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Executive summary

and key findings

WHILE Al OFFERS OPPORTUNITIES for mar-

ket reinvention and competitive advantage,
companies must align expectations, resour-
ces, and value creation approaches to har-
ness its full potential. The primary challenge
in scaling Al has shifted from a lack of talent
to insufficient investments. However, most
companies keep targeting relative quick wins,
expecting returns on their Al investments
within 1-5 years.

The report explores the satisfaction and
expectations of companies regarding Al.
Approximately 60% of surveyed companies
are satisfied, or very satisfied, with their Al
results, and a vast majority hold enthusias-
tic or cautiously positive expectations. One
of the largest differences compared to last
year’s report, is that the proportion of com-
panies that have some form of framework for
assessing the success of their Al initiatives
has risen from approximately 25% to 40%.
There are, however, differences in Al adoption
and assessment frameworks between pri-
vate and public sector organizations, where
the public sector lags behind in implementing
such frameworks.

The report emphasizes the importance of
managing Al effectively, including aligning
infrastructure, data organization, and proj-
ect management. It also stresses the need
for continuous development programs, rath-
er than viewing Al investments as one-off

IT investments. While Al is still in its early
days, a maturing understanding of how it cre-

ates value is evident, signaling a transition
from the exploration stage to a more scalable
exploitation stage.

* Al has the potential to provide a com-
petitive edge and generate new revenue
streams, mainly when it is deployed at
the core of products and services.

* Insufficient investments are now the pri-
mary challenge in scaling Al, not a lack of
talent.

* Al is becoming increasingly important
for companies, as shown by the growing
number that have frameworks to assess
Al success.

Al adoption

The strategic role of Al in business should
focus on its potential for new avenues of
value creation and the management prac-
tices necessary for successful implementa-
tion. Key aspects are 1) the integration of Al
into products for innovation and competitive
advantage; 2) the shift in digital budgets; 3)
architectural considerations due to Al; and
4) the importance of evaluating whether to
build or buy Al solutions based on compa-
ny capabilities and goals. Custom Al solutions
can provide a lasting competitive edge. Con-
sidering the entire tech stack, including data
and compute, is essential for achieving suc-
cessful Al deployment.

The report explores the types of Al technolo-
gies being used and experimented with across

different areas of business operations. NLP and
Generative Al are widely used in personal pro-
ductivity and company products. Other tech-
nologies like optimization engines, deep learn-
ing, and computer vision are more commmon in
the context of technology R&D, production, and
manufacturing processes. While Al technology
adoption is increasing, some technologies like
explainable Al are lagging behind.

* The integration of Al into products is the
fastest growing area of Al deployment,
providing opportunities for innovation and
competitive advantage.

* Al is bulldozing through existing digital
budgets, changing focus areas and raising
questions about fundamental architec-
ture. Owning your own data and building
“Al for X” industry intelligence is emerg-
ing as the recipe for steering one’s own
destiny and market leadership.

* As the importance of Al increases, con-
siderations across the tech stack are be-
coming more critical to user experience
and business success. Cheaping out on
Al and compute may make products un-
reliable and slow, suddenly putting “the
plumbing” at center stage.

Investing in Al

Key factors for successful Al investments
among companies include understanding how
requirements, ways of working, and devel-
opment processes can change when shifting
from traditional software to Al. This includes
a change in priorities related to Al develop-
ment, data practices, talent nurturing, and the
growing significance of regulatory compliance.
These all can affect the total costs of Al.

Experimentation and Al development as part
of a product are the most common invest-
ment areas for Al development. Many compa-
nies are also waking up to the need of invest-
ing in data collection and quality, as well as
continuous evaluation of Al use cases. There
remains a lack of investment in compute
capacity. Its importance is nevertheless high-
lighted by how the reportedly most success-
ful Al adopters have a distinctly higher focus
on compute. Regarding Al talent and manage-
ment, training and competence development
are the most common investments, followed
by recruiting.

The complex regulatory landscape requires
companies to take a long-term view and stay
informed of policy developments. Investing in
the continuous monitoring and evaluation of
Al models is important, both for value cre-
ation and for regulatory compliance.

* The key to continued innovation is an un-
derstanding of the investments required
for the shift from traditional software to
Al and accelerated computing.

* The priorities related to Al develop-
ment, data practices, and talent nurtur-
ing among companies are changing, sig-
nalling ongoing maturation in companies’
Al efforts.

* Maintaining regulatory compliance is be-
coming increasingly significant as Al
moves into the political sphere. Compa-
nies need to invest in navigating a com-
plex and evolving regulatory landscape.

The Nordic Al ecosystem

Similar to previous years, the most sought
after talent is very technology savvy, in the
form of data scientists and machine learning
engineers. Elsewhere, there is a need to both
build Al literacy and also grow ecosystem
collaboration to support ambition and under-
standing across the field.

There is a growing gap between early adopt-
ers and laggards in Al adoption. The com-
panies that report the highest satisfaction
with the results they are seeing from Al tend
to have frameworks for assessing Al suc-
cess. They list Al as a key part of their strat-
egy, and have focused on strengthening
competitive edge and adding new revenue
streams. They also recognize the need for
more investment in Al, particularly in talent,
data, compute capacity, quality assurance,
and regulatory compliance. These companies
seem to have a more mature understand-
ing of Al’s value and are more likely to engage
in ecosystem collaboration, benefiting the
entire Nordic Al ecosystem.

The Nordic region needs to attract talent
from outside of the region. To do this, com-
panies must have ambitious Al strategies and
offer rewarding and challenging projects for
the talent to engage with.

The companies most satisfied with the
results they are seeing from Al have an over-
all higher ambition in their Al activities, as
evidenced in this report. As they are also
more likely to participate in Al ecosystem
collaborations, they are great sources of
learning for the entire ecosystem.

Companies with a more mature understand-
ing of Al, including having frameworks to
assess success, achieve better ROl from their
Al initiatives. They also recognize the need
for increased investment, not just in technol-
ogy but also in talent and compliance.

The report Ed. IV
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In today’s rapidly evolving technological landscape, the implemen-
tation and scaling of artificial intelligence (Al) technologies present
both significant challenges and remarkable opportunities for busi-
nesses.

The report Ed. IV

Al offers the promise of reinventing markets, creating innovative
products and services, and ultimately gaining a competitive edge.

. Realizing this potential requires a strategic alignment of expecta-
tions, resources, and value creation approaches.

T h e rO|e Of AI This section explores the critical factors that businesses must

consider to harness Al’s full potential, emphasizing the need for
a holistic understanding of Al technologies and the industries in
which they operate.

* Al has the potential to provide a competitive edge and generate
new revenue streams, mainly when it is deployed at the core of
products and services.

* Insufficient investments are now the primary challenge in scal-

3 ing Al, not a lack of talent.

* Al is becoming increasingly important for companies, as shown
by the growing number that have frameworks to assess Al
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Great expectations

While Al has dominated discussions relat-
ed to technology and business, the con-
tinuous hype that started with the release
of ChatGPT in 2022 has the potential to
cloud judgements, both in an overly posi-
tive and overly negative way. Consequently,
the real question remains around how com-
panies are turning Al’s potential into busi-
ness value.

Approximately 60% of the companies sur-
veyed for this report are satisfied, or very
satisfied, with the results they are seeing
from Al. The other 40% are neutral or worse.
A variety of factors impact these numbers,
such as what industry a company is in, how
well they understand new Al technologies,
and how long they have been working with
Al, just to name a few. Most importantly, sat-
isfaction is always relative to expectations.

Companies surveyed were also asked about
their expectations towards Al. A vast majority
are either enthusiastic or cautiously positive,
as one might expect, given both the hype and
the real potential of Al.

Combining the level of satisfaction with
reported expectations shows that, of those
who are very satisfied with the results they
have seen from Al so far, 100% believe that
having Al as an integral part of their product,
service, or operations will give them a com-
petitive advantage.

@ NSOAI 2024 @ NSOAI 2023

Very
disappointed

Somewhat
disappointed

Neutral

Satisfied

Very
satisfied

Not sure

Section 1

But enthusiasm comes with the risk of turn-
ing into disappointment unless it is paired
with a realistic understanding of the tech-
nologies at hand. In an attempt to gauge said
understanding, companies were asked about
the time scale at which they are expecting to
see results from their Al deployment.

A majority of companies expect to see results
in 1-5 years. What constitutes a realis-

tic expectation regarding returns on invest-
ments into Al depends on the type of Al
technology the organization has deployed and
used. Many respondents noted this in their
responses. For investments into Al tools that
help improve individual efficiency, the returns
are almost immediate.

However, each new technology provides its
own set of strengths. With time, compa-

nies mature in their understanding of how to
best put the new technology into practice and
adjust ways of working to match the strengths
provided by the new technology.

For larger investments, such as those need-
ed for incorporating Al as an integral part of

a product, service, or core process, returns
should materialize over a longer time horizon.
In other words, longer timescales in expected
returns aren’t so much about caution than
about setting up ambitious investment pro-
grams that are expected to produce sustain-
able value over longer periods. Section 4 of this
report shows how companies with the highest
satisfaction levels regarding Al differ in their
ways of working, compared to those with lower
satisfaction.

45.71%

31.43%

0% 10% 20%

\ \
30% 40%

Figure 1: How satisfied are you with the results you are currently seeing from Al in your company?

| believe having Al as an
integral part of our
product/service/operations will
give us competitive advantage.

81.3%

| am uncertain if Al will
increase our competitive
advantage but it might, and 7.390
therefore it is something we :
must invest heavily in if our
competitors invest in it.

| want to see more concrete
results of the use of Al and ko

. 9.76%

prefer a cautious approach

until then.

| think Al is overrated and not 1.65%
worth significant investments. ’

\ \ \
0% 20% 40% 60% 80%

Fig 2: Which of the following statements best describes your expectations of AI?

1.63%

Very disappointed

0.81% 1.6% 1.6%

Somewhat
disappointed

2.44%

Neutral

Satisfied

Expectations of Al

Very satisfied
.63% 0.81% 0.81%

Not sure

0% 10% 20% 30%

Satisfaction level

@ | believe having Al as an integral part of our product/service/operations will give us
competitive advantage.

@ | am uncertain if Al will increase our competitive advantage but it might, and therefore it is
something we must invest heavily in if our competitors invest in it.

@ | want to see more concrete results of the use of Al and prefer a cautious approach until
then.

@ | think Al is overrated and not worth significant investments.

Fig 3: Expectations of Al and satisfaction with results from AI?

The role of Al
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1year or less 38:83%

more than 5

56.1%

1-5 years

other

[ [
0% 10% 20% 30% 40% 50%

Fig 4: On what time scale are you measuring the success of Al investments?

Timescale

78.05% 9.76% 9.76% 2.44%

1year or less

seos | ioux s

1-5 years

B %

More than 5 years

e | nson_nsox

Other

0% 20% 40% 60% 80% 100%

Expectations of Al

@ | believe having Al as an integral part of our product/service/operations will give us com-

petitive advantage.

@ | am uncertain if Al will increase our competitive advantage but it might, and therefore it

is something we must invest heavily in if our competitors invest in it.

® | want to see more concrete results of the use of Al and prefer a cautious approach until

then.

@ | think Al is overrated and not worth significant investments.

Fig 5: Time scale of ROI and expectations of Al

@ NSOAI 2023 @ NSOAI 2024

25.71%

Yes

No 71.43%
59.35%

0% 20% 40% 60%

Fig 6: Does your company have a framework in place for assessing the success of Al projects e.g. in terms of return on invest-
ment? 2024 vs 2023. All companies.

Yes 23.53%

No

0% 20% 40%

76.47%

60% 80%

Fig 7: Does your company have a framework in place for assessing the success of Al projects e.g. in terms of return on

investment? Public sector.

In the interest of strengthening a company’s
competitive edge with Al, it is wise to
remember that using the same available
efficiency tools as competitors will hardly
put any company in the lead. Al provides
traditional industries the opportunity to
transform into Al-driven industries. However,
this shift requires substantial and long-term
investments not just in technology, but in
novel business models and ways to engage
with customers, as well as training and
collaboration for a company to get ahead

of competition.

While Al is still in its early days, and com-
panies are still learning how to best harness
these new technologies, there is progress.
Similar to last year, companies were sur-
veyed on whether or not they have a frame-
work in place for assessing the success of
their Al investments. The rise in the portion
of companies that do, indicates a maturing
understanding for how Al creates value. This
transition is also proof of Al moving from its
exploration stage to its scalable exploitation
stage.

The public sector shows a different trend.
There, the proportion of organizations that
do have a framework in place is significantly
lower than among private companies. This
remains an obstacle for organizations to learn
and leverage the most efficient ways to use
the technology, creating significant opportu-
nity costs in a time of already strained public
finances.

An understanding of value creation with Al
and how it fits to an organization’s operations
is the foundation of derisking projects. It also
helps in building an appetite for a broad-

er portfolio of initiatives and, ultimately, for
incorporating Al into a company’s strategy.

The strategic role of Al for
value creation

The magnitude of the shift that Al entails for
all industries could be comparable to that
brought about by electricity. The technology
will impact all industries and understanding
how to leverage Al will separate the winners
from the losers in both the corporate and
nation state contexts.

When asked what role Al plays in their com-
pany’s strategy, the responses were very
interesting. In the group with the largest
companies, a majority recognize Al as a
transformational technology that requires
further investment, while in the group with
the smallest companies, a majority cite Al as
being the tip of their strategic spear. Roughly
speaking this shows the difference between
the behemoths of traditional industries ver-
sus the digital natives who are looking to
disrupt those industries.

The bigger companies that do see Al as the
tip of their spear have the opportunity to
transform their companies into industry lead-
ing Al-driven companies within their sector.
But they face the innovator’s dilemma: will
they disrupt their own industry and profitable
business models before smaller and more
nimble companies do it. Overconfidently
relying on a market position based on a busi-
ness model crafted in a time before Al tech-
nologies can prove harmful. Similar examples
can be found in recent history with the movie
and music industries. Large movie studios
and record labels had the capital to innovate
on streaming technology, yet they chose to
rely on business and distribution models that
were working for them at the time. When
they realized the disruption caused by com-
panies like Netflix and Spotify, it was already
too late for the industry titans to catch up.

The role of Al
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® Upto1lOM @ Over 50 M

Al is not relevant for our
strategy.

Al is one element among
others in the strategy, not
yet integrated with
operations at large.

Our company’s strategy
recognizes Al as a
transformational technology
that we need to invest in.

50%

Al is the tip of the spear of 48.44%
our company’s strategy,
permeating product

development and processes.

\
0% 10% 20% 30% 40% 50%

Fig 8: Which of the following statements best describe the role Al plays in your company’s strategy? Companies with revenue of

over €50 million annually compared to companies with a revenue of less than €10 million annually.

Al is not relevant for our
strategy.

Al is one element among
others in the strategy, not

It brings us a competitive
edge by improving our
existing products.

It brings us new revenue

streams through new
products and innovations.

It increases our productivity

(o)
and efficiency. 40.65%

Not sure

0% 10% 20% 30% 40%

Fig 10: What is the main avenue through which Al creates value in your company?

0.81%3.25 % 14.63% 14.63%

It brings us a competitive
edge by improving our

O existing products.
c e sk | isasw
Z It brings us new revenue
o streams through new
o products and innovations.
5 e N 14.63% 2.44%
< It increases our productivity
g and efficiency.
L 0.81 %0.81% 0.81%

Not sure

\ \
0% 10% 20% 30% 40%

Strategic role of Al
@ Al is not relevant for our strategy.

@ Our company’s strategy recognizes Al as a transformational technology that we need to
invest in. | think Al is overrated and not worth significant investments.

Al is one element among others in the strategy, not yet integrated with operations at large.

yet integrated with
operations at large.

Our company’s strategy
recognizes Al as a

o)
transformational technology 34.96%
that we need to invest in.
Al is the tip of the spear of
our company’s strategy, 3415%

permeating product
development and processes.

0% 5% 10% 15% 20% 25% 30%

Fig 9: Which of the following statements best describe the role Al plays in your company’s strategy? All companies.

@ Al is the tip of the spear of our company’s strategy, permeating product development and

processes.

Fig 11: The role of Al in company strategy and how Al creates value.

There are several ways in which Al can create
value for a company. From an innovation and
differentiation standpoint, the highest poten-
tial for value creation with Al lies in deploying
Al as a core component of a product, service,
or production process. As visualized in figure
11, companies that cite Al as the tip of their
strategic spear also see Al as bringing them
a competitive edge as well as new revenue
streams. This highlights the argument that
broad technological change, such as with

Al, offers significant opportunities, but that
these possibilities will be mostly seen in the
reinvention of markets and creation of novel
products and services, not in incrementally
improving existing business and operating
models. The data seems to corroborate that
change brought by Al is dividing companies
into winning and losing camps based on their
ability to reinvent the long-term substance
of their businesses. Section 4 of this report
provides a closer look at that.

The role of Al
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Managing Al

For the expectations of Al to be realized, a
number of interconnected factors need to
be considered. These include infrastructure
choices, how data is organized, and how Al
projects are managed. Only when these are
all aligned can Al reach its strategic role and
full value-creating potential.

How Al is managed differs from company to
company and depends on the company’s
culture, maturity, and needs. There are
synergies, cost savings, and efficiency gains
to be achieved from broader collaboration
within a company. However, at the same time,
forcing units with differing objectives, techni-
cal needs, or levels of uncertainty under the
same Al governance structure may seriously
hamper the achievements of them all. Never-
theless, it’s recommended that companies
build up their Al infrastructure in a way that
ensures access to needed resources across
the organization. Key considerations to avoid
such ‘anti-patterns’ or self-made handicaps
in a field changing this fast are to see these
efforts as continuous development programs
rather than one-off IT projects, and to pri-
oritize the direct, current needs of the users
over architectural qualities and operational

Independently managed locally in
each business segment/department

Managed locally in each business
segment/department, in
collaboration across departments

Managed locally in each business
segment/department, supported by
a central Al Center of Excellence

Led centrally in upper management
and run locally in each business
segment/department

Led centrally in upper management
and run in a common organization
serving all segments/departments

Not sure

other

0% 5%

Section 1

efficiencies. This reduces the risk of spending
big on highly efficient machinery that nobody
uses.

Survey responses show a clear difference
between private and public sector organiza-
tions where the public sector is much more
prone to silo their Al initiatives. This may be
helpful in getting a number of first phase ini-
tiatives going and tested, but will essentially
lead to incoherent and inefficient processes
across the various departments in the longer
run.

The management of Al naturally extends to
the management of what resources are used
to develop and deploy Al within a compa-

ny. Keeping up with the available options

can be challenging due to the rapid develop-
ment of Al. Essentially, the forerunner orga-
nizations that want to leverage Al for stra-
tegic purposes need to invest much more in
discovering and maintaining their edge in the
developing field compared to the organiza-
tions that choose to consume Al technolo-
gy through proven solutions and off-the-shelf
products. In either case, carefully considered
investments into Al infrastructure will, over
time, lower the investment needed on a proj-
ect basis level.

27.64%

5%

[
10% 15% 20% 25%

Fig 12: How are Al projects in your company managed and conducted? All companies.

Independently managed locally in
each business segment/department

Managed locally in each business
segment/department, in
collaboration across departments

Managed locally in each business
segment/department, supported by
a central Al Center of Excellence

Led centrally in upper management
and run in a common organization
serving all segments/departments

other

35.29%

29.41%

17.65%

0% 5%

[ [

10% 15% 20% 25% 30% 35%

Fig 13: How are Al projects in your company managed and conducted? Public sector.

External expertise

Internal expertise

Commercial platforms and tools
Open source platforms and tools
Internal platforms and tools

Open source models
Model-as-a-service / Inference API
Proprietary custom models

Not sure

Other

39.02%
87.8%
18%
55.28%
45.53%

45.53%

\ \
0% 20%

[
40% 60% 80%

Fig 14: Which resources does your organization use to develop AI? All companies

An important part of good resource align-
ment is to understand the big picture of what
needs to be achieved and aiming to match
the internal rate of change with what’s going
on in the outside world. Aligning expecta-
tions, value creation approaches, strategy,

and resources requires a holistic understand-
ing of Al technologies and the industry in
which a company operates. That is no small
task and all companies are bound to stumble
upon some challenges along the way.

The role of Al
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Lack of talent

Lack of shared practices related to
data

Lack of use cases

Lack of data

Lack of proven success cases

Lack of scalable infrastructure

Unclear business processes and
responsibilities

Insufficient investments

Unclear business strategy /
roadmap

Not sure

Other

0%

T

Section 1

38.21%
51.43%

23.58%

17.89%
8.57%

21.95%
22.86%

20.33%

11.38%
34.29%

26.83%
34.29%

42.28%
31.43%

2114%
3714%

5.69%
5.71%

8.13%
14.29%

10% 20% 30% 40% 50% 60%

Fig 15: What are your biggest challenges in systematically scaling the use of Al at the core of your business?

Challenges

In the previous two years, the number one
challenge in systematically scaling the use
of Al has been a lack of talent. This year
insufficient investments have taken the top
position. The results indicate an increasing
understanding among companies that to
move from single point POCs to large-scale
implementation and scaling of Al, significant
investments are needed.

The challenge posed by a lack of talent is rec-
ognized not only by companies, but by policy
makers as well, and related investments are
included in national Al strategies. Investing
in Al education is a necessity but not a short-
term solution to the challenge. All of the
Nordic countries will need to attract foreign
talent in order to compete globally. Building
Al ecosystems similar to those in Paris and
TUbingen is paramount for attracting both
talent and capital, and improving the competi-
tiveness of the Nordic economies.

is a seasoned technolo-
gy leader with over two decades of experience
spanning consulting and product companies,
and specializing in digital transformation and
Al-driven business innovation. Having worked
with organizations like GE Healthcare, Husq-
varna, and Piab, he has led the creation of IT and
digital units from the ground up, focusing on
architecture, Al labs, and scalable digital pro-
cesses and infrastructure. Currently serving as
Chief Digital and Information Ofhcer of Vaisala,
he balances two critical roles—ensuring seamless
IT operations as CIO while driving digital
business evolution as CDO. His expertise lies in
integrating data-driven technologies to enhance
business models, particularly within the Nordic
industrial manufacturing sector. With a PhD in
Artificial Technology Implications on Business
Model Innovation, he is passionate about bridg-
ing technology and business strategy to create
value, streamline operations, and accelerate mar-
ket offerings through digital innovation.

I find it encouraging that 60% of companies are
satisfied with their Al results, but I believe the

true impact of Al varies depending on its appli-
cation. At Vaisala, we see significant value on
the product innovation side, where Al enables
us to enhance our offerings, create new revenue
streams, and improve predictive capabilities in
areas like weather forecasting and instrument
monitoring.

However, on the operational efhciency side,

the tangible ROI has been harder to measure.
While AT tools like GitHub Copilot are widely
used, the direct impact on productivity—such
as measurable reductions in workload or opera-
tional costs—remains uncertain. I believe the key
to unlocking greater efhiciency lies in stream-
lining Al deployment across specific use cases
with measurable targets and building strong
foundational organization-wide data platforms.
Companies that have invested in robust data
pipelines and ML operations are likely seeing
faster returns, and that is an area we continue to
refine to fully realize AT’s potential.

Yes, maybe not at expected levels, but Al has de-
livered tangible business value on the operational
excellence side, particularly in areas like process
intelligence and sales optimization.
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One of the key realizations is that
Al is no longer a tactical investment
but a fundamental capability that
employees need to master, much
like how office productivity tools
became second nature over time.

- GIRISH AGARWAL -

For example, we are leveraging Al to enhance
our sales process by integrating personal assis-
tants that help consolidate emails, retrieve rele-
vant documents, and streamline workflows. We
are also developing Al-powered sales assistants
that would provide a 360-degree customer view,
integrating market data, competitor insights,
and product information through a chatbot
interface to support sales teams more effectively.
Additionally, we are optimizing our service and
customer care process to improve efhciency and
decision-making. While these initiatives are
already making an impact, we recognize that
there is still room for improvement, and we are
continuously refining our approach to maximize
AT’s value across operations.

How do you see Al creating value and has
that influenced your strategic priorities?

AT has significantly influenced our strategic
priorities by realizing and hence prioritizing
transformation programs, learning initiatives,

and a structured approach to Al adoption. One
of the key realizations is that Al is no longer a
tactical investment but a fundamental capability
that employees need to master, much like how
office productivity tools became second nature
over time. This has led us to prioritize learning
and adoption programs to build trust and famil-
iarity with Al especially in the Nordic region,
where trust in processes and transparency plays
a crucial role in adoption. Additionally, we have
strategically differentiated where we build AT—
mainly in our product offerings where it drives
new value—and where we buy Al such as in
operational efhciency, where value realization
often takes longer. A major insight has been that
imagination, rather than technology, is often the
biggest bottleneck in Al adoption. To overcome
this, we are fostering collaboration and leverag-
ing Al for brainstorming, strategy development,
and automation, recognizing that Al’s value
depends on how creatively and effectively we

apply it.

Our Key Takeaways

» Al retains the potential to provide companies with a competitive
edge and to generate new revenue streams by creating innovative
products and services.

« Realistic expectations on Al require deep understanding of
technologies and business objectives.

« Effective Al management requires the alignment of infrastructure,
data organization, and project management.

« Significant investments in Al are necessary for long-term benefits.
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This section delves into the strategic role of Al, exploring how it

can create value as well as the management practices necessary

for successful implementation and scaling of Al initiatives. By

examining these aspects, this section aims to provide insights into

how businesses can effectively harness Al to reinvent markets,

innovate products, and ultimately strengthen their competitiveness.
@

* The integration of Al into products is the fastest growing area

of Al deployment, providing opportunities for innovation and
. competitive advantage.
AI G d O p'l' I O n « Al is bulldozing through existing digital budgets, changing focus

areas and raising questions about fundamental architecture.
Owning your own data and building “Al for X” industry intelli-
gence is emerging as the recipe for steering one’s own destiny
and market leadership.

* As the importance of Al increases, considerations across the
tech stack are becoming more critical to user experience and

business success. Cheaping out on Al and compute may make
products unreliable and slow, suddenly putti e plumbing
17 at center stage. 8
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To build, buy or to
partner - that is the
question

Al is changing industries across the board.
However, this does not mean that all com-
panies should build their own Al solutions.
Companies need to comprehensively evaluate
their capabilities, strategic goals, and data
assets when deciding whether to build, buy,
or partner for their Al needs.

Building custom Al solutions allows compa-
nies to develop systems finely tuned to their
operational context. This enables lasting dif-
ferentiation and competitive advantages, as
competitors using standard solutions will
struggle to match these specialized capabil-
ities. Building in-house also strengthens an
organization’s ability to control its long-term
destiny and minimizes external dependencies.
In a changing environment, it helps to bet on
new capabilities. These often find new uses

Building our own models and
Al technology for our
specific needs.

Finding the best suited
existing models and Al
technologies for our specific
needs.

Combining both building our
own and finding the best
suited models and Al
technologies for our needs.

Section 2

and help an organization renew its skillbase,
thus reducing the risk of unexpectedly falling
behind. These new capabilities can be in the
form of talent, infrastructure, or any other
Al-related capabilities that grant one the
ability to move fast when needed.

When operational complexity risks increase
excessively, or when the Al’s target objective
is not closely linked to the company’s com-
petitive core, off-the-shelf Al products
become more appealing. These products
offer the benefits of quick implementation
and proven reliability, which are crucial for
businesses in areas with limited capacity or
interest in developing a unique Al capability
for competitive advantage. Such products
usually also come with vendor support, adding
a layer of risk mitigation and operational reassur-
ance.

Of course, whether to build or buy are not
mutually exclusive options, and as evidenced
by the responses a majority of companies are
opting for a combination of both.

38.21%

49.59%

0% 10% 20% 30% 40%

Fig 16: Which is your main focus when it comes to integrating Al into your business?

Opting for a combination of both shows an
understanding of the fact that there is no
one-size-fits-all solution to Al. It is important
to consider the big picture when planning the
development and deployment of Al. Defining
the problem to be solved and scoping out
what Al technologies to use, what kind of
team is needed, what type of data is needed,
and compute specifications, help to build an

understanding of whether or not the project at
hand is something a company can manage on
their own or if it will need external support.
Unless a company possesses the necessary
talent to assess and define what to use Al for,
the use of external expertise can be a good
idea in order to not end up in a cycle of
perpetual analysis paralysis.

Al technologies in use

One of the most interesting questions to fol-
low over the years that this report has been
produced relates to the kinds of Al technol-
ogies that companies have actually deployed
in production. Both the responses and the
response options are evidence of the fast
pace of development within the field of Al.
While Generative Al has received plenty of
attention over the last few years, it’s far from
the only Al technology available. Choosing
technologies should be done from the per-
spective of the challenge that a company

is looking to address. Figures 17-19 show the
distribution of which technologies are in use,
or are being experimented with, over the
areas of operations of a company. In an effort
to emphasize distribution relative to Al tech-
nology of choice, absolute numbers have
been left out.

The most commonly used Al technologies are
NLP and Generative Al, including large language

Computer vision

Natural language
processing

Speech recognition
Optimization engines
Deep learning
Bayesian learning

Explainable Al
Time series
forecasting

Reinforcement
learning

Large language
models

Generative Al

Synthetic data for Al

models. Generative Al is mainly used for
personal productivity, which is without a
doubt the lowest hanging fruit. In addition
to using these for personal productivity, they
are also commonly used as part of compa-
nies’ products.

Following NLP and generative Al, optimization
engines and deep learning are the next most
widely used Al technologies. Together with
computer vision, these are the technologies
most commonly used as part of production
or manufacturing processes. Considering the
relatively recent emergence of large language
models and generative Al, it is somewhat sur-
prising that these are already among the top
three Al technologies most commonly used in
production and manufacturing.

For customer care, customer experience,
sales, and marketing, the most commonly
used Al technologies are NLP, Generative Al,
and speech recognition.

training

@ As part of our own product(s)
@ HR\, finance & legal processes

@ Production or manufacturing processes

@ sales & marketing

@ cCustomer care / experience

For individual productivity

Fig 17: Which Al technologies do you have in active use in your company, and for what? All companies.

Al adoption
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Integrating Al as part of products and services
provides the best transformational oppor-
tunities with the greatest potential for long-
term value creation and competitive edge.
This long-term Silo Al mantra is proven true
each year by the survey. Responses show that
all Al technologies listed have made their way
to being deployed as part of companies’ prod-
ucts. However, having Al “as part of products”
is still quite far from placing it at the core of
all products. In other words, the direction is
clear, but the work has only started.

Some Al technologies are falling behind

in adoption, namely Bayesian learning and
explainable Al. These technologies might not
have as high direct feature value for prod-
ucts, and their implementation can be more
time consuming, but they do improve the

Computer vision

Natural language
processing

Speech recognition
Optimization engines
Deep learning
Bayesian learning

Explainable Al
Time series
forecasting

Reinforcement
learning

Large language
models

Generative Al

Synthetic data for Al
training

Section 2

holistic quality of Al models and should not
be neglected.

While correlation is not necessarily a sign

of causality, it is interesting to note that of
those who are satisfied, or very satisfied,
with the results they are seeing from their
use of Al, 85% use one or more Al technolo-
gies as part of their products or services. The
corresponding number for the rest of respon-
dents is 61%.

When considering the experiments that com-
panies have ongoing, the distribution of Al
technologies over areas of operations is very
similar to that of where companies have
already deployed Al.

@ As part of our own product(s)
@ HR\, finance & legal processes

@ Production or manufacturing processes

@ Sales & marketing
@ Customer care / experience

For individual productivity

Fig 18: Which Al technologies do you have in active use in your company, and for what? Companies that are satisfied or

very satisfied with resules from Al

Computer vision

Natural language
processing

Speech recognition

Optimization engines

Deep learning

Bayesian learning

Explainable Al

Time series
forecasting

Reinforcement
learning

Large language
models

Generative Al

Synthetic data for Al
training

@ As part of our own product(s)
@ HR\, finance & legal processes

® Production or manufacturing processes

© sales & marketing

@ customer care / experience

For individual productivity

Fig 19: With which Al technologies does your company have ongoing experiments or development projects, and where?

A more interesting observation can be

made when looking at the total number of

Al deployments over areas of operations
compared to the total number of ongoing

Al experiments over the same. The fastest
growing area for Al use is as part of a compa-
ny’s products. That is the largest category
for Al deployments, and it is also the only
category where ongoing experiments exceed
the number of existing Al deployments.

As the field of Al is still developing at high
speed, it is important to make choices

regarding one’s Al infrastructure that allows
for flexibility and the incorporation of new
technologies as they come along.

Compared to last year’s survey responses,
the adoption of Al technologies has increased
across the board. The steepest inclines are
visible for NLP, speech recognition, optimiza-

tion engines, and in the use of synthetic data.

Regardless of the type of Al technology in
use, data and compute availability continue
to be of critical importance.

Al adoption
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@ Total deployments @ Total experiments

As part of our
own product(s) 505
HR\, finance &
legal processes

Production or
manufacturing
processes

The report Ed. IV

Sales &
marketing

Customer care
/ experience

For individual
productivity

0 100 200 300 400 500

Fig 20: Total Al deployments and total Al experiments

® 2024 @ 2023

44.72%

Computer vision 42.86%

Natural language 79.67%

processing (NLP)

40.65%

Speech
23 recognition

Optimization
engines

51.22%

3714%

47.97%

Deep learning 42.86%

Bayesian learning

Explainable Al

43.09%
40%

Time series
forecasting

38.21%
3714%

Reinforcement
learning

Large language 80.49%
models 3%

84.55%

Generative Al 7714%

Synthetic data for 35.77%

Al training

\
0% 20% 40% 60% 80%

Fig 21: Changes in which Al technologies companies use, 2023 and 2024
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Collecting data

Al is inherently dependent on the underlying
data. This could give incumbent companies
with large existing data holds and strong bal-
ance sheets an advantage in comparison with
younger entrants to the industry.

While data is critical, it also poses challenges.
22% of respondents report lack of data as
one of their biggest challenges when it comes
to Al, and 23.6% report lack of shared prac-
tices around data as their biggest challenge.

Survey responses reveal diverse approaches
to data collection for Al models. Companies
most commonly combine automated and
manual methods to gather their own propri-
etary data. This reliance on partially manual
data collection may explain why shared data
practices have not emerged. Open datasets
represent the second most common means
of data collection.

Automated proprietary
collection

A combination of automated
and manual proprietary
collection

Crawling

Open datasets

Data access through
partnerships

Commercial datasets

Synthesizing data

Not sure

Other

Synthetic data is also strongly on the rise.

In the previous report, approximately 14% of
respondents reported using synthetic data for
model training. This year, approximately 43%
of respondents report using synthetic data for
model training. Additionally, 23.6% use syn-
thesization as a means for gathering data.
Synthetic data is often mixed into training
data to enable training models that would
otherwise require vast amounts of sensi-

tive data, or real-world data that is hard or
expensive to obtain, but there are also down-
sides of synthetic data. Lately, the Al com-
munity has warned about the risk of model
collapse in language models. This occurs
when very subtle features of synthetic data
gradually replace the richer characteristics of
real-world data over time. While synthetic
data enables many new use cases, using it
effectively requires substantial investments
in model evaluation, deep Al science exper-
tise, and a systematic, scenario-based Al
development process.

31.71%

4715%

40.65%

5.59%

17.89%

23.58%

19.51%

0% 10%

\ \
20% 30% 40%

Fig 22: How does your company attain datasets used in relation to your Al projects?
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Compute

Part of the challenge with insufficient invest-
ments as seen in this report’s results relates to
the sudden change in how digital investments
work. Until recently, the hallmark of the digi-
tal revolution was its “zero incremental cost”
nature, one where upfront investments in soft-
ware could be ramped to an ever-increasing
userbase without any significant spike in oper-
ational costs. This has now changed with Al.
Despite continuous advances in optimizing Al
models for compute, compute costs are taking
up an increasingly large chunk of digital bud-
gets, forcing Al-driven startups to pursue ever
larger funding rounds to finance their com-
pute needs while more established companies
struggle to reorient their cost and project plan-
ning to this new reality.

Compute considerations begin with archi-

tectural questions. What Al capabilities (e.g.
types of models, accuracy, throughput, laten-

® 2024 @ 2023

On premises or in our
private cloud

Externally on public
cloud

Operated by a partner
(Model-as-a-Service)

On edge, e.g within
our products or
factories

13.01%

Smaller cloud service
provider (CSP)

Colocation data
center

11.38%
5.71%

Not sure

Other
5.71%

16.26%

Section 2

cy, jitter) are needed, what is the acceptable
unit cost of hardware, where can the data be
moved on technical or legal grounds, where
does the rest of the system sit, who will oper-
ate and maintain the compute system and
how, and what amount of electric power is
available? For edge Al, or on-device, smaller
models are usually needed to run within the
limited cost, power, size, and thermal bud-
gets. The next matter of consideration is the
user experience and its requirements. For
example, with many hardware options cost
and throughput can be significantly optimized
with batching or by routing simpler needs
through simpler models. But at some point
these choices may start to degrade the user
experience in terms of application respon-
siveness (latency) or model output quality.

This dynamic is now getting ever more
important with recent innovations in reason-
ing models where additional runtime costs
can directly improve model outputs.

42.28%
65.71%

74.29%

25.711%

28.57%

\
0% 20%

Fig 23: Where does computation of your Al models happen?

40% 60%

2

For example, with many hardware
options cost and throughput can be
significantly optimized with batching
or by routing simpler needs through

simpler models.

In addition, there is the topic of volumes.
While model training is more compute-inten-
sive than inference, inference volumes may
in many cases grow far bigger and dominate
the cost equation. At the same time, train-
ing budgets are largely driven by the need to
explore new capabilities offered by recent
research, as well as to keep optimizing the
overall system, its quality and cost, in a
multitude of ways. Moreover, many compa-
nies choose to pick openly available models
as their starting point and then fine-tune
them for their own purposes. Yet this field
of techniques for domain acquisition and
adaptation is becoming more complex with
time, offering various different trade-offs
between costs and capabilities.

Specific hardware capabilities may also cause
big knock-on effects in the overall cost pic-
ture. Optimizing the general cost-of-owner-
ship in Al compute is pushing individual Al
hardware devices, such as GPUs, to be bigger
with higher power consumption and compute
throughput. However, rising device through-
put makes it harder at times to efficiently
utilize the whole device. This is causing a
rising need for new hardware capabilities

in confidential compute and hardware parti-
tioning that help multiple compute workloads
share devices. Memory has risen as one
specific constraint, despite many efforts

to improve memory efficiency, as memory’s
share of the hardware cost rises at the same
time as new Al model types often benefit in
an outsized fashion from more memory.

The right choice of acquiring computation is
thus a complex question of its own.

A company might purchase their own hard-
ware, but that requires big outlays into build-
ing technical support teams. Another option
is to leave that all to e.g. cloud service pro-
viders (CSP) to handle, but that often comes
with a hefty bill to fund the depreciation of
the CSP’s hardware cycle.

Increasingly, governments are stepping in to
address the high capital requirements of Al
compute by investing in national and region-
al Al infrastructure. The European Union’s Al
factories initiative, built on the foundation of
existing national high performance computing
(HPC) centers, aims to provide compute
resources through its network of High-Per-
formance Computing centers. This will make
state-of-the-art computing capabilities avail-
able to researchers and companies. Similar
initiatives have been launched in other coun-
tries and regions, with governments world-
wide investing in public compute infrastruc-
ture to complement private options as well as
to democratize access to the computational
resources needed for advanced Al develop-
ment.

Among the companies in this report, the
most common options for computation are
either externally with a hyperscaler or via

an on-premise data center or private cloud.
Compared to the results of last year’s survey,
the options for computation have increased
and companies seem to be spreading their
compute over more options than before. This
can be seen as a sign of Al infrastructure
maturing and developing to cater to different
needs, but also companies being better pre-
pared to make these technical decisions.

Al adoption
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Expert
Interview

WITH:
GALINA ESTHER SHUBINA,
KING

GALINA ESTHER SHUBINA is the Senior
Director, Al Strategy and Shared Technology,

at King, with a focus on AI/ML strategy and
integrating Al-driven solutions into game
development and operations. In this role, she
collaborates across domains to identify oppor-
tunities, needed capabilities, and support inno-
vation. She also strongly believes in the need to
develop more — and more diverse — data and Al
talent in the Nordics. To this end, outside work,
Galina Esther Shubina co-organizes the Women
in Data Science, Al & ML Sweden organization.
Now in its 7th year, the organization’s goal is to
create, inspire, and SUppOrt a strong community
of women technologists in Sweden specifically,
but also in the Nordics in general. Among other
activities, they run yearly WiDS Sweden and
Nordic WiDS conferences, as well as mentorship
programs.

With a mission of Making the World Playful,
King is a leading interactive entertainment com-
pany. With more than 20 years of history, King
has some of the world’s most iconic games in the
mobile gaming industry, including the world-fa-
mous Candy Crush franchise, as well as other
mobile game hits such as Farm Heroes Saga.
King games are played by more than 200 million

Section 2

monthly active users. King, part of Microsoft
(NASDAQ: MSFT), has Kingsters in Stockholm,
Malmag, London, Barcelona, Berlin, Dublin, San
Francisco, New York, Los Angeles, and Malta.

Could you describe your data/Al infrastruc-
ture and what has prompted the choices
you’ve made in regards to it?

Already from early days, King has been a
data-driven company/organization. The com-
pany went through many stages, from creating
web games and Facebook games to becoming
the Candy Crush powerhouse it is now, but
throughout that time, data-driven product de-
velopment, really following and looking at what
all of our users do and figuring out how to make
games more fun for our players at scale, was at
the center of it. We have continuously run AB
tests to figure out what makes our users tick and
what delivers the most value.

So our data infrastructure was there to enable
scalable flexible data collection and for data
scientists to easily extract player insights. There’s
a lot of talk about data being the new electricity
with the arrival of AL It so happens that extract-
ing incremental value from data, by hands-on

understanding and optimizing user experience,
prepared us well for augmenting and automat-
ing it with AL But there’s still a lot of work to
do — especially where other types of data assets
are concerned.

Much like other companies of our age, we
started out with an on-premises setup that has
transitioned to a cloud solution in recent years.
Spotify went through a similar journey some
years ago now. Our move to the cloud has
significantly improved access to actionable data,
making it much faster and more convenient.
Moving into the cloud also unlocked new levels
of speed and scalability, and gave us access to

a world-class ever-improving suite of Al that
are continuously improved by the best and the
brightest minds in the tech industry.

We also use state-of-the-art generative Al
models and tools, and strive to stay on top of the
latest technological developments and product
offerings in the AI for productivity space. They
are available to everyone in the company and
people are adopting it to their own workflows
and adding custom co-pilot capabilities to many
of our own internal tools.

In your use of Al, to which extent is the
emphasis on building your own Al solutions/
products and to which extent on using off-
the-shelf solutions/products? Where do you
see either of these approaches make sense,
and where do they not?

As in many industries, off-the-shelf Al solutions
have been continuously improving and contin-
ue to commodify what would previously make
sense to be custom built. One thing to reflect on
is that the digital solutions, products and under-
lying infrastructure are never static, but need to
continuously evolve for competitive reasons, as
well as those of security and customer expecta-
tions. So the boundary between off-the-shelf and
custom-build tradeoft is a moving target.

At King, like at many other companies, more
and more of the data and Al infrastructure is
taken care of by off-the-shelf commodity cloud
or open source solutions, with focus for custom
solutions remaining at the layer above. This is
the layer that represents our core business areas,
where workflow speed or optimization create
some form of competitive advantage and where
custom integrations need to be made into spe-
cialized applications.

For example, one of our important Al use cases is

playtesting, which enables us to quickly test levels
before we release them to players, as well as con-
tinuously improve existing ones. Custom-created
Al models enable us to automatically test levels
created by level designers, ensuring that they pro-
vide the best player experience and work well with
in-game features. Running them involves calling
game code and other custom logic.

Automated playtesting started out as a research
project about a decade ago and has long since
transitioned into a core enabler that speeds up
how quickly we can create new levels and make
them available to our users. This is not some-
thing that we expect to be doing with off-the-
shelf solutions any time soon.

Another example lies with new generative Al
solutions. We’ve moved beyond piloting gener-
ative Al and are actively using it in several areas,
improving workflows, and supporting creativity
across teams. While off-the-shelf interfaces,
APIs, and frameworks are currently being used
for fairly standard use cases, like document
summarization, there are now ongoing projects
to integrate them with internal company data.
Certain tedious work will hopefully become
faster, and I am excited about being able to more
easily discover and analyze 20 years of great
insights into game development currently buried
within scattered documents and presentations.

What factors have most significantly accel-
erated or slowed Al adoption within your
organization? How have you navigated these
challenges?

Some of the main factors that accelerated King’s
Al adoption are good data — between 100 million
and three billion data points are collected every
minute, for example, when a player clicks or swipes
on their phone. For Al, data is needed to train the
machine learning models, as well as to evaluate
them. Other acceleration factors are King’s techni-
cal and organizational capabilities.

Positively, a long-running Al research function
was given space to innovate, experiment and
grow the first use cases — it can take time to land
first scalable use cases and patience is needed.
Then an acquisition of an Al platform company
augmented the company with more technical
and transformational talent to accelerate adop-
tion.

In my experience, for traditional Al use cases,
a lack of product management mindset is also a
big hurdle to Al adoption, as juxtaposed against

AI adoption
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Thefirst integration and the first live
test tend/to’be7only the initial steps in
creating’a useful Al feature — continuous
improvement and iteration are essential
tozarrive at something that works well.

- GALINA ESTHER SHUBINA -

a project management mindset. Al use cases
need to be managed continuously and show
different development patterns from regular
features. The first integration and the first live
test tend to be only the initial steps in creating a
useful Al feature — continuous improvement and
iteration are essential to arrive at something that
works well. And after, Al features need to be
continuously monitored to avoid data and model

drift.

Additionally, to reiterate the point recently made
by Andrew Ng, as writing software becomes
continuously easier, the demand for the Al
product management skillset will increase. At
King, we have created an internal training in Al
for product managers specifically, as we believe
that in the future all product managers will be
Al product managers, and that future is coming
Very soon now.

Lastly, doing “everything everywhere all at
once” can also be a big hurdle — starting with
one or two key Al use cases, showing clear
value, making them operational and moving on
from there opens up a path for broader Al adop-
tion. People tend to be reluctant to change their
ways of working and wary of handing decision-
making to technology they don’t understand. Al
adoption is an organizational growth project —

a change management project.

Are there specific metrics or frameworks
that have proven effective in demonstrating
value to stakeholders?

At King, AB testing is usually used to evaluate
new experiences and features that we provide to
our players. We look at how well the users engage
with our games when part of the test, compared
to the control group. We evaluate AB tests based
on many metrics, and work to ensure that there’s
a robust statistical methodology. There’s really
nothing that speaks quite as loudly about value, as
the actual benchmarked engagement.

Al creates predictions that need to be evaluated
based on how often they are right or wrong,
or their error rate. For that reason, data-driven
evaluation of outcomes is even more essential
for ML-driven solutions compared to regular
products or features.

At the same time, we are starting to look into
how machine learning itself could speed up
evaluation of new experiences.

Other data-driven methods include time bench-
marking of internal workflows, to see how we
can speed them up. Removing drudgery from
creative work, adding new features to our tools
to create more fun experiences and spark cre-
ativity — these are usually evaluated by means of
surveys, as well as old-fashioned user interviews.

It’s important to consider the big picture when planning the devel-
opment and deployment of Al. One needs to define the problem to
be solved, scope out what Al technologies to use, and determine
what kind of team, data, and compute specifications are needed to
reach an understanding of the total resources required.

« Custom Al solutions enable lasting differentiation and competitive
advantages. Building in-house also strengthens the organization’s
ability to react to inevitable change.

» Al as part of products is where the race is really happening. Tick-
ing this box is a good start, but now the focus of the game is on
who can control the industry’s future by putting Al at their core.

« Control and flexibility over working with data and compute are
essential for building industry leadership with Al, as well as
to accommodate new technologies, and to manage long-term
costs.

\
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Al can help companies improve efficiency, enhance decision making,
automate repetitive tasks, improve product development, optimize
operations, innovate new revenue streams, and enhance customer
experiences. Companies are therefore increasingly prioritizing Al
investments. The following explores key trends in corporate Al
investments.

* The key to continued innovation is an understanding of the in-
vestments required for the shift from traditional software to Al
and accelerated computing.

* The priorities related to Al development, data practices, and tal-
ent nurturing among companies are changing, signalling ongoing
maturation in companies’ Al efforts.

* Maintaining regulatory compliance is becoming increasingly signif-

icant as Al moves into the political sphere. Companies need to in-
vest in navigating a complex and evolving regulatory landscape

Investing in Al
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Worth investing in

The Western economies, including the Nor-
dics, have had a good run over the decades.
High-quality education has resulted in scien-
tific discoveries and new technologies that
have formed the foundation for new prod-
ucts, scalable franchises, and well-function-
ing societies.

Digital transformation, while requiring signifi-
cant effort, has introduced new digital capa-
bilities that have become part of how work is
done today, and that also define what types
of products are possible to build. Now the
world is facing yet another large transition.

Spearheaded by traditional software being
replaced by Al, the meaning of digital is
changing. At the same time, Al is creating
another parallel shift by disrupting the
concept of zero incremental cost in digital
investments. Accelerated computing is
becoming an essential technology for busi-
nesses to attain what is no longer feasible
to achieve by traditional means.

The recipe for successful innovation remains
the same in this new era though. Find and

10 million or less

10 to 50 million

Annual revenue

50 to 500 million

500 million or more

0% 20%

® <500000€

® 2-10 million €

Section 3

produce scientific discoveries and engineer

workable real-world products on top of them.

The challenge investors face today is in get-
ting companies to shift their focus to the
new source of innovation—-Al and accelerated
computing. Only then can they continue to be
successful as they move forward.

The extent to which companies truly under-
stand the total expenses related to Al remains
an open question. Based on the respons-

es gathered for this report, more than 50%

of companies intend to invest less than €500
000 over the next 12 months. This might be
understandable for companies with small-

er revenues, but a similar trend is visible also
among larger companies. If Nordic companies
wish to stay globally competitive, investments
will need to be significantly larger.

Perhaps equally interesting as the amounts
of total investments that companies are ded-
icating to Al, is what exactly that money will
be used for. Three different dimensions —Al
development, Al talent and management, and
Al oversight activities — are highlighted in this
report.

40% 60% 80% 100%
Total investments

@ Not sure

@ 500 000 - 2 million € @ > 10 million € None

Fig 24: Approximately how much is your budget for Al over the coming 12 months?

Al talent management

One of the top challenges that companies
have reported over the years that this report
has been published is a lack of talent. There-
fore it comes as no surprise that this is an
area several companies are investing in.

Last year was the first time responses indi-
cated that companies are placing more
emphasis on training and competence devel-
opment than on recruiting new Al talent. It is
expected that this is partially due to the lack
of talent available on the market. The same
trend continues this year. Hiring new talent
and continuously investing in developing
existing talent are, of course, not mutually
exclusive paths. The pace at which Al is
developing imposes changes on all aspects
of companies and their operations, not only

® 2024 @ 2023 @ 2022

Recruiting more
Al talent

Training /
Competence
development

Al Strategy

C-level
representation

Change
management

Bl 4.88%
None

813%
Not sure 1.43%

0.81%
Other 5.71%

25.21%

on those working hands-on with the devel-
opment of Al. Al literacy is needed across all
functions of all companies. At a minimum, all
employees should have an understanding of
how to use available Al tools. In addition

to this basic understanding, employees who
manage to find ways for using Al in order

to develop or even disrupt existing ways of
working will help companies become leaders
in the age of Al. Change management, an
option introduced this year, is seeing invest-
ments in a significant number of companies.

In both the private and the public sector
training and competence development is the
most common investment. While it is fol-
lowed by investments into recruiting and Al
strategy practices on the private sector side,
the public sector is coupling training and
development with change management.

80%

46.34%
48.57%

I 29.27%

\ \
0% 20%

\ \ \
40% 60% 80%

Fig 25: Which Al talent and management activities are you investing in financially during the next 12 months?

All companies.
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Recruiting more Al
talent

Training / Competence
development

Al Strategy

C-level representation

Section 3

4118%

76.47%

4118%

Change management 58.82%
None 0%
Not sure - 17.65%
Other 0%
\ \ \
0% 20% 40% 60%

Fig 26: Which Al talent and management activities are you investing in financially during the next 12 months? Public sector

Al development

Similar to last year, the most common
investment area for Al development is exper-
imentation. The second most common
investment area, also in line with last year’s
results, is Al development as part of product.
As covered in previous sections, deploying Al
at the core of a company’s product or service
is a good route for long-term value genera-
tion. As could also be seen in the previous
section, integrating Al as part of products
and services is the area of Al technology use
that is growing the most among companies. It
is encouraging to see that this is reflected on
the investment side as well as it is a sign of
maturing Al practices.

One of the most crucial aspects of Al success
is data, something that has been highlighted in
the previous two sections as well. It is there-
fore encouraging to note that over the next 12
months many companies are investing in both
data collection and data quality.

While Al requires initial investments to get
off the ground, expenses will also occur on
the maintenance side. Continuous evaluation
of Al use cases is an investment option intro-
duced in this year’s report. As Al increasingly
permeates the daily operations of companies,
continuous evaluation will become an activity

that companies need to undertake as existing
Al technologies evolve and new technologies
become available. Survey responses show
that this activity is seeing almost as frequent
investments as data-related activities. Con-
tinuous monitoring ensures quality of the Al
models over time, and also ensures compli-
ance with regulation.

Perhaps the most surprising finding in terms
of Al development investments is the lack of
investments in compute capacity. Using off-
the-shelf Al products usually doesn’t require
much attention to the use of compute. But
once a company’s focus moves to empha-
size improving the operations and to increase
end user value, compute suddenly becomes
a more relevant question. Due to this, the
importance of compute hinges on a compa-
ny’s ambition level when it comes to Al.

Additionally, it is quite common that compute
expenses for Al are embedded in more gener-
al compute budgets for the sake of simplicity.
As the Al workloads, data volumes, and num-
ber of users increase, Al’s proportion of a
company’s total compute grows. Because

of this, compute availability becomes a key
enabler for Al, prompting companies to look
for better solutions for compute in search

of both efficiency and productivity gains.

©® 2024 @ 2023 @ 2022

Data Collection

Data quality

Increasing compute
capacity

5714%

5714%

69.11%
Experimenting with Al 80%
Evaluation of Al use cases 68.57%
Al development asp;:s;tugz 71.43%
Monitoring and continuous NN 36.59%
improvement of
in-production Al
| .
Al development as part of 52.03%
internal tools
8.13%
Not sure 5.71%
2.44%
Other 2.86%
\ \ \ \ \
0% 20% 40% 60% 80%

Fig 27: Which Al development initiatives are you investing in financially during the next 12 months?

The Al regulation
landscape

Another trend in Al investment is the empha-
sis on regulatory compliance. Al has rapidly
moved from research labs to boardrooms
and is now squarely in the political sphere. As
Al becomes increasingly central to econom-
ic and social development, it has emerged

as a key focus of political discourse and pol-
icy-making globally. This heightened politi-
cal attention brings both opportunities and
uncertainties for companies investing in Al
development and deployment.

The regulatory landscape is evolving rapidly
across different jurisdictions. The European
Union leads with the Al Act, the world’s first
comprehensive Al regulation, which entered
into force in 2024. The Act takes a dual
approach, regulating both specific use cases

based on their risk levels and setting require-
ments for general-purpose Al models that
could have systemic impact. This regulatory
evolution mirrors earlier developments in
telecommunications, where Nordic compa-
nies played a pivotal role in setting global
standards - from GSM to 5G. Its implemen-
tation is now taking shape through various
mechanisms including the Al Office’s devel-
opment of codes of practice.

In the United States, approaches have fluctu-
ated between executive orders and voluntary
commitments, while also implementing
strategic technology controls, particularly in
semiconductor exports. International orga-
nizations like the OECD continue work on Al
governance frameworks, while industry initia-
tives such as the Al Pact and Hiroshima Pro-
cess aim to establish voluntary standards.
These varied approaches reflect different

Investing in Al
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In addition to new regulations
emerging because of Al, there is
also a need to consider how to

interpret existing regulations in an
era of Al.

philosophical stances toward Al regulation.
While the US has generally favored a lighter-
touch approach reminiscent of early internet
regulation, the EU has opted for more compre-
hensive oversight. However, recent discussions
around European competitiveness, particularly
following Mario Draghi’s landmark report, sug-
gest potential evolution in this stance.

In addition to new regulations emerging
because of Al, there is also a need to consid-
er how to interpret existing regulations in an
era of Al. An example is the regulation of copy-
rights.

® 2024 @ 2023

For companies, particularly in the Nordic
region, this complex landscape requires a
strategic long-term view. While compliance
with immediate regulatory requirements is
crucial, equally important is understanding
broader developments in international stan-
dards and best practices. These will shape
not only direct regulatory obligations but
also expectations from suppliers, customers,
and partners across global value chains. As Al
continues to evolve as both a subject of and
tool for geopolitics, staying informed of policy
developments becomes an essential compo-
nent of Al investment strategy.

Assurance 28.57%
Regulatory 43.9%
compliance 54.29%

Al security

A ———= 38.21%

Al ethics TN 26.83%

Systematic risk NI 2114%

assessment

Al safety
Assessing

I 29.27%

employee led NN 35.77%

adoption of Al
tools NN 813%

None

20.33%
ot sure | 75 71%

[o)
Other 0'81A’ 8.57%

0% 10% 20%

30% 40% 50%

Fig 28: Which AT oversight activities are you investing in financially during the next 12 months?

is a dynamic leader and
innovator at the forefront of technological ad-
vancement, heading the New Tech Lab at DNB,
Norway’s largest financial services group, where
he focuses on “moonshot innovation®—pioneer-
ing transformative opportunities enabled b
cutting-edge technology. With a passion for le-
veraging generative Al in groundbreaking ways
beyond traditional improvements, Yngvar has
been deeply engaged in Al for nearly a decade.
Alongside his industry role, he has served as
Industry Professor II at the Norwegian School of
Economics (NHH) in Bergen. He has previously
lectured on Moonshot innovation at Singulari-
ty University and Rehumanize Institute, and is
pursuing an industry PhD in artificial intelli-
gence. With a background in mathematics from
NTNU in Trondheim, Yngvar bridges theo-
retical foundations with practical applications,
embodying a visionary approach to technologi-
cal progress.

I’'m most excited about the evolution of action-
able Al particularly large action models and
agentic Al, which enable Al systems to perform
tasks and take actions autonomously. Addition-
ally, multi-modal large language models are a

fascinating development, as they move beyond
text-based inputs to incorporate speech, vision,
and auditory capabilities, paving the way for
generative Al-native devices that offer more nat-
ural and intuitive interactions. In our lab, we’re
actively exploring and developing such devices.

Another area that excites me deeply, and aligns
with my PhD research, is the intersection of
Al and trust. This is an area where I believe the
Nordic region has a unique advantage, lever-
aging societal trust in ways that are difhcult for
Silicon Valley to replicate. Building Al systems
that are trusted and aligned with ethical prin-
ciples is not just a trend but a necessity for the
future.

Over the next few years, our organization’s Al
maturity will focus on strategically leveraging
generative Al and large language models to
drive meaningful innovation and scalability.
Following the wave of democratization brought
about by tools like ChatGPT and Copilot, we
are adopting a lighthouse project approach—pri-
oritizing small, focused, yet strategically signif-
icant projects that provide both learning oppor-
tunities and tangible value. For example, we aim
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Building Al systems that are trusted

and aligned with ethical principles is

not just a trend but a necessity for
the future.

- YNGVAR UGLAND -

to revolutionize customer service by integrating
advanced AI models that go beyond traditional
chatbots, offering truly useful, context-aware
assistance.

In parallel, we're exploring AT’s potential in ar-
eas like credit scoring and investment advisory
to empower our teams with better insights and
tools. By iterating and learning from these
initial implementations, we plan to identify the
necessary skill sets and scalable strategies to
expand Al’s impact across the organization.

What kinds of investments or initiatives

do you think are needed in Norway in order
to enable these kinds of strategic shifts in
companies overall? And should something be
done for the compute infrastructure there?

To enable strategic shifts in companies across
Norway, it’s essential to invest in collaboration
within the Nordic region and beyond, leverag-

ing our shared cultural and linguistic heritage.
By pooling resources, such as funding for com-
pute infrastructure and expertise, we can create
shared Al facilities and develop language models
that cater to the unique linguistic needs of
smaller countries like Norway. Training models
on Norwegian and related languages—while
also drawing on broader Germanic language
data—can preserve our linguistic and cultural
identity in an increasingly anglicized digital
space.

Furthermore, Europe should explore developing
its own foundational models to ensure inde-
pendence and alignment with regional values,
though this requires extensive coordination and
investment. Norway and the Nordic countries
can lead by focusing on trust as a competitive
advantage, emphasizing ethical Al and fostering
collaboration across borders to achieve scalable
and impactful innovation.

Investing in Al
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A strategic long-term perspective on Al investments, considering

both immediate regulatory requirements, and broader developments

in international standards should be favored.

Invest in continuous monitoring and evaluation of Al models to

maintain quality over time, help mitigate risks, and improve model

performance.

Ensure that Al investments align with the company’s strategic

goals and value creation approaches. This alignment will maximize <

the impact of Al on business operations and innovation. e
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The Nordic Al
ecosystem

The Nordic AI
ecosystem

The Nordics have a long history of cross-border political and com-
mercial collaboration. Working together in Al will help the Nordics

punch above their weight in this global technology race. This sec-

tion explores talent needs related to Al and what can be learned

from companies who are the most satisfied with the results they
are seeing from Al.
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The Nordic Al ecosystem

Al companies alone do not create an eco-
system. Companies that deploy Al, whether
developed in-house or as off-the-shelf prod-
ucts, and universities, investors, and public
sector organizations can at best form a pos-
itive flywheel where the whole is greater
than the sum of its parts. The companies and
public sector organizations that participated
in the survey this report is based on make up
a significant part of the Nordic Al ecosystem.

They represent a variety of industries,
although information technology and services
are by far the largest group. The average age
of the companies is 37 years, with the young-
est being just a year old and the oldest being
several centuries old. 60% of the companies

Information Technology & Services
Automotive
Construction

Education

Financial Services
Manufacturing

Hospital & Health Care
Retail

Energy

Advertising & Marketing
Defense & Security
Public sector

Other

0%

Fig 29: Industries represented in the survey.

One or more Nordic countries

All Nordic countries

Europe, outside of the Nordic countries
North America

South America

Asia

Africa

Australia / New Zeeland

0%

Fig 30: Markets in which survey participants are operational.

Section 4

surveyed have operations in at least

one other country than the country they
were founded in. Unsurprisingly, Europe is
the most common international market for
Nordic companies. North America and Asia
come in at second and third place.

Competition in the field of Al is fierce. In the
Nordics, similar to the rest of Europe, invest-
ments in Al lag behind the US and China.
While there is no way around the fact that
more investments are needed, throwing
money at a challenge alone does not solve it.
The Nordics have a long history of collabora-
tion across fields and across countries. Now,
perhaps more than ever, that collaborative
spirit has the potential to help the Nordic
region punch above its own weight in the
global Al race.

48.78%
13.82%
11.38‘% | |
10% 20% 30% 40%
75.61%

29.27%

13.01%
28.46%
13.01%
13.82%

\ \ \
20% 40% 60%

The war for talent

As has been noted already in this report,

lack of talent continues to be one of the
most common challenges for companies, as
it has been in previous editions of the report.
Despite this, survey responses show that as
much as a quarter of the companies report
that they will not be recruiting any Al-related
talent during the next 12 months. This is a
stark increase compared to the previous year.
Delaying investments such as recruiting Al
talent can become extremely expensive in
the longer run. In the end, all initiatives hinge
on the existence and availability of proficient
talent. Within the public sector the propor-
tion of respondents reporting that they will
not be recruiting new Al talent is even higher,
at 35%. As was noted in the previous section,
their emphasis lies with training and develop-
ment, and change management.

2024 .81%
4.07%

11.38%

8.57%

2023

2022

2021

Most companies report intentions to recruit
1-5 new Al-related talents within the next 12
months. As was noted in the previous sec-
tion, a greater number of companies are
investing in training existing talent than in
recruiting new talent. Despite this, a valid
question is whether or not companies will be
able to meet their Al-related objectives with
their current talent resources.

When it comes to the types of skills that
companies are looking for, data scientists
and machine learning engineers top the wish-
list for most companies. Aside from the pure-
ly technical roles, companies are also looking
for product managers and change managers.
Employee attitudes toward Al affect how
well companies adopt Al, particularly Al tools
designed for individual productivity. In light
of this, having people dedicated also to the
emotional side of Al adoption seems a rea-
sonable choice.

56.3%

55.81%

0% 10% 20% 30%

® None
@ 1-5 employees

® 6-20 employees

40% 50%

@ 21-50 employees

® >50 employees

Not sure

Fig 31: How much new Al related talent is your organization recruiting in the next 12 months?
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1-5
employees

6-20
employees

21-50
employees

>50
employees

Not sure

None 35.29%

0% 5% 10% 15% 20% 25% 30% 35%

Fig 32: How much new Al related talent is your organization recruiting in the next 12 months? Public sector

® 2024 @ 2023

Product 17.89%
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System
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Machine
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5714%
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None
14.29%

9.76%

11.43%
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Other

Fig 33: What kind of talent related to Al are you looking to recruit?

Ecosystem collaboration

In order for the Nordic region to truly per-
form well in Al and tech competitiveness, it
is essential that organizations collaborate to
find synergies and conduct the type of ambi-
tious projects that will attract ambitious
people to the region.

For the first time in the history of the Nordic
State of Al report, companies were surveyed
on participation in different types of eco-
system collaborations. Responses show that
over 60% of companies are participating in
ecosystem collaborations.

Examples of this collaborative spirit is the
recently formed New Nordics Al. In it, stake-
holders from the Nordics have laid the foun-
dation for a Nordic Al Center focused on the
responsible development and use of Al.

The EU has also initiated various projects to

strengthen European tech competitiveness,
for example, the launch of Europe’s Al facto-

Startup - Corporate
collaboration

Startup - academia
collaboration

Corporate - academia
collaboration

Peer-to-peer network or
community

Accelerator or incubator

National policy or funding
initiative

EU policy or funding initiative

Contributing to open source
initiatives

None

Other 0.81%

ries and the OpenEuroLLM project, to name a
few. Several Nordic actors such as Al Sweden,
the University of Oslo, and the universities of
Helsinki and Turku are represented in these
initiatives.

A fair amount of startups and corporations
are engaging in collaborations with academia.
This is a positive sign as close ties between
research and business can help foster inno-
vation when properly conducted. Turning
these collaborations into commercial success
requires effort and long-term commitment.
Such partnerships benefit both sides: univer-
sities gain industrial perspectives and a bet-
ter understanding of how end users actually
use the technology, which can inform fur-
ther research, while companies get access to
cutting-edge technology research. This virtu-
ous cycle leads to faster commercialization
and maximizes the impact of research break-
throughs. Strong ecosystems foster strong
companies. Collaboration helps everyone

in ecosystems flourish and learn from each
other.

28.46%

19.51%

3415%

32.52%

\ \
0% 5% 10%

\ \
15% 20% 25% 30%

Fig 34: Is your company involved in some form of ecosystem collaboration or initiative?
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> What separates the most @ satisfied companies @ all other companies
e
: -1 . A larger share of companies among those . .
-L(a satisfied com panies from who report being satisfied with the results It bggg: gj ﬁncpi?vﬁﬁg?ﬁ 40.54%
- the rest? of Al also list Al as the tip of their strategic existing products.
o spear.
% Taking a look‘ at. the companies that are o It brings us new revenue
bt the most satisfied with the ROl on their Al A greater share of the most satisfied com- streams through new
8 investments might offer a teachable moment panies report competitive edge and new rev- products and innovations.
— for others in the ecosystem. These compa- enue streams as the main avenues through
nies look much like the rest of the survey which Al creates value. 85% of the most sat- . . 28.38%
respondents. Their average age is 32, while isfied companies use Al as part of their prod- It increases our grofc:cyqtlwty ;
the average age for the whole cohort is 37. ucts and services, compared to 61% among ana erticiency. 59.18%
They operate internationally, as do most the other survey participants.
companies. 0%
One of the most common challenges com- It enables cost savings. o
Going deeper, a notable difference among the panies have reported in previous years is °
companies reporting they are satisfied, or very  a lack of talent. This year, that challenge
satisfied, with the results they are seeing from was surpassed by the challenge of insuffi- 2.7%
Al, is that a larger proportion have a frame- cient investments. It seems the driver for this Not sure 612%
work in place to assess the success of their Al change comes from the companies that are ‘ . i i i i
|n|t|§t|ves. In fac.t, such frameworks .are pres- the most satisfied with Al. 0% 10% 20% 30% 40% 50%
ent in the majority of these companies.
Fig 37: What is the main avenue through which Al creates value in your company? All other companies vs the most satisfied
companies.
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36.49%
Lack of talent 40.82%
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Fig 35: Does your company have a framework in place for assessing the success of AI? Lack of shared practices 18.92%
related to data 30.61%
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Fig 36: Which of the following statements best describes the role Al plays in your company’s strategy? All other companies

vs the most satisfied companies.

O

Fig 38: What are your biggest challenges in systematically scaling the use of Al at the core of your business?
All other companies vs the most satisfied companies.
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The fact that investments in Al among Nor-
dic companies is insufficient was addressed
in Section 3. This trend also holds true
among the companies who are the most
satisfied with Al, the difference is that
there is a greater realization of this among
them.

@ satisfied companies @ all other companies

< 500 000€

500 000 - 2 million €

2 - 10 million € 10.81%

> 10 million €

Not sure

None 4.08%

12.24%

Section 4

While the companies most satisfied with Al,
like all companies, do not invest enough in Al
to compete on a global scale, their investment
emphasis differs in interesting ways. Notably,
there is a stronger emphasis on recruiting more
Al-related talent, data-related investments,
increased compute capacity, quality assurance,
and regulatory compliance investments.

48.65%
55.1%

24.49%

0% 10% 20%

Fig 39: Approximately how much is your budget for Al over the coming 12 months? All other companies vs the most satisfied companies.
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Fig 40: Which AI development initiatives are you investing in financially during the next 12 months? All companies vs the

most satished companies

@ satisfied companies @ all other companies

Training / Competence 66.22%
development 65.31%
Recruiting more Al 59.46%
talent
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3514%
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C-level representation 21.62%
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Fig 41: Which AI talent and management initiatives are you investing in financially during the next 12 months? All com-
panies vs the most satisfied companies.
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Fig 42: Which AT oversight activities are you investing in financially during the next 12 months? All companies vs the most
satisfied companies.
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The above findings could be interpreted as
follows: the companies most satisfied with
the results they are seeing from their Al ini-
tiatives have a more mature understanding of
Al’s value creating potential. They are deploy-
ing Al at the core of their products and ser-
vices and see Al as a path to differentiation
and competitive advantage to a greater
extent than the companies at large. Evidently,
the most satisfied companies have also
embraced the idea of ecosystem and collab-
oration to a greater extent than the cohort

@ satisfied companies @ all other companies

Peer-to-peer
network

or
community

Startup

Corporate
collaboration

Corporate
academia
collaboration

National
policy or
funding
initiative
Contributing
to open
source
initiatives

Startup

academia 14.29%
collaboration

EU
policy or

funding 12.24%
initiative

Section 4

at large, with only 20% reporting that they
are not participating in any form of ecosys-
tem collaboration, compared to 51% among
all companies.

This is favorable to the whole ecosystem as
these companies are interested in learning
from each other and sharing their knowledge
with each other. Collaboration is the way
forward. By working together, companies can
advance.

36.49%

28.38%
24.49%

22.97%

22.97%

20.27%

20.27%

Accelerator 13.51%
or
incubator 10.2%

0% 10% 20%
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Fig 43: Is your company involved in some form of ecosystem collaboration or initiative? All other companies vs the most

satisfied companies

is the CEO of
Digital Dogme, a Danish alliance of companies
that drive growth, innovation, and job creation
in Denmark — and which increasingly require
digital skills. Originally founded by Netcom-
pany, TDC Group, Copenhagen Airport, and
Danske Bank, Digital Dogme has grown to
include around 100 large companies and or-
ganizations. Digital Dogme’s aim is to brin
people together to share knowledge and insights,
particularly at the executive level. The focus is
on helping companies become more mature in
using Al and other technologies, and lift digital
and Al competencies across the board.

A major recently announced initiative is the
Danish Pact, which is a collaboration involving
universities, large private companies, public in-
stitutions, and organizations like Danish Indus-
try. Its goal is ambitious: to develop 1,000,000
Al-related competencies in three years in Danish
society.

Through the Pact, we work with up to 200
organizations to map and understand how they
approach learning and upskilling. We’re gath-
ering insights about what works in practice—

whether it’s informal learning, specific projects,
or structured education—and using that to

create recommendations and white papers. We
also publish an annual report on the state of Al
competencies, which gives us a clearer picture of
progress and areas for improvement.

Our approach is based on the idea that learning

appens most effectively in real-world settings.
Many companies already use a model where
70% of learning comes from working on proj-
ects, 20% from collaboration with colleagues,
and 10% from formal coaching or training.
We're adopting this method and applying it
more broadly.

What’s important is that we rethink how ed-
ucation works, particularly for Al Traditional
six-week courses at universities might not be
the most effective way to build skills in such a
fast-moving field. Instead, micro-credentials or
learning on the job might be better. We're also
working with universities to help them develop
more agile and relevant ways of teaching. The
idea is to create education that aligns with how
companies actually operate and learn.
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What we’ve found is that you need

buy-in from leadership and a more

holistic approach that includes both
executives and employees.

— METTE BECK-NIELSEN -

One of the biggest challenges is the fast pace
of change in Al It’s hard to rely on traditional
education methods because things evolve so

quickly.

Another challenge is making sure upskilling is
part of a company’s overall strategy. Too often,
training is seen as an isolated activity, and that
makes it fragile—it doesn’t create lasting value.
What we’ve found is that you need buy-in from
leadership and a more holistic approach that
includes both executives and employees.

Universities also find it difhcult to create courses
that are relevant and valuable to companies.
There’s a gap between what’s being taught and
what’s actually needed. That’s something we’re
trying to address through our work.

Do you see particular bottlenecks to increas-
ing the adoption of Al that initiatives on an
ecosystem level might help solve?

One issue is the lack of coordination between
organizations working in Al In Denmark, there
are many groups doing great work, but they
often operate independently. There’s no central
alignment.

Another bottleneck is helping companies scale
their efforts. It’s not enough to focus on just a
few individuals or teams—you need strategies
that work across the whole organization. That’s
where an ecosystem perspective really helps. By
sharing insights and best practices, companies
can learn from each other and avoid reinventing
the wheel.

Where do you see the biggest potential in
terms of Nordic collaboration in increasing Al
adoption?

I think the biggest potential lies in sharing
knowledge. For example, many companies

are Working on Al assistant projects. If we can
gather insights about how these projects were
developed, what challenges were faced, and how
they were solved, it would be hugely valuable.
The Nordic countries have so much potential
to work together, and by collaborating, we can
all move forward faster. For me, that’s the real
opportunity in Nordic collaboration—sharing
methods, best practices, and cases to help every-
one improve.

The Nordic region needs to attract talent from outside of the
region. To do this, companies must have ambitious Al strategies
and offer rewarding and challenging projects for the talent to
engage with.

The companies most satisfied with the results they are seeing
from Al tend to be more ambitious in their Al activities, as evi-
denced in this report. As they are also more likely to participate in
Al ecosystem collaborations, they are great sources of learning for
the entire ecosystem.

Companies with a more mature understanding of Al, including
having frameworks to assess success, achieve better ROI from
their Al initiatives. They also recognize the need for increased in-
vestment, not just in technology but also in talent and compli-
ance.
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Methodology

Online Survey

We followed the structure of last year’s report, but this year extended the scope of our
survey. In total, we approached around 700 Nordic companies and organizations and
received 157 replies, of which we qualified 123 responses from companies + 17 public sec-
tor organizations. The responses that did not make it into the report material were disqual-
ified because they did not represent Nordic companies, or we already had a response from
the same company.

Respondents were either C-level executives (40.65%), VP/Director level (26.02%), senior
level tech staff (6.51%), senior level business developers (5.69%), or other (21.13%). The
respondents filled the survey online. The survey consisted of a total of 32 questions, out of
which the first 11 were demographic questions.

Interview methodology

This year we conducted four expert interviews with Nordic thought leaders and Al experts
with various backgrounds. Each session was approximately a half-hour-long, semi-struc-
tured interview. We asked interviewees to reflect on their experiences with Nordic and local
Al ecosystems, providing insights into a specific theme or topic related to Al. Each inter-
viewee was carefully selected to provide the best overview possible of what is happening in
the Nordics.
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