However, getting buy-in from business leaders and secur-
ing resources can be challenging, especially if they are unable to see the immediate
benefits such as increased sales. At Molnlycke, knowledge-related initiatives often
get deprioritised due to budget constraints and other pressing tasks. Strategies out-
lined by Kotter (2012) and from the ADKAR model (Hiatt, 2006) can play crucial
roles in addressing this challenge, while also proactively contributing to long-term
business sustainability.

For instance, employees like R14 emphasise the importance of identifying KPIs and
building a strong business case to demonstrate the potential return on investment
of knowledge initiatives. The focus of the KPIs should be around the time saved
using SSTs by enhancing efficiency, enabling employees to allocate more time to
value-creating tasks within the core business. This aligns with Kotter (2012)’s idea
of creating a sense of urgency, highlighting the need for change and the potential
benefits of technology implementation. Furthermore, leveraging external trends and
industry shifts, as indicated by R6 and R18, can create a sense of urgency among ex-
ecutive teams, prompting them to prioritise digital solutions like SSTs. Additionally,
it is important to ensure that awareness of the benefits of SSTs is effectively com-
municated to stakeholders, in accordance with Hiatt (2006). This involves building
a desire for change by emphasising how SSTs can address specific pain points and
enhance work processes.

Furthermore, Socialisation, as described by Nonaka and Takeuchi (1995), plays a
crucial role in gaining support for knowledge-related initiatives. By showcasing suc-
cess stories and demonstrating the tangible benefits of SSTs, Mélnlycke can build
momentum and generate enthusiasm among stakeholders, further reinforcing the
motivation of change. The capabilities of Al can be a way to showcase benefits
of SSTs, leveraging executive managers’ interest in emerging trends. By highlight-
ing the potential cost and time savings that such a solution might yield (Barone
& Stagno, 2023; Huang & Dootson, 2022), companies can effectively showcase the
value proposition of SST implementation.

As outlined by R10 and R4, Mélnlycke has a similar issue with change management
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processes, lacking the sense of urgency and clear prioritisation guidelines. Respon-
dents recommend the establishment of dedicated knowledge managers tasked with
overseeing knowledge management, which could facilitate change. Establishing a
clear vision with change roadmaps and detailed project planning is also crucial in
today’s digital landscape (Ganzarain Epelde & Errasti, 2016). This approach allows
companies to respond to change faster and be more flexible. Moreover, as Molnlycke
moves towards implementing a widespread Al solution, it is essential to maintain a
clear vision and roadmap. This will ensure that the benefits of Al are fully harnessed
while mitigating potential issues. Adopting agile methodologies can be beneficial in
order to maximise value in change projects (Bergmann & Karwowski, 2019), build-
ing on ideas from R15. Molnlycke can with this approach mitigate concerns raised
by R13 regarding the incremental nature of change management. Additionally,
adopting more cross-functional collaboration, as emphasised in agile methodologies
(Thesing et al., 2021), can help overcome the siloed approach mentioned by R8 and
foster a more entrepreneurial mindset across different departments. Iterative cycles
can also enhance the accountability and continuity of change initiatives by providing
clearer guidelines and incentives for follow-through and follow-up, something that
is currently lacking at the company.

Interviewed stakeholders underscore the current absence of a clear governance struc-
ture for knowledge articles at Molnlycke, citing challenges related to dedicated own-
ership, accountability, and timely updates. Currently, Molnlycke’s business func-
tions have separate routines for managing knowledge articles, leading to a lack of
alignment.

To boost SST adoption and usage, interviewees indicate that Molnlycke should fo-
cus on establishing a unified structure for knowledge management that aligns all
stakeholders. This approach not only enhances knowledge management practices
but also fosters commitment and provides a sense of direction and purpose (Ap-
pelbaum et al., 2012; Whelan-Berry & Somerville, 2010). Without such a vision,
initiatives can struggle to progress, as highlighted by Kotter (2007). For exam-
ple, this means defining the responsibilities of application owners and service desk
technicians, ensuring accountability, and putting in place incentives to drive perfor-
mance and motivation. A large aspect of this effort is encouraging technically skilled
individuals to document their extensive knowledge, a practice referred to as Exter-
nalisation by Nonaka and Takeuchi (1995). Having a unified governance structure
will further promote collaboration across different functions and drive meaningful
advancements in knowledge management. Governance will also be important to en-
sure successful implementation of new technologies such as Al (Schumacher et al.,
2016), in order to address ethical concerns and limit ambiguity regarding roles and
responsibilities.

5.3 Implementation and Continuous Learning

Once a foundation is in place, effectively communicating and maintaining it becomes
crucial to fully leverage the value derived from SSTs. This involves establishing a
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clear communication strategy to keep employees well-informed about systems like
the MSP and any updates they entail. The strategy should include creating con-
sistent messaging across various channels such as the Intranet, email, Yammer, and
within the SST itself. Interviewees emphasise the need for a unified approach to
communication, with structured policies on where and how information is published
to avoid fragmentation and ensure accessibility. As Kotter (2007) highlights, man-
agers should utilise all types of communication channels to ensure comprehensive
coverage across different employee preferences, an idea observed at Molnlycke as well
but not currently utilised. Issues related to time differences and cultural preferences
should also be taken into account when addressing different groups of people within
the company. As noted by Hiatt (2006), organisational change is the sum of indi-
vidual changes, underscoring the significance of reaching every individual effectively.

Effective feedback mechanisms are essential for improving the usability of platforms
such as the MSP and addressing knowledge gaps within the organisation. However,
interviewees highlight a lack of proactive management of feedback channels to en-
sure timely responses and updates to knowledge articles. The essence of SSTs lies in
empowering users to co-create customised service experiences (Meuter et al., 2000;
Shin & Perdue, 2019), and the absence of this opportunity significantly diminishes
the value of the system. Analysing incoming tickets and user inquiries can provide
valuable insights into common issues and knowledge gaps, allowing Molnlycke to
proactively address these challenges and improve overall system performance and
operational efficiency.

Furthermore, the strategies for how to help users adopt and use SSTs are several.
The issue of whether to force people to use technology is an intricate one to deal
with. As mentioned by R2, the potential rise of shadow organisations highlights a
challenge with this approach. Additionally, as outlined by Ram and Jung (1991),
forcing people to use technology can have negative consequences. The perception
that SSTs like the MSP are less useful or convenient than previous, more personal
solutions, is one such concern at Molnlycke.

To address this and other challenges, both interviews and established theories em-
phasise the importance of employee education. Providing employees with tailored
training opportunities is a crucial step in increasing adoption and optimising us-
age of new technologies (Hiatt, 2006). Interviews clearly indicate the necessity of
Molnlycke tailoring education to individuals’ technological literacy levels, aligning
with Rogers (2003)" concept of addressing different adoption categories. However,
simply discussing SSTs may not be the most effective approach. Instead, showcasing
the tools in action (Dearing, 2009), presenting successful use cases (Ram & Jung,
1991), and providing opportunities for hands-on practice (Hiatt, 2006) are essential
to bridge any skill gap and build people’s confidence in using the technology. These
methods can also be effective when addressing the introduction of new technologies
with high uncertainties, such as an Al-powered chatbot. For instance, hands-on
practice could mitigate the negative perceptions expressed by respondents, often
influenced by past encounters with chatbots, instead emphasising the benefits of
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AI. Workshops, as suggested by R1, could be a useful strategy for Mélnlycke to
implement in achieving these objectives. The most crucial aspect lies in adopting a
human-centric approach, emphasising employee autonomy (Schumacher et al., 2016).

Ultimately, the goal at Molnlycke should be to achieve what Nonaka and Takeuchi
(1995) refer to as Internalisation. This means that people within the Mélnlycke or-
ganisation are able to absorb the information that they get from the SSTs and turn it
into tacit knowledge, thereby expanding their professional problem-solving abilities.
Such transformative processes empower employees to not only acquire explicit in-
formation via the MSP but also internalise it, enabling a deeper understanding and
practical application in their work. Consequently, employees become more adept at
addressing challenges and driving innovation within their respective roles.

Another effective strategy can be identifying lead users in the organisation, building
on the tech champion concept established in the US market described by R32. These
people should be what Rogers (2003) calls innovators or early adopters, characterised
by their extensive knowledge of technology, and expected benefits of new solutions
(Hau & Kang, 2016). A more effective approach would likely involve appointing
one representative from each team to facilitate direct communication, thereby fa-
cilitating widespread adoption of technologies like SSTs among individuals in later
adoption categories. Another initial step could be forming a small group frequently
featured in company communications, as suggested by R4. It is also important to ex-
plore implementing an incentive structure for those assuming the role of lead users,
whether through monetary bonuses or other benefits, based on the answers from
Molnlycke employees. This aligns with the concept of sparking desire as presented
by Hiatt (2006).

The final critical aspect to consider improving adoption and optimise usage of em-
ployee SSTs is ensuring effective knowledge management throughout its entire life-
cycle. As highlighted by interviewees, companies like Mélnlycke must allocate ade-
quate resources for both the initial setup and continuous maintenance of knowledge
articles, given the resource-intensive nature of these tasks. In essence, this is about
making sure to fulfil the final step presented by Kotter (2012), embedding the change
into the culture of the company. The first task is to clearly establish how the con-
tinuous updating of articles should work, resolving the current ambiguities. Having
a clear process for life cycle management of knowledge helps in solidifying an envi-
ronment where changes like widespread SST adoption are embedded. This ensures
sustained success over time, with recognition of achievements as a vital component
of reinforcement (Hiatt, 2006).

Ensuring the retention of knowledge when employees depart is critical, as highlighted
by R9, an area Molnlycke needs to address. This returns to Nonaka and Takeuchi’s
(1995) notion of Externalisation, emphasising the importance of capturing the tacit
knowledge possessed by individuals within the company. Such measures will re-
duce Molnlycke’s dependence on employees who are specialised in their field. The
preserved expertise from these individuals can then be leveraged in the process of
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Combination (Nonaka & Takeuchi, 1995), integrating explicit knowledge to gener-
ate new insights. Al can be a great tool in analysing data (Sheikh et al., 2023),
allowing companies like Molnlycke to identify knowledge gaps and seek areas for en-
hancement. By employing Al-driven analytics, Molnlycke can efficiently sift through
vast amounts of information, uncovering patterns, trends, and insights that might
otherwise remain hidden. This allows for informed decision-making and strategic
planning, empowering Molnlycke to improve the adoption of SSTs and optimise its
platforms for a greater user experience. When aiming to leverage the benefits of new
technology such as Al, having a data-driven culture with a human-centric approach
is essential (Chaudhuri et al., 2024).
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Conclusion

The purpose of this study has been to describe and analyse what factors influence
the adoption and usage of employee SST. Based on the factors the aim was further
to identify organisational improvements to help improve the adoption and optimise
usage of employee SSTs. Lastly, the prospect of how Al can enhance organisations
ESM frameworks was explored. The research has been done through collaboration
with the medical solutions company Mélnlycke Health Care with focus on providing
strategic guidelines and ideas of operational enhancements. The findings of the re-
search questions offer valuable insights into the field of employee SST, laying a solid
foundation for further exploration and development in the area.

What key factors influence adoption and usage of SSTs for
employee use?

Based on the findings of this study, it is evident that widespread adoption of em-
ployee SSTs depends on a variety of factors. Specifically, seven key factors have been
identified as crucial contributors to the spread of adoption in this domain. Speed
of answers, along with the accuracy and reliability of information, emerged as three
critical determinants shaping the perceived utility of such systems for end-users.
These factors form a foundation for a successful employee SSTs, underscoring their
importance in ensuring the effectiveness of the system and its information. To fur-
ther elevate the user experience of the system, emphasis should be placed on both
how easy the system is to use and the perceived convenience. Ease of use relates to
the intuitiveness of the platform’s design, while convenience is often derived from the
self-service nature. Addressing the diverse cultural and demographic backgrounds
of individuals has also proven to be an important matter when aiming to achieve
improved adoption and optimising usage of employee SSTs in a global company.
Although the above factors are all important to consider, findings have highlighted
that employees need to have an initial understanding of the functionalities and ben-
efits of the SST to motivate adoption. Ultimately, the key to improve adoption
and usage lies in the user-centric design of the system. The findings of this study
align well with existing models on technology adoption, confirming the possibility
to utilise these frameworks in the field of employee SSTs.

What organisational enhancements can be implemented to

improve the identified factors, increasing adoption and
optimising usage of employee SSTs?
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Combining change management and knowledge management principles within the
context of employee SSTs can lead to a significant increase in adoption and usage.
Overcoming the issues of low prioritisation by presenting a business case and defin-
ing relevant KPIs that demonstrate how upgraded SST solutions can significantly
improve both employee and organisational efficiency. Moreover, establishing a clear
vision with concrete road maps and building momentum through success stories of
SSTs are essential strategies for ensuring alignment among all stakeholders within
companies. Given that employee SSTs typically involve multiple business units, ef-
fective cross-collaboration and a well-defined governance structure is crucial. These
measures are imperative for building an organisational foundation that fosters ac-
countability and enables advancement of the system.

Establishing a coherent communication strategy and maintaining it is vital to fully
leverage the value derived from employee SSTs. Consistent messaging across var-
ious channels makes sure users feel well informed about functionalities and major
updates. A unified approach to communication with structured policies on infor-
mation publishing is also essential to avoid fragmentation and ensure accessibility.
Offering customised training sessions and hands-on experiences can serve as a cor-
nerstone for increasing adoption and optimising technology utilisation. Further,
hosting workshops, live demonstrations, and engaging lead users are instrumental
in addressing skill gaps and fostering confidence in technology usage. By prioritis-
ing a human-centric approach and empowering employee autonomy, long-term user
retention can be guaranteed. Lastly, companies need to continually update the infor-
mation delivered through employee SSTs, thereby increasing information reliability
and performance for employees. The ultimate aim is to integrate the technology and
its ongoing enhancement seamlessly into the core of the company culture.

How could the integration of AI solutions in employee SSTs
enhance a company’s ESM framework?

The integration of AI technology, particularly in the form of Al-powered search
engines and conversational chatbots, offers immense potential in the landscape of
employee SSTs. These advancements promise to enhance the speed, accuracy, and
user experience of SSTs, ultimately leading to improved efficiency within organi-
sations’ ESM framework. Moreover, prioritising user-centric design and leveraging
AT capabilities such as personalisation and language translation can address exist-
ing challenges and foster widespread adoption of SSTs. Additionally, the use of
Al-driven analytics enables organisations to extract valuable insights from data, fa-
cilitating informed decision-making and continuous optimization of SST platforms.
However, successful implementation of Al in SSTs requires careful consideration of
governance, ethical considerations, and clear communication of roles and responsi-
bilities. By maintaining a clear vision and road map, organisations can navigate the
complexities of Al adoption while maximising its benefits. Overall, as organisations
continue to embrace Al technology within their ESM framework, it is essential to
adopt a forward-thinking approach, leveraging AI’s capabilities to drive innovation,
efficiency, and user satisfaction within the field of employee SSTs.
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6.1 Further Research

A promising direction for further exploration can involve looking into the dynamics
between the factors identified in this study. This approach would yield additional
insights into the relative significance of these factors, thereby enhancing the general-
isability and validity of the findings. Moreover, using a longitudinal study to analyse
what organisational enhancements have the most positive effect on adoption and us-
age over time would offer valuable insights into the effectiveness of various strategies.

Additionally, investigating how specific demographic factors, such as age, job role,
and technological proficiency, influence SST usage and preferences represents an-
other promising area for research. This would not only deepen the understanding of
potential demographic differences but also offer insights into tailoring SST solutions
to a diverse user base.

Furthermore, conducting comparative analyses between employee SSTs and customer-
facing or B2B self-service tools can reveal similarities and differences that inform
the design and implementation of internal self-service solutions. This is particularly
interesting as other SST types have reached a higher level of maturity, potentially
providing valuable insights from the broader spectrum of the field, identifying best
practices and key success factors.
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Appendix: Interview Guides

Interview Guide for Employees With a Connection
to the MSP/ESM

Provide general background about the thesis, goal and aim, semi-structured, anonymi-
sation and recording.

Introduction

a. In short, can you describe your role and your responsibilities at Molnlycke?
b. How long have you been with the company? Previous roles?

Understanding Current Practices and Perceptions
a. How do you work with knowledge management (KM) within Molnlycke?

i. Routines, tools, channels?

b. Can you describe the current use of SST within Molnlycke for KM?

i. How many employees use it and who are the intended users?

ii. How frequently do you and other employees interact with these SST plat-
forms?

iii. What are some common tasks or functions performed through SST by
you and other employees?

c¢. How do you perceive the usability of the existing SST systems?
i. What do you think are the largest benefits with the current SSTs for
employees?
ii. What challenges have you observed in the utilisation of SST among em-
ployees?
d. What resources (financial, human, technological) are allocated towards the
ongoing maintenance and enhancement of the SST platform?
e. How do you provide/receive information about updated functionalities or new
SST platforms?
i. Do you believe this is the best way?

ii. Through which media would you like to provide/get information from?
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f. How do you measure the success of SSTs?

i. KPIs?
ii. What goals exist regarding adoption and usage of SSTs?
iii. How do you follow up on feedback?
g. Who are the key stakeholders and how do they cooperate (Governance struc-
ture)?
i. Do they have the same goal and vision?
ii. If not, what are the differences?

iii. What measures are in place to ensure that improvements to the SST
platform align with the organisation’s overall strategic objectives and
goals?

Factors Influencing Adoption and Usage

a. What reasons do employees have to adopt the provided SSTs? (forced adop-
tion, managers, autonomy)

i. What do you believe are the primary motivators for employees to use
SST? (ease of use, usefulness, reliability, quick solutions, social factors,
enjoyment, personalisation, autonomy, etc)

ii. What current pain points exist for both employees and the organisation?
iii. Are there any perceived risks or barriers associated with using SST? (e.g.,
reliable information, privacy issues, fear of job displacement)

b. How do the needs and preferences within the organisation vary concerning
SST usage?

i. What demographic factors do you believe might influence the adoption
of SST?

ii. What cultural or behavioural factors within the organisation affect the
adoption and usage of SST?

iii. Are there any specific customization or personalization requirements of
different user groups or departments that need to be addressed?

c¢. How can the level of technological literacy among employees affect their will-
ingness to adopt and utilise SST?

i. Does the technological literacy among employees differ based on age,
gender, and geographical location?

d. How can organisational policies and support structures impact the adoption
or usage of SST? (e.g., management support, training programs, incentives,
lead users)

Identifying Improvement Opportunities

a. How do you envision the ideal SST platform for your organisation?

IT
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i. Are there any features or functionalities that employees frequently request
or that you desire as part of an SST platform?

ii. When was the last time the organisation implemented and improved the
SSTs?

. What feedback channels are available for employees to provide suggestions and

report issues related to the SST platform?

i. How frequently is this feedback collected and acted upon?

. Do you believe Molnlycke is well equipped to handle change?

i. How do you think the organisational culture can influence employees’
attitudes towards embracing technological changes like SST?

ii. What leadership strategies do you believe are required to implement
change?

iii. What role does communication play in awareness and acceptance of SSTs
among employees?

. What external factors might influence the organisation’s decision to implement

new technologies such as SST?

i. Do you know of the current industry best practices and emerging trends
in SST implementation and improvement?

ii. How does Molnlycke benchmark its SST platform against these stan-
dards?

Exploring Integration of Al

a.

b.

What are your thoughts on integrating Al capabilities into KM, specifically
through an SST platform?

In what ways do you think AT could improve the user experience and function-
ality of SST (ease of use, usefulness, reliability, quick solutions, social factors,
enjoyment, personalisation, autonomy, etc)?

. Are there any concerns or challenges that you foresee with integrating Al into

SST systems?

i. Does Molnlycke possess the organisational capabilities to handle this
change?

. How do you foresee Al impacting your and other employees’ interactions with

SST in the future?

i. Do you believe employees have sufficient knowledge to use these tools?
ii. What tools are needed?

. What steps do you believe are necessary to successfully implement Al integra-

tion in SST?

i. Combining many different tools or use a one-size-fits-all solution? Why?
(ServiceNow Al vs Co-pilot + Startups etc)

ITT
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Ending Remarks

a. Any topic or question that we have missed or something else you want to add?
b. Is there anyone that you think that we should talk with?

Thank the respondent, final report will be provided.

IV
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Interview Guide for Regular Employees

Provide general background about the thesis, goal and aim, semi-structured, anonymi-
sation and recording.

Introduction

a. In short, can you describe your role and your responsibilities at Molnlycke?
b. How long have you been with the company? Previous roles?

Understanding Current Practices and Perceptions

a. How would you go about solving a question or problem related to I'T?
b. How would you go about solving a question or problem related to People/HR?

i. If this process differs from how you solve I'T questions or problems, why?

c. What do you know about the MSP (Molnlycke Service Portal)?
d. How frequently do you use the platform? For what purposes?

i. As you might know the MSP has Knowledge Articles, which enables
employees to help themselves without raising a ticket. Do you use this
feature?

e. How do you perceive the usability of the MSP?
i. What do you think are the largest benefits with the MSP for you as an
employee?
ii. What challenges do you perceive when using the MSP as an employee?
f. What do you believe are the primary motivators for employees to use SST?

(ease of use, usefulness, reliability, quick solutions, social factors, enjoyment,
personalisation, autonomy, etc.)

g. What previous experience do you have with processes for getting help with I'T

and /or People/HR issues, from other engagements or previously at Molnlycke?

i. In what way is your current experience differ from that, positives and
negatives?

ii. Is there anything missing with your current experience in relation to

previous experience?

h. How do the needs and preferences within the organisation vary concerning
MSP usage?

i. What demographic factors do you believe might influence the adoption
of the MSP?

ii. What cultural or behavioural factors within the organisation affect the
adoption and usage of the MSP?

iii. Are there any specific customization or personalisation requirements of
different user groups or departments that need to be addressed?

v
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iv. How do you think the level of technological literacy among employees can
affect their willingness to adopt and utilise SST?

i. How can organisational policies and support structures impact the adoption
or usage of SST? (e.g., management support, training programs, incentives,
lead users)

j. How do you receive information about updated functionalities or features of
the MSP?

i. Do you believe this is the best way?
ii. Through which media would you like to get information from?

k. What feedback channels do you know of to provide suggestions and report
issues related to the MSP?
i. Have you provided any suggestions or reported issues related to the MSP?

ii. Do you know if and how the feedback was acted upon?

Identifying Improvement Opportunities and Integrating Al
a. How do you envision the ideal SST platform?

i. What features or functionalities would you like to see?
ii. What is the most important motivator for good usability?
iii. What about the current process or system should not be removed?

b. What are your thoughts on integrating Al capabilities into KM, specifically
through an SST platform?

i. How do you foresee Al impacting your and other employees’ interactions
with SST in the future? (ease of use, usefulness, reliability, quick solu-
tions, social factors, enjoyment, personalisation, autonomy, etc)

ii. Are there any concerns or challenges that you foresee with integrating Al
into SST systems?

c¢. How would you like to interact with the AI?

i. Should it be personal? Human-like?

ii. Combining many different tools or cross-functional one-size-fits-all solu-
tion?

Thank the respondent, final report will be provided.

VI
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