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As today’s organizations are forced to adapt to their ever-changing environments,
new practices and ways of operating have emerged. This Bachelor’s Thesis studies relevant literature regarding organizational change and artificial intelligence.
Even though both tend to be current topics, the possibilities and impacts between
the two are still relatively unknown. For these reasons, this thesis aims to examine how technology could be used in organizational processes, and especially in
business to business sales.
The commissioner of this thesis, Gofore Plc, implements a self-driven organizational structure with a people-centric culture. Additionally, the organization’s processes are supported with technological tools and data. This enables the organization a culture of experimentation and the ability to adapt to change.
In this thesis, qualitative in-depth interviews served as a primary data-collection
method. In addition to this, a comprehensive literature review gave an overview
of key findings, concepts and developments in relation to the studied topics.
Based on the information gathered from the aforementioned, suitable suggestions could be proposed.
As a result, the findings emphasized; the importance of centralizing data in a
commonly agreed place, the utilization of prior data, and pricing. In addition, technological possibilities, like AI enhancing sales presentations and other future possibilities, were discussed.
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1 INTRODUCTION

This Bachelor’s Thesis aims to discover possible solutions for Gofore Plc to enhance their growth. In the near future, Gofore wishes to enable an “everybody
sells” concept. This thesis provides some background information on relevant
topics and discusses development possibilities.
In addition, this thesis examines current theories on self-driven organizational
structures, data-analytics, artificial intelligence (AI) and bots. Furthermore, this
thesis studies the possibilities of utilizing the aforementioned in today’s organizations.
This academic paper will also lay out the objectives of the research and provide
an overview on how the research was conducted. As conclusions, this thesis will
display the findings and suggest possible solutions for the commissioner, Gofore
Plc.

1.1 Background
“We don’t have enough time to do our work, but we pack our days with endless
meetings. We don’t have the information we need, but we are buried in emails,
documents, and data. We want speed and innovation, but we run from risk and
inhibit our best people. We claim to work in teams, but we don’t really trust one
another. We know the way we’re working isn’t working, but we can’t imagine an
alternative. We long for change, but we don’t know how to get it.” – Aaron Dignang, The Future of Work, 2019
There is nothing permanent except change – Heraclitus (535 BC – 475 BC). A
cliché that has been heard more than enough but somehow still remains accurate. Since the economy keeps constantly changing, now at a faster pace than
ever before, the ability to keep up with change is extremely important.
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Cascio and Montealegre note (2016, 350), that in order to respond to change,
today’s organisations must be able to pivot and make adjustments. To provide
organizations a possibility to adjust, Daugherty and Wilson (2018, 4–6) suggest
that technology and especially digitalization is the key.
Pursuing adaptability, redesigned organizational structures have been implemented and new organizational practices have emerged. Just as opinions about
mundane things have variety, organizational theories do as well.
For instance, Laloux (2014, 5–6) correlates humanity’s consciousness to the invention of new organizational models. Where Laloux (2014) bases his theories
on new levels of human consciousness, Cascio and Montealegre (2016, 349)
take a technological approach, and base their theories on the ability to acquire
new information.
Despite different approaches, redesigned structures have been developed. The
commissioner of this thesis is one of the forerunners and has implemented a
structure based on self-management. In addition to their redesigned organizational structure, they empower their growth by utilizing data-analytics, artificial
intelligence and bots.
However, as redesigned structures and the possibilities of technology are still
relatively new to us, many questions lie ahead. Furthermore, the relations and
potentialities between a culture based self-driven structure, sales and artificial
intelligence are yet to be figured out.
This thesis aims to tighten the research gap and find possible solutions to questions like: Could AI improve B2B sales? How to implement AI in a self-driven
organization? What is the future of B2B sales? What are the possibilities?

1.2 Objectives
The objective of this thesis is to achieve possible solutions for Gofore Plc to enhance their growth. As growth tends to be a sum of multiple factors, this thesis

7
focuses on the aspect of enhancing sales. While digitalization is shaping todays
businesses, the exploitation of artificial intelligence, data-analytics and bots has
become a subject of discussion. Thus, this thesis aims to discuss potential technologies that could either automate certain sales functions, or act as tools.
The purpose of this thesis is to support Gofore's growth, while taking into account
the organization’s strategic goals and culture. If the concept of “everybody sells”
was embedded into Gofore’s culture, chances of creating additional value and
growth would be greater.
The intention of this thesis is to find out possible solutions and prioritize the most
important ones. More specifically, how sales could be enhanced, and which alternatives would be the best for Gofore Plc.

1.3 Methodology
In order to reach the objectives of this thesis, tighten the research gap, and to
find the best possible solutions, a research was conducted. The research part of
this thesis consisted of a semi-structured qualitative measure.
At first, a quantitative survey-based measure was also considered, but keeping
the scope of this thesis in mind, the survey-based measure was chosen to be left
out. The aim of using both methods would have been to provide a base of wellrounded information for deeper and further analyses. In the end, information gathered from the qualitative measures appeared to be more than sufficient.
As a qualitative data-collection method, semi-structured personal in-depth interviews were used to gather focused, textual data. Three one-hour interviews were
held, where interviewees responded to a list of predetermined questions. In addition to the structured part, interviewees were given a topic and then asked to
share their opinions and ideas regarding it. This unstructured part was held after
the structured interview. As the subject area was already defined by the structured key questions, responses and ideas could be pursued in more detail during
the unstructured part of the interview.
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1.4 Structure
This study is divided into seven parts. This research paper started by describing
the background of the thesis, why the research was conducted and what the objectives were. Chapter number two will introduce the commissioner. The chapter
followed by it, the theoretical framework, intends to give the reader a brief understanding on the main topics. The fourth and fifth chapters of this thesis will continue examining relevant literature. Lastly, findings will be summed up, conclusions will be made, and own opinions will be given.
The content of this thesis has seen changes and development throughout the
progression of the research, though persistently keeping the main objectives intact. The final solutions and suggestions, which are included, have been chosen
as the best alternatives matching the needs of the commissioner, Gofore Plc.
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2 THE CASE COMPANY

2.1 Gofore Plc
Gofore is an organization specialized in offering expertise related to digitalization,
management consulting, service design and cloud services (in other words,
KIBS: Knowledge Intense Business Services). Gofore started as a small startup
in 2002 in Tampere, Finland. Today, Gofore employs more than 580 employees
in ten different cities around Europe. As Gofore’s business ranges from management consulting to cloud transformation services, Gofore covers (more or less)
the entire value chain of digitalization. (Inderes 2019; Gofore 2019.)
Gofore’s management model is based on a low and non-silo – like organizational
structure. This enables a transparent and a fluent flow of information within the
entire organization. According to Sarow, Stuart B. and Stuart L. (2007, 5), a (nonsilo) structure like this boost’s connections between ideas and actions by gathering information from all levels of the organization.
Gofore’s working culture can be seen as one of the key factors resulting in their
growth. Gofore’s people-centric, open and equal working culture is empowered
through technology and data. This creates a transparent and effective environment for individuals to build shared success. (Inderes, 2019.)
In 2018, Gofore’s turnover was over 50 million euros. During 2018, about 11% of
net sales came from international customers and the rest came from the domestic
market. Though the share of private sector customers began to grow in 2018,
public sector customers still continued to be Gofore’s main area of business. The
figure on the next page illustrates Gofores turnover growth, as well as predictions
for 2020. The figure is provided by Inderes’ Gofore Company Report 2019. (Inderes 2019.)
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FIGURE 1. Gofore’s growth (Inderes 2019, 5)
Both Gofore’s revenue and headcount have grown drastically since establishment in 2002. During the past ten years, the number of employees and revenue
have grown annually on average by 30%, with a 10-20% profitability margin. To
ensure the continuous, profitable and strong growth, Gofore aims to characterize
its operations by excellence, effectiveness and genuine interaction. (Gofore
2018; Inderes 2019.)
One of the challenges that Gofore will face in the future is to keep their staff numbers and revenue at the current growth and profitability rates. Furthermore, to
achieve this, while increasing both the share of international business and the
relative share of revenue from the private sector, will not be easy. (Gofore 2018;
Inderes 2019.)

11
2.2 Gofore’s responsive organizational structure
To ensure responsiveness to change, Gofore has adapted a less-hierarchical organizational structure with traits of self-management. According to a company
report published by Inderes in April 2019, this is one of the reasons for Gofore’s
financial success (Inderes 2019).
At the moment, Gofore’s organization consists of roughly 520 experts and consultants who deliver customer value and billable working hours. On top of that,
Gofore has about 60 persons in management related roles and positions. Employees working for Gofore are a part of a so-called “Crew”. An illustration of
Gofore’s structure can be seen below. Chapter 4.3 discusses Gofore’s structure
in more detail, displaying also Gofore’s current organizational chart.

FIGURE 2. Gofore’s three-part pyramid – Illustrated by the author
At Gofore, bots and AI replace middle management. The organization uses various applications, software and data-analytics to ease the work of employees and
management. As experts and consultants make up most of the organization, the
management positions (≈60) at Gofore consist of roles like sales, marketing, HR
and finance.
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What makes Gofore special, is the combination of traits within their organizational
structure. Gofore has combined a management model which runs on enthusiasm
towards work and a flatter organizational structure. Because of this, the organization is constantly developing without the need of consistent command and levels of hierarchy. (Gofore 2018; Inderes 2019.)

2.3 Culture as a competitive advantage
According to Gofore, a mission-oriented and a value-based culture enhanced by
an open working environment benefit both the workers and the organization. Furthermore, when this is enriched by data analytics and artificial intelligence, a winning culture is created = a culture that sets the stage for high expectations, positive attitudes and successful performances. (Gofore 2018.)
Sandri and Lees (2001, 853–859) claim that culture as a competitive factor is
remarkably important. They state, that a winning culture offers a relatively longterm advantage over its competitors. They also claim that the organization’s culture is constantly being formed and cannot be changed all of a sudden. Therefore,
a modern, open and non-hierarchical culture demands a lot from both management and employees. Coyle (2018, 4–5) states, that a culture like this requires
the entire organization, and its individuals, to grow into a new way of operating
and thinking.
Gofore’s culture provides its employees a pleasant working atmosphere, whilst
emphasizing the importance of each individual. In addition to what Gofore has to
offer its customers, the organization aims to provide its employees a possible
environment for developing their capabilities and skills. This is enabled through
traits of self-management and their people-centric culture. (Gofore 2018.)
As mentioned previously, Gofore employs experts in various cities around Europe. These include cities such as Helsinki, Turku, Tampere, Jyväskylä, London,
Swansea, Munich, Madrid, Tallinn and Brunswick. In addition to expanding naturally abroad, Gofore has acquired partners via acquisitions. The latest example
of this is Mangodesign, which joined Gofore in June 2019. Mangodesign has a
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branch office in Brunswick, Germany. In addition to offices in different countries,
Gofore employs a wide variety of international experts also here in Finland. Gofore also wants to continue hiring international experts in the future. (Gofore
2019.)
As Gofore thrives on their working culture, and to enhance the feeling of belonging to a larger community, Gofore has come up with a name for its employees.
Employees at Gofore are referred to as “Goforeans”. Thus, despite the role or
position at Gofore, everyone is a Goforean and belongs to the Crew. In addition,
and to bolster the aforementioned, Gofore was selected as the best place to work
in Finland, as well as the third best in Europe in 2017 (Gofore 2017; Great Place
to Work 2017).
Gofore’s management believes that the company’s culture has been a significant
factor in the organization’s continued efficiency and strong growth. They also believe that growth is a result of extensive employee involvement in the development process of the organization. To make this possible, they believe that the
ability to distribute information effectively within the organization is decisive. Furthermore, the information must be available for everyone, easily accessible and
up to date. (Gofore 2017; Gofore 2018.)

2.4 Gofore’s vision and strategy
To seal their goal with their working culture, Gofore has also adapted a different
approach to their strategy. Rather than trying to achieve a 5-year goal set for the
organization, Gofore’s mission and vision statements are based on continuous
change and responsiveness in its operating environment. The picture on the next
page represents Gofore’s path in the midst of a constantly changing business
environment.
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PICTURE 1. Gofore’s path (Gofore Annual Report 2017)
According to Campbell and Yeung (Botten & McManus 1999, 149; Bhandari
2013, 72) the terms; mission and vision are statements used for answering two
different concepts. They state that the mission of the organization is more associated with behavior and the present. Gofore’s mission is to make the world a
better place by enhancing digitalization and the working culture in today’s organizations (Gofore 2017). A vision on the other hand, is a possible and a desirable
future state of the organization with specific goals and targets (Botten & McManus
1999, 149; Bhandari 2013, 72).
Accordingly, Gofore’s vision is a desirable future outcome. Their vision is to be
seen as a leading trendsetter of change. Furthermore, both the organization’s
development and growth are guided by a vision of a largely scaled, truly internationalized organization. Ideally, the organization in their vision is relying on its
own people-centric, self-managing and data-driven culture that has been a success factor for the company’s strong and profitable growth also in the past. (Gofore 2017; Gofore 2018.)
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Because Gofore’s strategy does not focus on providing technological products,
but on true expertise, maintaining their vision is important. In addition, Gofore
pursues to preserve its vision even when reaching a large-scale corporate size.
Gofore’s vision consists of four points (Inderes 2019, 26):
1)

To be an evolving and innovative organization that is seen as a company of the future, both from the perspective of customers as well as
employees.

2)

To be inspiring and accountable for customers and society.

3)

To be international and internationally significant. Gofore seeks
global customers and wishes to grow with them.

4)

To be growing and profitable. Gofore pursues to grow both organically, as well as through possible acquisitions and mergers. Gofore
believes that it can grow faster than its market.

Gofore sees its culture as a key factor for success in achieving the above-mentioned four-point vision. Gofore’s vision and culture guide the organization as a
whole towards responsiveness and common success.

2.5 The purpose of this case study
At the moment, most of Gofore’s sales are done by their sales team. If sales were
scaled into the entire organization, additional value delivering functions would be
created. In addition, if “everybody sells” was embedded in the working culture,
the organization could reach even higher levels of agility.
Furthermore, as Gofore aims to keep its revenue and number of employees growing, all possible value delivering stages should be taken into consideration. In
addition to this, as technology is shaping today’s business environments, new
opportunities arise constantly.
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As a forerunner, and to stay ahead of the competition, using these opportunities
is vital. Therefore, Gofore seeks to be up to date and enhance their processes
when necessary. This thesis provides additional views and ideas on how Gofore
could stay both contemporary and responsive.
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3 THEORETICAL FRAMEWORK
This part of the thesis discusses the theoretical topics on which this study is
based on, and which theories form the base for the empirical studies. This thesis
will focus on the aspects of a self-driven organization empowered with data-analytics, artificial intelligence and bots.
Even though the objective of this thesis is to find possible solutions to enhance
growth by enabling “everybody sells”, sales will be embedded more or less with
artificial intelligence. This is mainly done due to the scope of sales as a concept,
and to remain focused on the primary objectives. Furthermore, as the purpose of
this thesis is not to discover a new sales theory, but to find a solution on how
everyone could sell, the theoretical framework will discuss selling only briefly.

3.1 Selling and B2B sales
According to D’Haen and Van Den Poel (2013, 545–546), the sales process is
often described as a cone-like funnel, broad from the top and narrowing towards
the bottom. In B2B sales, the top of the funnel (potential buyers) includes theoretically every other company apart from the current customer base (Ang and
Buttle 2006, 297–299). In addition, Ang and Buttle debate that the list of suspects
(narrowed down from the potential buyers) is generated either by the organization’s marketing department (marketing managers), or bought from exterior
sources (2006, 297–300). The derived list of prospects is then narrowed down
further by qualifying the list of entries to potential leads. The potential leads are
then contacted, and the ones that have acquired the sold offering become customers. The figure on the next page is an adaptation of D’Haen’s and Van Den
Poel’s sales funnel made by Joel Järvinen (Järvinen 2016).
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FIGURE 3. Sales funnel framework (Järvinen 2016)
In addition, Jussi Nurminen (Gofore’s Business Development Manager) studied
B2B sales in his master’s thesis in 2019 (Nurminen 2019). His focus was on creating a new sales model for Gofore’s personnel (experts/consultants). Gofore will
test and implement his conclusions and suggestions by the end of 2019.
As a basic understanding on sales has been defined, further relations with artificial intelligence can be studied. Gofore’s current sales process, what could be
improved and how, will be discussed further later in this thesis.

3.2 Organizations
Richard Hall (1972, 5–10) in his book Organizations Structure and Process, discusses definitions of an organization from sociologists and theorists like Max Weber (The Theory of Social and Economic Organization, trans. 1947), Chester Barnard (The functions of The Executive, 1938), Peter Blau and Richard Scott (Formal Organization, 1962) as well as others. After studying the given definitions,
Hall (1972, 9) suggests to consider them all, and defines an organization as fol-
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lows: “An organization is a collectivity with relatively identifiable boundary, a normative order, authority ranks, communications systems, and membership coordinating systems: this collectivity exists on a relatively continuous basis in an environment and engages in activities that are usually related to a goal or set of
goals.”
After his examinations, Hall (1972, 140) suggests that the complexity of an organization makes an important difference on the behavior of its members, other
structural settings, processes and its environment. In addition, he claims that a
division of labor, job titles, multiple divisions, and hierarchical levels are usually
evident.
Despite Hall’s (1972) somewhat decisive definition of an organization, this thesis
will use a less cumbersome definition, and focus on its main objective. Thus, an
organization is defined as a group aiming for a shared objective, a place of employment, a source of education and inspiration, and as an important place of
recreation for the individual.
In addition to Hall’s discoveries, metaphors and theories like adhocracy
(Mintzberg 1980), network organization (Imai & Itami 1984), cluster organization
(Mills 1991), ascendant organization (Wickens 1998), learning organization
(Senge 1990) and ambidextrous organization (O'Reilly & Tushman 2004) have
developed over time. Despite the peculiar naming of these theories, they all share
some common characteristics; lower levels of hierarchy, flexible and dynamic
structures, and a people-centric, intellectual, knowledge-based approach. Nonetheless, this proves that the need to respond and adjust to changing environments in new, dynamic ways has been acknowledged.
As the case company implements a self-managing and data-driven organizational structure, this thesis will focus mainly on such theories. However, in order
to understand the dissimilarities between hierarchical and low organizational
structures, further discussion is required.
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As a hint for what’s coming ahead, one way of running an organization is through
“Holacracy” (a method where management is decentralized). This, and other organizational structures and their differences will be discussed further in chapter
4. Below you can see Robertson’s (2015) interesting view on corporate structures
and how they really work. The illustration below is from his book “Holacracy”
(Robertson 2015, 36–37).

FIGURE 4. Brian J. Robertson’s Illustration of Corporate structures (2015, 36–
37)

3.3 Technological concepts
To remain within the scope of this thesis, technological aspects will be mainly
examined as a tool for gathering information and communication. This study will
discuss the possibilities that technology offers in organizations today and how
these technologies are exploited.
To further define the framework for technology, the following concepts will act as
a frame; artificial intelligence, bots, data-analytics and machine learning. As the
four are all integrated to artificial intelligence, defining AI as a concept is sufficient
enough to set the frame. Thus, in an AI system data-analytics are the source and
bots are the interface for communication and interaction. Machine learning (ML)
on the other hand (Arthur Samuel 1959; Daugherty & Wilson 2018, 60) gives
machines the ability to learn, study, explore and make predictions based on algorithms and data-analytics.
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Traditionally, intelligence is perceived as a property of the human mind. Leggs
and Hutter (2007) define intelligence in the human context as an ability to learn,
understand and manage abstract concepts, deal with new situations, and to use
knowledge as means of manipulating one’s environment. As the previous duo
took a human-centric approach to the concept, Paschen, Kietzmann J. and Kietzmann T. (2019) describe intelligence from a data-centric point of view. They define intelligence as an entity that is able to recognize data, process data and then
eventually transform this data into information. Furthermore, this entity is able to
interact with its surroundings by being aware of the knowledge, modify its behaviour, and implement the knowledge towards achieving a desired solution.
Poole and Mackworth (2010) define AI as “the field that studies the synthesis and
analysis of computational agents that act intelligently.” A computational agent on
the other hand is an agent whose decisions can be explained in terms of computation. (See their article “Artificial Intelligence: Foundations of Computational
Agents, 2010” for a deeper understanding on computational agents.)
The possibilities that artificial intelligence has enabled, and could enable in the
future, will be discussed later in this thesis. Paschen’s, Kietzmann’s and Kietzmann’s (2019) article will be examined and a further understanding on artificial
intelligence will be provided.

3.4 Literature review
As the world keeps changing and developing, approaches, theories and ideas
change too. In this thesis, to keep the information as up to date as possible, latest
literature has been sought out and implemented in the research.
Frederic Laloux (2014) in his book Reinventing Organizations; A Guide to Creating Organizations Inspired by the Next Stage, discusses Teal organizations, the
way they operate and the benefits they bear. In his book, Laloux features 12 organizations that are, or have at some point, exploited the “Evolutionary – Teal
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Stage of consciousness”. For methodological reasons, Laloux (2014, 57–59) researched only organizations with at least 100 employees in depth. The organizations that Laloux studied for his book were mostly consistent regarding their structure, practices, and cultural aspects. In this thesis, Frederic Laloux’s book (2014)
has been used to gain deeper insight on self-managing organizations, as well as
to understand their practices, operations and management.
In addition to “Reinventing Organizations” by Laloux (2014), Brian J. Robertson’s
Holacracy (2015) and Jukka Ala-Mutka’s Johtajuuden Rakentajat (2019) have
been studied to gain a profound understanding on self-managing practices. Aaron Dignan’s Brave New Work (2019) and Daniel Coyle’s Culture Code (2018)
have also contributed by giving their thoughts and theories.
As this thesis also aims for a technological approach on the given subject, literature on data-analytics, artificial intelligence, and bots has been reviewed. Daugherty’s and Wilson’s Human + Machine (2018) and Peter Gentsch’s AI in Marketing, Sales and Service (2018) have provided a taste of how technology is implemented in today’s organizations. Moreover, previously done research, like Martínez-López’s and Casillas’ article “Artificial intelligence-based systems applied in
industrial marketing” (2013) was studied. In their article, they emphasized the
scarcity of relevant literature and previously conducted research related to AI and
B2B marketing. Even though their article is already a few years old, the scarcity
of relevant articles can still be noticed today.
In their article, Martínez-López and Casillas (2013) review relevant literature and
point out methods, algorithms and intelligent systems from previous studies.
Their article was used for gathering additional sources for this thesis, like
D’Haen’s and Van Den Poel’s (2013) article on predictive B2B prospecting and
sales processes.
In addition to D’Haen’s and Van Den Poel’s article, Paschen’s, Kietzmann’s and
Kietzmann’s research “Artificial intelligence (AI) and its implications for market
knowledge in B2B marketing” (2019) has been studied. In their study, the trio
explains the technological phenomenon (AI) and how it could contribute to
knowledge based B2B marketing.
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Furthermore, additional books, articles and journals have been read and examined. This was done in the interest of gaining opposing views, insights, additional
theories as well as a profound understanding on the discussed topics. All information obtained from previously studied literature has been referenced accordingly.
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4 ORGANIZATIONAL STRUCTURES

“If you want to go fast, go alone. If you want to go far, go together.” – African
Proverb.
This chapter will provide a further understanding on organizational structures, the
way they operate, their practices and how they are managed. The theories and
literature reviewed in the previous chapter will act as a frame for the following
topics.
Even though different organizational structures will be examined, the focus will
be on self-driven structures. As a profound understanding on self-management
has been achieved, suitable development solutions can be suggested.

4.1 The stages of development
To this date, many companies and organisations are still run on traditional structures that are based on hierarchy and high levels of bureaucracy (Wiley and Kowske 2011; Laloux 2014; Robertson 2015; Dignan 2019).
Simons (2005, 8–9) and Filos (2006,1–37) argue, that in the digital age organizations should not seek to control their environments, but rather, they should
adapt to them. In addition to Simons and Filos, this has also been acknowledged
by investment banks and other financial institutions (Dignan 2019, 29–31). Credit
Suisse (2017; Dignan 2019, 29) report that the corporate longevity forecast of
S&P 500 companies (Standard & Poor's index of the 500 largest U.S. publicly
traded companies) will shorten drastically over the next decade. Back in 1964,
the lifespan forecast of organizations was 33 years (Dignan 2019, 29). Innosight
(2018, 2; Dignan 2019, 29) claim in their report, that most organizations will face
the lifespan of only 12 years in 2027. According to Innosight, (2018, 4–10), this
is because of simultaneously occurring disruptive forces (like technology and energy prices) and the difficulty to navigate through turbulence caused by them.
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As mentioned previously, structures with differing practices, lower levels of hierarchy, and culture as focus points have emerged. Ala-Mutka (2019, 44, 49–50)
believes that the structures and practices are not “one size fits all”. He bases his
argument on the fact that organizations tend to have different practices, environments and purposes. Filos (2006, 1–37) also has a similar approach; he suggests
that organizations are not designed, they evolve.
Ala-Mutka (2019, 44, 49–50) argues, that the change and willingness for change
must come from inside the organization. Whereas he denied the “one size fits all”
mentality, he suggests that previously studied theories can be used as a source
for inspiration and ideas. Ala-Mutka (2019) has also created an agile 8-step strategy process for organizations that are seeking change. His model will be discussed further in a later section of this thesis.
As stated, change is constant. Laloux (2014, 15–36) describes organizations and
their practices as colours. He (2014, 5–6) refers to the transitions in the human
history as new stages of consciousness. Laloux (2014, 15, 347–350) bases his
stages of development on previously done research, focusing on Jenny Wade’s
and Ken Wilber’s meta-analyses. According to him (2014, 15), at each phase of
a new era, ideas, views and beliefs have changed. Even though Cascio and Montelegre (2016) based their theories on the ability to acquire new information and
knowledge, they saw similar aspects as Laloux. Cascio and Montelegre (2016)
claimed, that as the civilization advanced, new economic structures, work models, cultural transformations and social revolutions emerged.
Laloux (2014, 15–36) describes the development as follows: Society has
changed first from family bands (100,000 – 50,000 BC) to tribes, tribes (15,000
years ago) have developed into empires (10,000 years ago) and then empires
have eventually expanded into states and civilizations (starting around 4000 BC
– Mesopotamia). He (2014, 15) also claims, that as the society has changed, so
has the economy and power structures.
Long ago, the economy shifted from foraging (searching for wild food resources)
to horticulture, where small scale gardening acted as a source of food. Later on,
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as the level of consciousness rose, horticulture developed into agriculture (agriculture broadened crop and animal cultivation). Eventually, agriculture led us to
industrialization, digitalization, and even further, globalization. As the world has
evolved, management has changed too (religion/violence ¹ power). (Laloux
2014, 15–36.)

FIGURE 5. Lifeline of the Stages of Development (Laloux, 2014, 35)
Impulsive – Red, Conformist – Amber, Achievement – Orange, Pluralistic – Green
and Evolutionary – Teal. Laloux (2014, 36) describes the stages of development
as follows:

-

Red Organizations
o Like a mafia or a street gang. Thrives in chaotic environments, fear holds the organization together. The one in
charge must show its power to maintain its position. Metaphor: a wolf pack.

-

Amber Organizations
o Militaries, most government agencies and religious organizations. Top down control, formal roles with high levels of
hierarchy. Stability is valued and future is repetition of the
past. Metaphor: an army.
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-

Orange Organizations
o Multinational companies and business corporations. Managed by objectives. Control on what and when – freedom
on how. Innovation is key and the goal is to be better than
the competition. Metaphor: a machine.

-

Green Organizations
o Non-profits and culture-oriented organizations. A pyramid
like structure, focus on culture and empowerment. Goal is
to achieve exceptional employee motivation. Metaphor: a
family.

The following chapters will discuss how power is divided in different organizational structures, their practices and ways of operating. Teal organizations will be
discussed in a later section of this thesis.

4.1.1 Hierarchical structures
Max Weber’s “The Protestant Ethic and the Spirit of Capitalism (1905)” bureaucratic management theory suggested that organizations should be run by bureaucracy to achieve maximum efficiency. According to the theory, managers should
be organized into hierarchical layers. Furthermore, these managers would then
be responsible for their “layer’s” overall performance and staff.
In 1996, Jaclyn Kostner (Virtual Leadership: Secrets from the Round Table for
the Multi-Site Manager) studied strategies for developing a multi-site team.
Though discussing leadership dilemmas in geographically distributed teams, she
mentions traits of bureaucratic organizations versus team based, the pros and
cons.
According to her discoveries, bureaucracy and hierarchy-based organizations,
especially in the industrial age, aimed for control on their operating environments.
In addition, Kostner (1996) claims that bureaucracy has been an efficient organizational scheme for dealing with repetitive, sequential work. Furthermore, she
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argues that its stagnant structures have assured stability and reliability within
some organizations processes. Despite her acknowledgments for bureaucratic
practices, she did not suggest them in any case for organizations seeking
change. (Kostner 1996.)
Dignan (2018) examines how organizations and their practices have changed in
the course of time. The figure below presents a railroad organization chart of “the
Operating Organization of the Union Pacific and Southern Pacific Systems”. The
chart probably looks somewhat familiar to many, with management on top, then
breaking down into sub-managers and other hierarchical layers. The picture is
from 1910. For comparative reasons, an organizational chart from 2018 has been
attached to the next page.

FIGURE 6. 20th Century railroad org. chart (Aaron Dignan Brave New Work 2019,
8)
As Dignan (2018, 7–8) describes and as one can see, organizational charts have
not changed that much. Dignan (2018, 8) also gives an interesting thought to
consider: if the 110-year old picture was of almost anything else (a car, a house,
people etc.), it would be much easier to see whether it is modern or antique. It
seems like Heraclitus’ “There is nothing permanent except change” is yet to give
its touch regarding the matter, as information continues to flow up and decisions
down.
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The figure below presents an organization chart of Tampere University of Applied
Sciences from 2018 (Tampere University of Applied Sciences 2019). The intention is not to slander TAMK, but to give an example of the minor changes in the
development of organizational charts. As a mitigating factor, organizations like
UNICEF, Coca Cola and Starbucks seem to follow the same, 110-year old trend.

FIGURE 7. TAMK Org. chart 2018 (Tampere University of Applied Sciences
2019)
As we know, many organizations continue operating with profound hierarchical
structures and practices. Wiley and Kowske (2011, 159–165) claim, that bureaucracies and highly hierarchical organizations can survive for a long time, but that
doesn’t mean that they are necessarily thriving.
Furthermore, levels of hierarchy tend to add wage differences and additional
costs for the organization. Gibson, Finnie and Stuart (2015, 21–40) studied organizational structures and their efficiency through a mathematical model. According to them, lower structures might provide growth in profitability and efficiency. This is the result when administrative burdens are lowered and wage layers between the executives and the staff are reduced (Gibson et al. 2015, 37).
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4.1.2 Flatter structures
Though Kostner (1996) admitted bureaucracy to be efficient in some organizational schemes, she lessened its usability in dynamic environments. According to
her studies (1996), team-based (flatter), people-centric organizations are able to
handle out of the ordinary tasks exceptionally well. She suggests that this is due
to the fact that these tasks often require flexibility and adaptability. Kostner (1996)
also claims, that if and when a flexible structure is in use, expertise can be utilized
throughout the organization. Thus, guaranteeing dynamic and competent responsiveness required today.
To utilize the benefits, trust and accountability play decisive roles too. Simons
(2005, 8–9) suggests, that in the past eras, mainly top-level managers were held
accountable for results. Rather than managers specifying how their subordinates
should do their jobs, he suggests accountability for results on all levels in the
organization. Moreover, he proposes on trusting in the initiative of the involved
workers and leaving them with the decision-making on how to achieve desired
results.
How could a structure like this be achieved? Jukka Ala-Mutka’s (2019) model
reassesses John Kotter’s (1996) eight step process for change management
through a people-centric and purpose-driven perspective. As Ala-Mutka’s (2019)
model more or less suits Gofore’s current approach, the model will be further
discussed and analysed.
Whereas Kotter illustrates his eight steps as a staircase, Ala-Mutka takes a perspective on continuity, and defines his theory as a persistence of eight areas of
development. The figure on the next page illustrates what is needed to put the
“Eight Step Agile Strategy” into practice. Ala-Mutka’s (2019, 25) model has been
translated into English by the author of this thesis.
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FIGURE 8. Ability to execute – “Toimeenpanokyvykkyys” (Ala-Mutka 2019, 25)
The first four development areas (points) of the “Eight Step Agile Strategy” build
a foundation for his model. According to Ala-Mutka, everything starts from the
feeling of being involved. (1) Everyone’s actions and participation affect the organization – people must feel like their work is valued and needed. In order for
this to be possible, (2) communication between the involved parties must be fluent. Enhanced by efficient (3) decision making and (4) a culture of experimentation, a loop of continuity is formed. These four points make up an agile process
that encourages to take action while increasing both understanding and trust.
(Ala-Mutka 2019, 25.)
The following figure visualizes the strategy as a whole, as well as the remaining
four areas of development. The areas of development create a common direction
for the organization and a foundation for growth.
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FIGURE 9. Ability to maneuver – ”Ohjautuvuuskyvykkyys” (Ala-Mutka 2019, 26)
An agile (5) strategy should guide the organization. Management should abandon
micromanagement, focus on trusting employees, and allow the organization to
build a self-managing culture. Small initiatives stemming from the employees create a strategy, which then guides the organization in a certain direction. This is
backed up by scalable and flexible (6) organizing, and shared (7) leadership.
Even though (8) values and vision act as the last “steps” of development, building
these should start right from the beginning, when the decision for change has
been made. (Ala-Mutka 2019, 26, 139.)

4.2 Self-managing organizations
A self-managing organization is like an organism, where the urge to succeed
comes from every cell and entity. Laloux (2014, 56) claims, that an organization
should be viewed like nature – change happening perpetually, everywhere. Furthermore, like in nature, this should happen without the need for centralized command and control.

33
As previously discussed, self-management stems from the people, the organization’s culture and purpose. Even though it still remains somewhat unknown to
many, as a concept, self-management is not new. Peter Drucker, already in 1954,
studied management practices and how an organization should be run. As far as
back then, he suggested (1954, 113, 147–151, 160–163) that organizations
should be managed by self-control and self-development, rather than domination
and control.
Probably one of the first things to come to one’s mind when discussing self-management is a structureless void with no rules. Even though self-management relies highly on trust and the individual, it’s not just deciding whether to work from
home or not, when to work, or how. The following chapter intends to give the
reader a deeper understanding on self-managing organizations’ and their practices.

4.2.1 Teal organizations
Laloux (2014) describes “Teal” as the next stage in the evolution of human consciousness. According to him (2014, 61), power in organizations is often seen as
a scarce commodity worth pursuing. He claims, that as people seek power, the
negative sides of human nature appear (like greed, mistrust and personal ambitions). His suggestion to the inequality of power (top of the organization vs. bottom) is to create structures and practices where everyone would be powerful.
Furthermore, he suggests that as power is divided within the entire organization,
where no one holds power over anyone else, the organization as a whole ends
up being more powerful. (Laloux 2014, 61–62.)
How are decisions made if there is no one telling you what to do? Even though
self-managing organizations are often team based, productive self-management
seldom happens on its own (Laloux 2014, 67). Buurtzorg, a Dutch home-care
organization that Laloux studied, supports their teams by providing them training,
coaching and suitable tools. Buurtzorg and Gofore have similar organizational
processes, despite their fields of business being a far cry from each other.
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Today, Buurtzorg employs more than 10 000 nurses and assistants in roughly
850 self-managing teams (Buurtzorg 2019). In Buurtzorg, when a new team is
created or a new recruit joins a team (a team consists typically of 10–12 people),
they begin by taking a course called “Solution-Driven Methods of Interaction”.
During the course, they deepen their understanding and knowledge on efficient
group-decision making and human collaboration. These abilities include skills
such as communication and listening, how meetings should be run, how to coach
each other, and other practicalities. (Laloux 2014, 67.)
Teams at Buurtzorg also use a joint problem-solving method. When a meeting is
held, the group chooses a facilitator for the meeting. The agenda is then put together based on what is relevant for the attendants at that moment. It includes
topics that should be discussed and their importance. Even though there is no
manager in the meeting or in the teams, Buutzorg’s idea is not to make all nurses
“equal”. According to them, whatever the subject, someone will instinctively take
a larger role. Not as in a managerial way, but as stepping up. They claim, that
this is because someone naturally has a larger contribution on a matter, based
on their interest, willingness and/or expertise. (Laloux 2014, 67–68.)
In addition to the meetings and discussions held within the team, Buutzorg provides regional coaches for their teams. One coach supports approximately 40–
50 teams. This lessens the risk of a coach getting too involved with certain teams,
as the number of teams tends to keep the coaches constantly occupied. Nevertheless, coaches at Buurtzorg don’t have any hierarchical power, even though
they play a key role. (Laloux 2014, 68.)
As running a small organization of 12 people can be quite challenging, coaches
aim to give advice and insight for how dilemmas have been solved by other
teams. This is especially important for the newer teams, as teams at Buurtzorg
operate in a truly self-managing fashion. The teams are responsible for more or
less everything that they do; organizing their work, planning, scheduling, allocating personnel, etc. The only things they aren’t responsible for are taking care of
the payroll and invoicing. This is handled by Buurtzorg’s 45 head back-office staff
(Buurtzorg 2019). (Laloux 2014, 67–68.)
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For self-management to work properly, figuring things out on your own is important. This is also the case at Buurtzorg. Therefore, rather than instinctively
giving answers and alternatives, coaches tend to ask insightful questions that
lead the teams to finding their own solutions. In addition, coaches at Buurtzorg
observe the teams, and if necessary, can raise the flag and suggest a team to
pause and think. The dilemmas are then discussed and solved as a team. (Laloux
2014, 68–89.)
Holacracy is an example of an “Evolutionary – Teal” practice. Brian J. Robertson
(2015, 158), the founder of Holacracy, describes it as an underlying platform, or
a set of core processes for defining self-managing practices. In holacracy, management is decentralized, and decision-making is distributed throughout a holarchy of self-organizing teams. The figure below presents a holarchy of organizational functions assigned to roles and circles.

FIGURE 10. Holacracy Linking Circles (Robertson 2015, 51)
As seen in figure number 10, the super circle, or the organization, consists of
roles grouped within circles. Sub circles, for example represent a marketing department or a production department and combines roles related to that specific
subject. In a larger organization, a marketing circle might include roles, or even
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smaller circles (teams) that deal with social media, advertising, brand development, web marketing etc. On the contrary, in a start-up, one person could be
accountable for everything marketing related, and marketing would consist of a
single role. (Robertson 2015, 47–49.)
Each circle and role have the dedication and responsibility to self-organize, integrate and coordinate their own work. In other words, everyone is accountable for
their given part and role. The self-organizing, what to do, when and how, is decided in “governance” and “tactical” meetings. In governance meetings (held approx. every two months), the circle members refine the structure of the circle, like
roles and accountabilities. Tactical meetings (often weekly) on the other hand,
are used for ongoing projects and to overcome tensions that are preventing progress. The meetings are similar to what Buurtzorg uses, with facilitators and predefined meeting processes. For detailed holacratic meeting processes, see Appendices 1 and 2. (Robertson 2015, 58.)
Links, like a rep link or a lead link, connect the boundary between connected
circles. Connected circles can be, for example, a marketing circle and the supercircle. Similarly, a social media circle lies within a marketing circle, and links in
both directions are needed.
A lead link is a person, or a role, appointed by the super-circle. Its responsibility
is to represent the needs of the super-circle. The lead link participates in the connected circles’ operational processes and allows feedback and tensions to flow
across the boundaries. Like coaches at Buurtzorg, lead links aim to align the subcircles with the needs, strategy and purpose of the organization’s broader context. On the contrary, a lead link can assign roles and set priorities. However, this
is also done via the governance process, where effective group decision-making
takes place. (Robertson 2015, 49–53.)
The rep link on the other hand is elected by the sub-circle. The selected person
represents the circle and helps to carry key perspectives and ideas to the supercircle. The rep links attend the super-circles governance and operative (tactical)
processes, while bringing frontline feedback and contributing towards a healthier
organizational environment. (Robertson 2015, 54–55.)
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4.3 Gofore’s minimum viable management
Like Buurtzorg, Gofore combines teal practices too. The term they often use to
describe their practices is “minimum viable management” (MVM). The figure below presents Gofore’s current organizational chart. The Crew, or experts and consultants, are portrayed as light grey. As the people are in the centre of the organization, management roles act as supporting functions for the organization (presented as orange and dark grey colours). Their role is to inspire employees to be
self-driven and enable decision-making in their daily work.
People persons, on top of the crew, are like coaches with sufficient knowledge
on the organization, the opportunities it offers and its practices. They have authority through their network and act as supportive “mentors”. They, among other
tasks, help Goforeans with potential conflict situations and unexpected problems.
These can be such as a situation where an employee feels unmotivated towards
the current project or feels like it’s not meaningful. A people person helps to find
a desirable solution, switch projects and update tasks.

FIGURE 11. Gofore’s organization chart (Kärki 2019)
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In a people centric organization, trusting in employees is key. At Gofore, information is transparent and open for everyone. In addition, most data is centralized
and utilized. As information can be tricky to distribute and exchange, Gofore empowers its processes through technology. Platforms and software like Hohto,
Planmill, Pipedrive, Confluence and Slack are used daily.
For example, Hohto gathers information about employees’ skills and interests,
and is able to conduct a CV for any employee at Gofore. In addition, Hohto acts
as a platform for allocating available experts based on their capabilities and competences for ongoing customer bids. Pipedrive and Planmill (CRM tools) on the
other hand are used for tracking current situations. Pipedrive is used for checking
potential leads and bid statuses, whereas Planmill is used for orders and current
projects. These enable Gofore a functional manner to go through the sales process and to meet the needs of the customer adequately.
Confluence and Slack, on the contrary, are communication platforms. Slack is
used daily for discussions among employees, whereas Confluence acts as a wikibased intranet suitable for more permanent information, like important news and
blogposts. Even though Gofore’s processes are more or less functional, there is
always space for improvement, and the future should be taken into consideration.
Furthermore, Gofore’s continuous growth must be kept in mind – nothing is constant except change.
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5 AI TRANSFORMING THE B2B SALES WORLD

In today’s organisations, technology has not only provided new ways of working,
but also improvement in efficiency. Like employees at Gofore communicate via
Slack and Confluence, many other organizations communicate via internal social
networks too. At Buurtzorg, as the breadth of medical and technical knowledge
among the 10 000 nurses is extensive, not exploiting it would be impractical. The
internal network at Buurtzorg helps employees to locate a colleague, ask questions and converse. Often, desired expertise or solutions can be found quickly.
Laloux (2015, 79–80) also claims, that an extensive amount of knowledge is exchanged and coordinated informally “on the shop floor or over lunch”. Therefore,
fast paced communication tools are key, and must be used. This chapter intends
to create a well-rounded theory base and understanding on current technologies
for further reflection in chapter “Discussion and recommendations”.

5.1 B2B sales at Gofore
Like the sales funnel introduced in the theoretical framework, Gofore’s sales process includes similar characteristics. Gofore calls their horizontal “funnel” the
sales pipeline. An illustration of Gofore’s sales process can be found below.

FIGURE 12. Gofore Sales Pipeline (Gofore sales playbook 2019)
When a qualified lead pops up at Gofore, information is inserted into Gofore’s
platforms and the sales process begins. Currently, the level of automation within
the sales pipeline is quite narrow. When a “requirement card” (indicates what
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skills are required for a customer’s project) pops up at Hohto, people working at
sourcing check the available experts, and then allocate them based on availability
and needs. As Hohto includes information on everyone’s capabilities and current
projects, the system is able to give adequate information on availability and skills.
A template is filled in, and the system suggests experts accordingly. This is more
or less the current level of automation regarding the sales process at Gofore.
(Gofore interviews 2019)
At Gofore, decisions on whether to proceed with a lead or not are primarily based
on three things:
1) Possible turnover value,
2) Attractiveness of the project

and

3) The possible value brought by the customer
As the number of prospects and possible business projects are quite limited, “go
or no go” decisions are made manually within the sales team. However, if the
number of prospects would be immense, decisions could be advised by intelligent
machines. Who knows, as growth continues, Gofore could implement algorithmic
tools for prospecting in the future. D’Haen’s and Van Den Poel’s model-based
prospecting (2013) will be discussed briefly later in this thesis. In order to get a
fair understanding on technologies behind both their model and other machine
learning models, the following chapter will explain AI in further detail.

5.2 Artificial intelligence
Paschen, Kietzmann and Kietzmann (2019, 1412) describe AI as machines or
computer programs that act intelligently and learn from the past. An AI system
processes inputs and transforms them into information; outputs. Paschen, Kietzmann and Kietzmann (2019) break these systems and their functions into six
“building blocks”. The figure on the next page illustrates their view on AI and what
it consists of.
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FIGURE 13. Building blocks of artificial intelligence systems (Paschen et al. 2019,
1412)
According to Paschen, Kietzmann and Kietzmann (2019, 1412), the AI system
consists of structured data, unstructured data, pre-processes, main processes
and a knowledge base. After the AI system processes the data, it is able to generate outputs; information. In addition, Paschen, Kietzmann and Kietzmann
(2019) suggest that every information system (AI) must gather and obtain data
from its environment to feed its input-process-output transformation procedure.
The following chapters will discuss the processes briefly.
AI has two forms of inputs; structured and unstructured data. Structured data is
standardized and organized in a predefined manner. It can be both internal and
external. Examples of structured data is analytic data, like customer demographics, transaction data, web browsing data and social media ratings. Artificial intelligence, when empowered with efficient machine learning techniques,
is able to exploit different types of structured data, often in real time and fast.
(Paschen et al. 2019.)
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IoT (The Internet of Things), social media and mobile devices provide a seemingly endless flow of both structured and unstructured data. Written texts and
documents like blogs, reviews, posts, tweets and comments are usually unstructured data. Images portraying objects or people, as well as audio files, videos,
and other multimedia content are unstructured data too. (Paschen et al. 2019.)
As an example, a pre-determined survey question (like a scale from 1 to 5 or an
answer option) will provide the researcher structured data. A comment box for
additional feedback on the other hand will provide the researcher unstructured
data. As structured data is something that is already in a ready form for further
analytic processing, it could be handled by traditional information systems too.
Artificial intelligence on the other hand is able to utilize input data also in unstructured formats. But in order to utilize it, the system first needs to format and standardize the data. Pre-processing activities transform the data into structured data,
while the AI’s main processes will then enhance and manipulate the data.
(Paschen et al. 2019.)
The aim of the pre-processing procedure is to transform the data into something
that can be exploited further. These includes processes such as, data cleaning,
normalization and dealing with missing values. For example, for an AI system to
understand spoken language, speech must be first transcribed into text. Even
though the system would then recognize the words that were said, it would not
understand what they mean. Therefore, in order to understand text, meaning
must be assigned. This happens through the AI system’s natural language understanding (NLU). According to Paschen, Kietzmann and Kietzmann (2019), to
make the machine understand is challenging. This is because the system must
be taught to perceive context and to separate the meanings of words, like lie
(untruth) and lie (prone). In addition, in order for the system to work seamlessly,
a semantic representation of the text must be created. Assigning meaning to written text is the most important task in NLU. (Paschen et al. 2019, 1413.)
In addition to NLU, an AI system can be able to transform visual images into
exploitable data. Exploiting visual images in “AI language” is called computer vision. Often, as something might be relatively easy for a human, for a machine it
can be difficult (vice versa; making a sandwich vs. PI irrationality theory). This is
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also the case with visual processing. In visual processing, machine learning provides an algorithmic backend for the AI system to recognize patterns and a meaning from a slump of pixels. In the future, sites could be able to identify items and
images (like a three-piece red sofa) from the internet. A user could enter an URLaddress (a website including a visual image) in the search bar of a website, and
the site would then suggest a match or a similarity that it found on the site. Sites
like Amazon and other digital marketplaces could benefit thoroughly from an option like this. (Paschen et al. 2019.)
Solving problems and learning are key elements of intelligence. Learning is a
process where acquired knowledge is modified to achieve desired outcomes. In
an AI system, the main process describes the processes of its intelligent behaviour. The three main processes are problem solving, reasoning and machine
learning. Machine learning (ML) uses the aforementioned to learn and become
smarter. (Paschen et al. 2019.)
To act intelligently, one must also learn from past attempts and experiences. Machine learning combines techniques that enable computers and machines to
learn from previous experiences. A modern AI system will use machine learning
as a key mechanism and alter its performance accordingly. For an AI system to
function correctly, the system should learn without explicit, predefined rules. The
ability to learn without being explicitly programmed means that the system can
make predictions and decisions based on data. As decisions are data-driven, the
system must recognize patterns within large sets of data, sometimes even across
different sources. Machine learning uses algorithms to analyse and process data,
it then learns from it, and makes predictions based on what it has learned.
(Paschen et al. 2019, 1414.)
As the system is highly influenced by its experiences, past data, information and
knowledge must be stored for future access. For AI to work seamlessly, storing
and retrieving large volumes of data is key. An AI system’s knowledge base provides the system a foundation to solve problems, reason and learn. (Paschen et
al. 2019.)
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After transforming the inputs into something useful and storing the information for
future purposes, the AI system generates outputs. To receive outputs, in other
words information, data must be converted into a formative context. The outputs
(also data) can then be used to, for example, advise human decision-making.
Paschen et al. 2019.)
According to Paschen, Kietzmann and Kietzmann (2019, 1415), possible output
functions are NLG (natural language generation), image generation and robotics.
Where NLU (natural language understanding) focuses on identifying the meaning
of the text, NLG focuses on generating understandable written text. Image generation on the other hand is the reverse of “computer vision” or image recognition.
When the system is fed an image description, it is able to generate an image as
a result, even if some of the input data was missing. Whereas NLG and image
generation outputs are based (more or less) on binary codes, robotics refers to
machines or systems that can interact physically with their environment.
For instance, a robot vacuum is an example of robotics. A modern robot vacuum
can collect data from its radars, combine it with information from its sensors, and
then gradually build a map of the room. The robot vacuum can then utilize mapping and calculate the most efficient routes and know where it has already been.
Intelligent conversation agents, such as chatbots are examples of robotics too. A
chatbot can have simple conversations or hold more complex tasks, such as
booking train tickets on behalf of employees (chapter 5.3 discusses these in more
detail). (Paschen et al. 2019.)

5.2.1 AI and the sales funnel
Paschen, Kietzmann and Kietzmann (2019, 1416–1417) also discuss potentialities that AI could offer B2B organizations. They suggest AI as a tool to create,
organize and share knowledge. Based on their article, the types of knowledge
usually required in B2B organizations are customer knowledge (the what, why
and how of the purchase decision), user knowledge (who are the consumers) and
external market knowledge. An AI system could exploit these intangible assets
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and impact the B2B organization’s efficiency. When used correctly, this could result in competitive advantage and in better organizational performance. (Paschen
et al. 2019.)
Paschen, Kietzmann and Kietzmann (2019) also suggest that AI could create
comprehensive customer profiles of current and potential customers. As an AI
system is able to make use of both structured and unstructured data, various
types of inputs could be used for creating customer profiles. These inputs could
include information on analytics such as frequency and type of (past) purchases,
web browsing behaviour, demographic data and psychographic characteristics
as well as other interaction with the organization. (Paschen et al. 2019.)
Using predictive algorithms and machine learning, the system could suggest the
most valuable and important customer profiles. These could be based on, for
example, the AI system’s prospect scoring and evaluation of prospects based on
their probability to buy. The outputs could also be applied to improve future prospecting and current customer relationship efforts. (Paschen et al. 2019.)
According to Paschen, Kietzmann and Kietzmann (2019, 1417), AI could be used
in other stages of the sales funnel too. They suggest that AI could automate routine tasks, like scheduling customer meetings and answering frequent questions
via chatbots. Intelligent systems could help salespersons in creating compelling
presentations and overcome customers’ objections by using emotion AI to understand client responses. In addition, the system could analyse competitors and
strengthen the organizations own value proposition. Furthermore, AI could enhance order fulfilment by automating order processing and follow up tasks. In
these situations, the customer would interact directly with the AI system (e.g.
chatbots). (Paschen et al. 2019.)
Certain sales have been already largely automated, like the sales of simple products (a pair of socks; easy to order online), but more complex sales are still quite
tricky for machines. In complex sales (usually multiple decision makers) the customer tends to have little information on its needs and the role of the salesperson
is therefore more significant (Syam and Sharma 2018).
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Complex sales are common in large B2B sales environments, and Gofore’s
knowledge intense business services (KIBS) are no exception. In these situations, salespeople act as “knowledge brokers” and are required to figure out what
the needs and wants really are (Verbeke & Dietz 2011). According to Syam and
Sharma (2018), the generalization of machine learning and AI in complex selling
and B2B environments can still take time. In such environments, deep customer
knowledge is eminent, and learning isn’t as easy for a machine to perceive.

5.2.2 Model-based prospecting
D’Haen and Van Den Poel (2013, 545) suggest, that decisions on whether to
proceed with a lead or not should be made based on data and information gained
previously. They also claim (2013, 546) that a predictive model with forecasting
power should be implemented. Their model intends to generate a list of prospects
that would then help in choosing the right prospects to pursue, saving the organization time and money.
D’Haen’s and Van Den Poel’s (2013) model consists of three phases:
1. Phase: Uses the nearest neighbour method to obtain predictions
o Occurs when the current customer base is the only information available
o NNS (nearest neighbour search) focuses on finding the
relevant point (prospect to pursue) in a given set that is
closest (or most similar) to a given point (previous customers)
2. Phase: Triggers a feedback loop to optimize and stabilize the
model
o Based on information on companies that did not become
customers
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o Uses neural networks (recognition of similar patterns in
data), logistic regression (focuses on finding relationships
between variables) and decision trees (a decision support
tool that weighs decisions and their possible consequences) to obtain predictions
3. Phase: Combines the two previous phases into a list of prospects
o Loop continuity à1à2à3à
A predictive model like this, however, requires a wide range of prospects and an
immense database. In addition, in the case of a complex sales process, the machine would most likely require data not only on past customers, but also on their
fields of business. Therefore, such models might still be relatively unusual in today’s organizations. (See D’Haen’s and Van Den Poel’s article “Model-supported
business-to-business prospect prediction based on an iterative acquisition framework” 2013 for more information).

5.3 Bots at Gofore
As a forerunner, Gofore has implemented bots in their organization. Their bots’
activities range from calibrating utilization capacities to updating users’ vacation
statuses and connecting people for common interests. Seppo, Granny and Genie
are Gofore’s text-based chatbots. The bots “live” in Slack, an instant messaging
application frequently used by Goforeans.
A chatbot is an example of a conversational user interface (UI) and building such
requires a variety of skills. In addition to skills like service design, cloud computing
and UX (user experience) development, understanding APIs (application programming interfaces) is essential. Developing the bot itself also requires
knowledge of natural language processing (NLP) and other chat bot technologies. NLP describes the AI systems ability to understand human language (NLU).
(Gofore Blog 2019.)
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Seppo-chatbot is the oldest of Gofore’s chatbots.
Seppo was born in 2016, when Gofore realized a need
for various “middle-management” activities. The chatbot’s main tasks are focused on utilization and billing
functions. Among other, Seppo reminds and helps
Goforeans to mark their working hours and bill customers.

PICTURE 2. Seppo chat-bot (Gofore Blog 2019)
According to Gofore, as routine tasks become smooth
and enjoyable, doing them is no longer as mundane.
Furthermore, as Gofore’s communication is heavily
Slack based, it’s pretty effortless to carry out day-today routines while at it. In addition to making things
easier, bots often make routine activities more efficient
and fun. Genie helps for example in purchasing train
tickets.
PICTURE 3. Genie chat-bot (Gofore Blog 2019)
The newest member of the Gofore’s “bot-family” is
Granny. Granny as a character is kind and thoughtful,
like a real grandmother. Granny also knows a lot.
Therefore, Goforeans often ask her organization related questions.

PICTURE 4. Granny chat-bot (Gofore Blog 2019)
Could a bot be generated for sales purposes? A bot that would answer questions
related to sales, previously done projects etc.? The following chapter focuses on
the research, the results, and presents possible outcomes.
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6 DISCUSSION AND RECOMMENDATIONS
The goal of this thesis was to find possible solutions for Gofore Plc to enhance
their sales. Three one-hour in-depth interviews were held to gather relevant information. The interviews were recorded in order to concentrate on guiding the
interview towards a desired direction, rather than focusing on taking notes.
The first two Gofore employees that were interviewed were from the sales group.
Their job descriptions included tasks like sourcing and allocating experts to projects. Their main working platforms were Hohto and Pipedrive. To also get a technological aspect on the possibilities and needs at Gofore, an employee with expertise on platform development was interviewed. He had a deeper understanding of the current state of Gofore, potential improvements to be made and how
new processes could be implemented. All interviews were held in Finnish. Therefore, the author of this thesis has translated the referenced parts into English.
For the sake of anonymity, interviewee names and positions will not be addressed
in detail. As the research was done through semi-structured interviews, the interviews flowed smoothly, and relevant topics were discussed. The first two interviews followed the same structure, whereas the topics for the third interview were
adjusted based on the previous interviews. In this way, relevant topics and issues
could be pursued in more detail.
All interviews consisted of both structured and unstructured questions. The first
two interviewees were asked about the current state of sales at Gofore, how sales
are done, what is the most time consuming, and what is automated. The interviews went on to discuss possibilities on how to make sales more efficient and
how AI, bots and data-analytics could be exploited.
In the third interview, the interviewee gave his insights on factors that came up in
the two previous interviews, like time consuming processes and other areas of
development. Possibilities in Gofore’s B2B sales were also discussed further.
The third interview gave a better understanding on what needs to be done, what
technologies are available and how these technologies could be exploited.
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6.1 The findings in brief
Based on the interviews, AI as a tool for sales would be welcomed – whereas
artificial intelligence as a supporting function within all processes in the organization would be remarkable. Further, as no strict boundaries (hierarchy) limit the
possibilities in a self-managing organization, imagining the use of technology is
easier.
As AI runs on data and experience, it will take some time until it can be utilized.
When all relevant data would be tagged, easily accessible and stored centrally,
technologies and supportive AI functions could be gradually generated to meet
the organization’s needs.
The findings from the interviews will be divided into three parts:
1. Topics that came up in every interview
- A larger picture of the entire “playing field” is needed
- Information on previous projects should be exploited
2. What could be developed
- Pricing
3. Possibilities for the future
- More data from external sources
- Everybody sells
- Sales process modification
- AI as a tool for building teams
The following chapters discuss the findings. Each part (1,2 and 3) has its own
heading. Extracts from the interviews will act as additional sources of information
alongside relevant articles. After examining the findings, suggestions will be
drawn. When available, the suggestions will be backed up by supporting literature.
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6.2 Hot topics
Even though the interviewees had somewhat different tasks and positions, similar
issues and topics came up in each interview. As in-depth interviews may sometimes provide relatively different opinions and discussions, clear connections and
generalizations may be challenging to make. Fortunately, this was not the case
with the interviews held at Gofore, and emerging topics were relatively easy to
identify.

6.2.1 Snapshots and trends
The most discussed topic was the overall “snapshot” of ongoing projects. This
came up in all three interviews. Information should flow more efficiently, so that a
broader picture of what’s going on at the moment would be easier to grasp. Answers to questions like who is working in which project, what they are doing and
how long the projects are going to last, would help the organization to react to
trends and changes. The following extract discusses possible solutions on how
the sales team could focus on the future, and how different departments could
benefit from each other’s snapshots.
[…] In our business type, we kind of have like a Holy Trinity, as it has sales,
sourcing and recruitment. The guys at sourcing should give a broad overview,
like a snapshot, to the sales department and recruitment, on stuff like who and
what types of skills are going to be released in the near future. This should
then guide sales and recruitment in the right direction. In addition, recruitment
should generate a snapshot on what kind of experts would be available and
for what price. This should then also drive sales in a certain direction. Then
again sales should be able to give a perspective on what is currently in demand. And then kind of like sales would rely on the information from recruitment and sourcing and guide sales towards certain kinds of expertise […] (Interview number 3, Gofore 28.10.2019.)

Sales Û Sourcing Û Recruitment
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If information was stored in a central, accessible location, all three parties could
generate relevant information and guide each other’s processes. For this to be
possible, consistent data should be tagged and stored in a commonly agreed
place, like a SharePoint. According to the interviews, a dilemma with some of the
current data is that it’s hard to find. In addition, if AI is to be utilized in the future,
a functional database should be created (Paschen et al. 2019).
If the sales team had a clear overview on the projects and their duration, they
could predict and anticipate who is available and who is not. For this to be possible, experts interacting with the customer should actively share information about
the duration of the project. As a result, the sales team could shape their sales
more into the future and focus on maximizing the efficiency of the organization.
Ideally, a salesperson could contact a customer well in advance (2-5 months) and
propose an entire team for the desired project. Thus, the number of experts “sitting on the bench” would be minimized, and a continuity of projects could be perceived both by the employees and the organization. Even a simple poll like “available” “unavailable” or “don’t know” would give an indicative answer on the upcoming. The poll could be carried out, for example, quarterly or semi-annually.
Furthermore, data on customer needs should be monitored. If trends could be
recognized, both the recruitment team and the sales team would benefit. In such
cases, the recruitment team could emphasize searching for expertise on trending
skills, and the sales team could advise customers on the current trends. In addition, as information would flow efficiently between sales and recruitment, both
could plan ahead. In this case, sales would know who are being recruited and the
recruitment team would know what is in demand. Moreover, a broader understanding on the current situation would help the entire organization to move in a
desired direction.

6.2.2 Utilizing prior data and information
Related to data storage and accessibility, information on previous projects and
offers should be centrally stored. This was a topic that also came up in each
interview. If information on previous projects was easily accessible, salespeople
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could find references swiftly, and “on the go”. The following extract from the first
interview sums it up quite adequately.
[…] it would be amazing if the information would be easily accessible already
at the meetings with the customers. There the sales rep could then suggest
stuff when discussing with the customer by searching with keywords for case
examples. Especially when meeting a new customer for the first time, and you
wouldn’t know their needs. Now the sales reps probably just listen to the customer and then come back to the office and search for matching projects and
cases. Then they arrange a new meeting and suggest something based on
what they found. If the sales reps could find information “on the spot” about the
previously made cases, this would create a “wow-effect” for the customer.
Some kind of project descriptions can currently be also searched with keywords from Hohto, but that’s more like textual data and not in an appealing
format. Customers should be shown visual case examples, marketing-like
stuff. There is I think like 7 case examples that the sales reps mainly use to
show our previous projects, but of course they don’t match the customer needs
always. If the information on all previous projects could be somehow enhanced
into presentation-like case examples, sales reps could show customers pretty
much always suitable examples. […] (Interview number 1, Gofore 21.10.2019.)

Being able to suggest suitable solutions for the customer at the first appointment,
would most likely also save both time and money. As the project descriptions are
currently in Hohto, some data is already in an accessible format. If this information
was tagged accordingly, and for example the most important parts would be highlighted, a machine could extract compressed case examples in a desired format.
In addition, when new projects would be launched, all relevant information should
be stored in the same way and systematically. To make the presentations more
compelling, tagged images could be added and stored to the database. In this
case, for example bots could act as a user interface (UI). Salespeople could then
interact with them, and the bots could suggest relevant case examples.
As Gofore’s goal is to enable “everybody sells”, a machine that extracted case
examples as outputs could act as a starting point. The sales team could test the
system, modify its behavior and enhance it over time. When adjusted and considered functional, the platform could be opened to the entire organization. This
will be discussed further in chapter “Possibilities for the future”.
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In addition to a machine compiling congruent data, and to give aspects on future
possibilities, Syam’s and Sharma’s (2018) article on the “fourth industrial revolution” will be discussed briefly. In their article, they, among other things, examine
AI systems as tools for automating the creation of “product presentations”. In the
article, they (2018, 144) discuss how machine learning and AI techniques have
boosted rapid prototyping when creating sales presentations.
A compelling example of rapid prototyping is the creation of the “Elbo Chair”. A
software called Dreamcatcher was used to open hundreds of potential chair
shapes in a time that would’ve otherwise taken for ever. The system suggested
possibilities, all while adhering the precise specifications of engineers. (Daugherty & Wilson 2018, 136–137.)
As AI is already utilized in producing samples and prototypes, Syam and Sharma
(2018) consider whether intelligent machines could help also in creating dynamic
presentations. Dynamic presentations are especially important in adaptive selling
(complex sales), where the sales approach should be changed based on the
needs of the customer.
By dynamic, AI enhanced presentations, Syam and Sharma (2018, 144) mean
the incorporation of customer feedback (both verbal and nonverbal), and the
salespersons’ objectives. But, according to them, in order for it to be possible, the
system would require enormous amounts of data. In addition to this, high processing platforms and competent machine learning would be required. What
comes to Gofore, this might not be the most important aspect to focus on right
now but might become relevant at some point in the future.

6.3 A subject to consider
Pricing was a subject which was discussed in the second and the third interview.
As neither of the two weren’t directly sales representatives, a crystal-clear image
on the current state of pricing could not be made, how it is done and on what
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grounds. Nevertheless, important aspects regarding the matter were discussed.
The following chapter will discuss pricing and what was observed.

6.3.1 Pricing
As Gofore’s target is also to raise their cost efficiency as their growth continues,
attention to pricing should be made. Currently, Gofore’s pricing decisions are
made by the sales representatives, more or less based on their intuitive. Of
course, previous prices and market prices in general affect their decisions, but
should prices be monitored more closely? Even though prices must be sometimes adjusted accordingly, previous pricing points could guide the decision making. The following extract points out thoughts about pricing and its exploitation.
[…] information on pricing would be important. Like at what prices have we
won and at what prices have we lost the bids. Also, like at what price point
could we have still possibly won would be nice to know. At the moment, this
kind of data is most likely stored somewhere in Pipedrive, which is mainly in
the use of salespeople. But I think, if the information is somewhere there, it is
pretty much inaccessible and therefore useless right now. But that data could
be utilized by analytics, like at what price points have we landed the bids and
at what points not, then also like a bit of information on the possible reasons
would be good. This would be an important area of development and also to
understand the progress of pricing in the long run. […] (Interview number 2,
Gofore 21.10.2019.)

When discussing profitability, pricing plays a key role, as profitability often tends
to be the difference between profits and losses. In addition to the extract, utilizing
previous cost structures and prices would be useful for the future, as it would be
easier to monitor market development and change. In this case, information on
rival companies should also be gathered, like what they offer and for what price.
As a result, deeper understanding on the market would be achieved, and pricing
could be optimized.
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Regarding Gofore’s current situation, information on pricing should be stored so
that it is available. When the data on previous bids and offers would be accessible, it could be utilized for various meanings. These could be for example, tracking Gofore’s pricing trends, understanding “deal/no deal” pricing points and the
worth of teams and their know-how. Furthermore, understanding the value of expertise in proportion to the duration of the projects would be important (6-month
private sector vs 5-year public sector). Many times, a shorter project should have
a higher margin than a stable, long-term project.
Syam and Sharma (2018) have also acknowledged the importance of pricing.
They suggest AI as a tool for figuring out the best prices for different customer
segments. According to them, field experiments (A/B experiments) in the online
world can be used to configure possible price points and pricing formats. These
A/B experiments consist of dashboards that include pricing variables with other
information like leads, contacts, IP addresses etc. A machine learning based software can automate the experimentation process and suggest sales representatives optimized pricing points in real time. (Syam & Sharma 2018, 144.)

6.4 Future possibilities
This chapter focuses on discussing possibilities for the future, what could be done
and how. As intelligent machines perform via inputs, they should be, first and
foremost, available for exploitation. In addition, as AI systems should learn and
gain experiences, past data is important. Therefore, if there is a willingness to
use these systems at some point in the future, the creation of the data base
should’ve already started.

6.4.1 External sources of information
External data sources were also discussed in the interviews. Based on the interviews, external data could be used to increase Gofore’s knowledge on both customers and competitors. These external sources could provide information on
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whether a company is emitting positive or negative signals, and thus, help decision making and predictability.
On the contrary, as the amount of information is pretty much endless and evergrowing, monitoring and interpreting such information would be impossible for a
human. Furthermore, as global organizations tend to have information not only
on multiple sites, but in various languages, even polyglots (a person who knows
many languages) would have a hard time understanding everything.
Paschen, Kietzmann and Kietzmann (2019), suggest AI as a tool for this too.
According to them, AI could analyse content on social media, blogs, news articles
and other. By using NLG (natural language processing) and ML algorithms, the
system could even identify false information, like fake news etc. In addition to
this, the trio claims that AI could help B2B marketers by identifying keywords and
themes from competitors’ social media, news releases and other unstructured
data. This information could then help deposition competitors and/or be a valuable resource for future product (service) development. (Paschen et al. 2019.)

6.4.2 Everybody sells
As Gofore’s goal is to implement “everybody sells” into their working culture, enabling tools must be created. When case examples and information on previous
projects would be easily accessible, experts at the customer interface could “help”
the customer. In these cases, an expert could for example show the customer
information on projects outside of his or her area of expertise.
But, in order for the experts to be willing to help the customer by offering additional services, an everybody sells -culture should be created. Even though Gofore does have a lead commission policy at the moment, the results and information aren’t tracked or monitored enough. If it was easier for an expert to input
a possible lead into the system, and the process required only a moment of their
time, more “value adding sales” would be made. (Interview number 3, Gofore
28.10.2019.)
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Thus, the author of this thesis suggests Gofore to first test the AI functions within
the sales department, and gradually modify them before opening the use to the
entire organization. If possible, a data scientist and a software designer could
work together with the sales team to develop the required tools and platforms.
On one hand, as experts bring value by billable hours, potential receivables would
be out of the organization’s revenue. On the other hand, the results could possibly
multiply the amount of the lost income, and the weight of the losses would be
negligible.
If everyone would sell, additional sales would be generated from various areas of
expertise and industries. As a result, demand would begin to incline, new employees would be hired, and Gofore’s growth would continue. Considering lead
commissions, employees could continue getting fair bonuses and therefore boost
the desire to “help” the customer.

6.4.3 Modifying the sales process
As nothing is constant except change, B2B sales will most likely change at some
point too. Like previously mentioned, also Syam and Sharma (2018) have
acknowledged this. As they stated, simple sales, or in other words transactional
sales, can already include highly automated processes.
The future of Gofore’s sales process was also addressed in the interviews. In the
future, a customer could possibly have access to a Hohto-like platform to search
for what is available (and what is possible). Further, they could review prices and
place orders. In this case, the sales process could be largely completed between
the interaction of the customer and the user interface (e.g. bot). On the other
hand, emotional and personalized interaction would still be relevant, as customers’ needs would still vary. Therefore, machines most likely wouldn’t replace
salespersons entirely, but salespersons could use machines as tools and focus
on truly value-adding functions, like creating long lasting customer relationships.
(Interview number 1, Gofore 21.10.2019; Interview number 3, Gofore
28.10.2019.)
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6.4.4 Building “dream teams” and determining personalities
As a futuristic suggestion, artificial intelligence could help in creating teams, by
for example identifying suitable personalities and then combining these together.
AI tools are already used in sales for identifying prospects’ personalities, so why
couldn’t they be used for identifying matches within the organization too?
Companies like JOYai and Crystal Knows provide systems for organizations to
“scan” personalities and identify them into certain types of people. JOYai determines a prospect’s personality from their social media footprint. It helps salespersons to conduct value propositions for certain kind of personalities and suggests
how these prospects should be approached (JOYai 2019).
Crystal Knows works in a similar manner, it uses a chrome extension to determine
persons’ personalities on sites such as LinkedIn, Gmail, Salesforce and other. As
a personality AI, crystal analyses millions of online data points to identify certain
types of personalities. It then suggests how you should communicate based on
the personality profile that it has created. With the help of systems like JOYai and
Crystal Knows, a deeper connection between the customer and the representative can be achieved. (Crystal Knows 2019.)
As Gofore’s projects tend to be team-based, systems like these could help in
creating so-called “dream teams”. Furthermore, if the system would know who
has done what, with whom, and when, the personality enhanced AI system could
suggest likely functioning teams and roles. At some point, this could then be
scaled to also consider Gofore’s subcontractors.
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7 CONCLUSION

This bachelor’s thesis aimed to discover possible solutions for Gofore Plc to enhance their growth. As growth tends to depend on multiple things, this thesis focused on enhancing sales. This thesis provided extensive background information on relevant topics and discussed possibilities, as well as development
areas.
The objective of this thesis was to research possibilities on how Gofore’s sales
could be enhanced by artificial intelligence, bots and data-analytics. As new technologies are shaping today’s business environments, and technology as a subject is trending, useful articles on the matter were examined.
In brief, the objective was reached. On the contrary, as the plan was also to find
a possible solution on how Gofore could embed selling into the entire organization, no direct solution could be found. Even though a concept like this could be
enabled through intelligent systems, a culture inspiring to create additional selling
is necessary. As discussed in this thesis, culture tends to form over time, and
therefore cannot be modified instantaneously. Although, a culture like this could
form faster by making the process appealing with the use of suitable tools.
Even though a direct solution for scaling sales might not have been reached during this research, topics, ideas and issues related to it were found. The three onehour in-depth interviews provided sufficient information both about the possibilities of the future as well as the current situation. Suggestions were made based
on the information gathered from the interviews and with the help of previously
studied topics. Though the possibilities within self-managing organisations are
comprehensive, utilizing technology is still a relatively new concept, especially in
the B2B environment. Nevertheless, as a forerunner, the culture of experimentation should not be overlooked.
For the future, additional research and studies on whether something suits Gofore or not should be made. As complex sales tend to still require humans to
recognise the needs of the customer, research on whether the automation of any
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sales at Gofore is possible, would be a start. Also, an internal quantitative research on Gofore’s user interfaces (e.g. bots, portals etc,) and their functionality
could be made. Based on the findings, favourable UIs could then be implemented
into current and future processes. An electronic survey could easily act as a datacollection method via a currently used interface.
In addition to this, current UIs could collect data from the interaction between
employees and the interface. This could then be used to track, for example, trending topics and questions. Furthermore, burnouts could be prevented as intelligent
systems can also distinguish possible mood swings and issues.
Even though the suggestions and discussed topics may sound easy to incorporate, implementing them into organizational processes won’t come without complications. Therefore, the importance of data storage cannot be stressed enough,
as all AI functions rely on it. Moreover, the data must be accessible, easy to find
and stored in a commonly agreed place. This perhaps sums up the entire thesis.
A functional database lays the foundation for any intelligent machine, be it a CRM
software or an AI system.
As the author was not working at Gofore whilst writing this thesis, the observations and suggestions were made from a “keyhole perspective” and also allowed
the possibility for objectivity. With these in mind, at least in the author’s opinion,
relevant findings and solutions appeared throughout the research.
With these words, the author wants to thank both the reader for reading, and the
commissioner for an interesting thesis topic. In addition, a special appreciation
and thanks to the interviewees, as well as to the contact person at Gofore.
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APPENDICES

Appendix 1. Robertson’s Holacratic governance meeting process
(Robertson 2015, 69–70)
GOVERNANCE MEETING PROCESS
1. Check-in Round
One at a time, each participant has space to call out distractions and orient to the meeting.
2. Administrative Concerns
Quickly address any logistical matters, such as time allotted for the meeting and any planned breaks.
3. Agenda Building
Participants add agenda items, using just one or two words per item. Each agenda item represents
one tension to process. Facilitator captures them in a list.
4. Process Each Agenda Item Using the Integrative Decision-Making Process
Each agenda item is addressed, one at a time, using the Integrative Decision-Making Process.
5. Closing Round
Once the agenda is complete or the meeting is nearing its scheduled end, the facilitator gives each
person space to share a closing reflection about the meeting.

67
Appendix 2. Robertson’s Holacratic tactical meeting process
(Robertson 2015, 95–96)
TACTICAL MEETING PROCESS
1. Check-in Round
Goal: Notice what’s got your attention, call it out, let it go.
Sacred space: no cross talk. Get present, here and now; grounds the meeting.
2. Checklist Review”
Goal: Bring transparency to recurring actions.
Facilitator reads checklist of recurring actions by role; participants respond “check” or “no check” to
each for the preceding period (e.g., the prior week).
3. Metrics Review
Goal: Build a picture of current reality.
Each role assigned a metric report on it briefly, highlighting the latest data.
4. Progress Updates
Goal: Report updates to key projects of the circle.
The facilitator reads each project on the circle’s project board and asks: “Any updates?” The project’s owner either responds “no updates” or shares what has changed since the last meeting. Questions allowed, but no discussion.
5. Agenda Building
Goal: Build an agenda with placeholder headlines.
Build agenda of tensions to process; one or two words per item, no discussion.
6. Triage Issues
Goal: Get through all agenda items in the allotted time.
To resolve each agenda item:
1. Facilitator asks: “What do you need?”
2. Agenda item owner engages others as needed.
3. Capture any next-actions or projects requested and accepted.
4. Facilitator asks: “Did you get what you need?”
7. Closing Round
Goal: Harvest learning from the meeting.
Each person can share a closing reflection about the meeting; no discussion.

