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AI is transforming decision-making in business ventures because organisations can now make decisions based on large volumes of data to foresee the future and to computerise the common processes involved. In this report, the authors discuss the progress of AI changing the decision-making process in the top 3 business functions, including marketing, finance and operations. It explores the use of predictive models, automation and recommendation systems and contemplates the performance implications for organisations. Marketing AI can be applied to study and understand customers, make targeted choices and personalise. In finance, it helps to detect fraud, perform risk analysis, make predictions, and make faster financial decisions. Applications in AI are also used in operations to help with demand forecasting, resource scheduling, process optimisation and predictive maintenance. The report also examines organisational and human factors that have led to the successful implementation of AI, which include workers' skills, trust, quality and changes in decision rights. There exist concrete applications of AI to make organisations more efficient, manage customer satisfaction and risk better. The report concludes with practical recommendations for responsible and gradual AI adoption, particularly for mid-sized organisations seeking measurable value while controlling implementation risks. 
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Artificial Intelligence (AI) is increasingly changing how organisations make strategic and operational decisions. Improved options encompass machine learning, predictive analytics, automation, recommendation systems and other technologies that enable organisations to manipulate extensive amounts of their data and make better decisions more quickly (Mohammed, 2025). AI is now being used in different business fields to improve efficiency in terms of the quality of decisions that it makes and how well the business performs. Data quality, capabilities of the staff, and confidence in the recommendations provided by AI and successful managerial oversight are also important determinants of successful adoption, however.
The report defines about AI use in three business processes that are central to the business (marketing, finance and operations). The use of AI in marketing can enable the segmentation of customers, personalised recommendations, targeted advertising and prediction of customer behaviour. In the finance industry, AI can be applied in fraud identification and risk management, financial analytics and financial decision-making. Operations can be improved by AI in demand forecasting and resource planning, process optimisation and predictive maintenance. It also assesses the impact of AI apps on key business processes, such as efficiency, customer satisfaction, risk reduction and competitive advantage. It also considers organisational pressure and human pressure, which can be part of the successful adoption of AI..
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The technology that has gained significance in enhancing the decision-making processes of organisations is Artificial Intelligence (AI), which allows companies to process massive amounts of data, detect trends and make predictions. The article written by Gudigantala et al., (2023) proposes an AI decision-making framework, which narrows the gap between AI capabilities and the maximisation of business value. Their paradigm suggests that organisations should not look at AI as a technological tool but rather that the decisions made with the help of AI have to be oriented towards the business priority and the organisational capacity. This outlook applies in marketing, as well as in finance and operations, since the usefulness of AI lies in the effectiveness of the integration of its outputs into management decision-making.
AI in Marketing
Marketing decisions are beginning to incorporate AI in the form of marketing customer analytics, marketing personalisation, marketing prediction and automation. Kopalle et al. (2021) provide a comprehensive list of the already-existing AI technologies in use in marketing and indicate that they have the chance to interfere with companies' learning about their customers and marketing decision-making process. AI can handle customer data and can be useful in spotting behavioural trends, and also contribute to more targeted marketing. More analysis of the relationship between the organisational focus on AI and firm performance, as indicated by Mishra, et al.,  (2022), shows that AI can foster better organisational performance as long as firms get the right focus on AI. However, there is also an ethical concern with the deployment of AI in marketing. Hermann (2021) asserts that AI in marketing can be viewed through the lens of social good and moral standpoint, especially since the mass use of customer data might give rise to issues of privacy, equity, and responsible application. Therefore, even though AI can have a beneficial effect on marketing success, organisations need appropriate ethical standards and the involvement of humans.
AI in Finance
The use of AI in making decisions, particularly in the banking sector, is also significant in the field of finance. Agarwal et al., (2021) address the topic of AI-driven decision-making in finance and elaborate on how AI can be utilised in customer choices, risk and operational management and processes. Financial institutions need to make use of information and predictive algorithms to make improved decisions with the help of AI and make decisions that are faster and more evidence-based. Sheth et al., (2022) ruminate over the AI-based banking applications and underline how AI can assist in creating a more personalised customer experience, particularly in less developed markets. It implies that AI may not only be applied in internal financial decision-making practices but also in customer-facing financial services. More recently, Temchenko (2025), defines AI applications, banking challenges, and strategic implications which reinforces the increased significance of AI but notes challenges related to its application and organisational strategy. The engineering benefits of AI should, in turn, counter such issues as trust, administration, the standard of data and responsible decision-making.
AI in Operations
AI can be applied in operations to assist in decision-making through better planning, optimisation and enhanced operational performance. Al-Surmi et al., (2022) study the concept of AI-conducted decision-making strategies and show the necessity of the combination of various methods to enhance work performance. They demonstrate that AI can help make operational decisions since it can see information and help organisations pick appropriate strategies. When looked at through the lens of management, it implies that AI must be used in a complementary but not a replacement fashion. The success of AI in operations thus will hinge on the way technologies are intertwined with the organisational processes and managerial potential.
Adeyemi et al. (2023) introduce the issue of Artificial Intelligence (AI) implementation in the operations management sphere and its benefits that might contribute to the enhancement of organisational productivity, efficiency and decision-making. The review will indicate that AI has the potential to help managers, as it will process operational data and improve processes. Nonetheless, the effective implementation of AI needs appropriate technological support, organisational abilities, and efficient integration of AI and current operational styles to be successful. 
Overall, the literature indicates that AI can create value in the entire field of marketing, finance and operations, even though the position of technology is not the sole parameter. The applications of AI may support the decision-making process by relying on data, personalisation and efficiency in general, and increase the number of ethical, trust, governance, and competency-related concerns. Gudigantala et al. (2023) therefore provide a convenient overview of generalisations by pointing out the alignment between AI-enabling choices and business value. One of the implications of the literature is that organisations need to use AI strategically through integrating both technological capabilities and suitable human decision-making, skills and governance.
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This report employed qualitative research methodology to examine how Artificial Intelligence (AI) could be leveraged in operational decision-making in three key areas of any business: marketing, finance, and operations. This qualitative method is suitable due to the analyses concentrated on how AI technologies affect organisational decisions and performance, business operations, and managerial practices instead of the testing of a certain statistical hypothesis (Aspers & Corte, 2021).
The research is primarily framed on the basis of secondary data collected from academic journal articles, industry reports and other credible published materials. The literature reviewed will include recent research publications released mainly since 2020 to ensure that the analysis of the reviewed literature represents the contemporary dynamics in AI and the area of its application in business. The shortlisting of the sources was based on relevance to AI-based decision-making, applicability of the sources in organisations, their role in performance within organisations, ethical issues and implementation challenges.
The findings are organised and interpreted by use of a thematic analysis approach. Four functional themes are used to analyse the literature (Clarke & Braun, 2017). The first theme is the application of AI in marketing by assisting in analysing customers, personalising marketing decisions, targeting, and predicting. The second examines financial decision-making (risk assessment, fraud detection, forecasting and personalised banking services). The third one is more about operations, especially optimisation of processes, projection, productivity and operational performance. The fourth one will be Organisational and Human Factors.
Finally, this paper compares and contrasts opportunities and constraints of adoption in AI as far as these functions are concerned. Particular attention is paid to the quality of the data, ethical considerations, organisational competence, technological infrastructure and the importance of human management control. This methodology will enable the report to have a balanced impression of how AI can be utilised to make practical decisions as well as the traps involved in making AI practical.
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The use of Artificial Intelligence (AI) is transforming the way business decisions are made as organisations continue to absorb large volumes of data and extract tendencies, future states of affairs, and forecast future outcomes and habitual choices. It leaves an impact which is primarily felt in marketing, finance and operations. Rather than being strictly anchored on historical reporting and managerial opinion, organisations have access to real-time data and insights generated by AI to make decisions that are quicker and more responsive. However, AI can work as well as the data, the abilities of staff, organisational readiness, and the level of human control.
AI Marketing Decision-Making 
AI is changing how firms learn about consumers and what is being offered to them (products, services and messages) as part of marketing (Rane et al., 2024). One major instance is recommendation engines. Some companies, like Netflix or Amazon, study the history of previous behaviour, searches, purchases and interactions to make a prediction as to what a user may desire next (Fajer Danish, 2025). This allows decisions to be made based on product recommendations and content displays on a one-customer basis and no longer on a one-market and one-size-fits-all marketing strategy.
Organisational predictive models could also help them to inform customers about those who are likely to purchase a product or abandon the consumption of a service. One such instance is an online retailer able to adopt AI to recognise customers who often consume specific goods and give them personalised offers (Patil, 2024). Similarly, online advertising services have automated the mechanisms of establishing more specific ads that are more tailored to particular users.
The result of this can be positive, such as customer satisfaction, increased spending on advertising and sales prospects. Nevertheless, too much personalisation may bring privacy and transparency issues up. Customers will also receive suggestions that may be incomplete or misleading. Managers are, therefore, forced to decide the scale of power to be given to AI and in what instances AI advice shall be disapproved by human judgment.
AI Decision-Making Finance
AI is also reinventing financial decisions and has enhanced the speed at which financial information can be analysed. Financial institutions and banks apply AI in the process of fraud detection, credit evaluation, risk regulation and customer services (Nujumudeen et al., 2025). To explain, a bank will be able to trace transactions at any moment and notice any suspicious patterns that may be an indication of fraud. AI has the capability of detecting potentially suspicious transactions in a few seconds, as opposed to manual methods of doing so that require employees.
AI is also able to aid in lending decisions based on financial data analysis and behavioural patterns. This has the potential to make financial assessment quicker and could enable organisations to process more applications. Predictive technologies can also be applied in investment and financial planning to forecast and quantify risks, as well as analyse market data and historical trends that can support the forecasting process (Sravan Kumar Pala, 2023).
The most important implication is that an increase in efficiency and perhaps the effectiveness of risk management will be implemented. However, financial decisions and their effects might be highly decisive, as far as individuals and businesses are concerned. Consumers might unintentionally lose or even face further scrutiny in the case of the discrepant or biased judgment of an AI system. Managers need to therefore keep human hands on board, set out responsibilities and ensure that they monitor the performance of AI systems occasionally. One should expect AI to aid in finance-related judgement and not to kill the post of the managers completely.
AI Operations Decision-Making 
The other area where AI is changing the everyday and strategic decision-making process is in operations. The predictive models can also be used by organisations to predict demand, manage resources, detect production issues and minimise equipment downtime. To illustrate, Manufacturing companies such as Rolls-Royce use sensor-based software, real-time data and AI-based predictive analytics to manage the work of machinery and engines, detecting potential problems and predicting that they will have to be fixed before breaking down (Emma, 2025).  By reducing production interruption and unnecessary costs, it becomes possible to schedule maintenance before a breakdown.
The support of AI in making operational decisions is also demonstrated by large companies, like Amazon (Luo, 2025). AI can help make decisions on the location of inventory, how it moves within fulfilment centres and how goods are going to be shipped. It would be difficult to manually cope with these decisions in such amounts. There may not be a guarantee that middle-sized organisations are the ones where highly complex AI systems can be adopted. A small manufacturer, such as would first of all be better off concentrating on a simple demand-forecasting solution or predictive-maintenance application rather than attempting to automate its entire process. Such an approach can help the organisation achieve measurable gains and eliminate business and implementation risks.
Organisational and Human Factors 
Marketing relies heavily on people, as much as technology, in making AI adoption a success in areas of finance and operations. Staff members need to have proper digital and analytical abilities, so that they can interpret AI outputs and find possible errors (Morandini et al., 2023). Managers should also learn to build trust but not let employees blindly follow AI advice. Shifting decision rights is of particular importance, as AI can cause a decrease in the variety of decisions made by employees and be targeted for automation.
Proper data, technology infrastructure and well-defined governance processes are also required in organisations. Even the use of poor-quality data can result in inappropriate recommendations, and workers are not likely to cooperate with AI once they believe that they face some danger. In turn, managers are supposed to educate on the purpose of AI adoption, train and assign responsibilities for decision-making.
Overall, the results indicate that AI can enhance efficiency, customer satisfaction, risk management and operations performance in the three functions. Nevertheless, companies need to prioritise AI applications with an established business issue and where the value is measurable. Early uses such as customer recommendations, fraud detection, or demand prediction can pay off in practice and be less risky to implement in mid-sized organisations. It is also noteworthy that human judgement remains necessary, as AI will still be able to make powerful predictions and recommendations that will still need to be deciphered by managers, who will still need to make pertinent strategic decisions.
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The results indicate that Artificial Intelligence will transform the business decision-making process that is mostly experience-based into one that is more predictive and driven by data. In marketing, AI can process data as fast and extensively as it would otherwise be difficult to do because of all the manual computations. However, AI does not solve the needs of managers. Instead, it transforms their task of regularly analysing data into handling AI results, risk management and strategising.
AI can be applied in marketing by companies to make decisions at a single-customer level. The type of recommendation systems implemented by Netflix and Amazon show how the behaviour of customers can be studied to predict their preferences and provide them with personalised service or products (Fajer Danish, 2025). This may contribute to customer satisfaction, besides ensuring the focus of marketing spending. But managers should take into account the fact that possibly too much personalisation will have a detrimental impact on customer trust. The application of solely historical, customer-driven decision-making can also support current trends but not detect emerging opportunities. Human judgement is hence pertinent in coming up with macro-marketing strategies.
In finance, AI offers much for quicker decision-making and risk elimination. The systems used to detect fraud will be able to constantly monitor transactions to identify abnormal behaviour, and financial assessment aided by AI will be able to quickly handle large amounts of data. They are able to reduce the number of hours spent on making day-to-day financial decisions (Nujumudeen et al., 2025). Nevertheless, financial decisions may have a direct effect on customers and businesses and accuracy and accountability are particularly important here. Managers need to know how AI-assisted decisions are generated and put in place procedures to investigate atypical or impactful decisions.
AI can also be applied to the operations field to increase efficiency by assisting in demand forecasting, resource planning and predictive maintenance. Technology is seen in companies like Amazon to synchronise large-scale operational activities (Luo, 2025). The same principle can be employed, albeit at a lesser level, to mid-sized organisations. Instead of trying to have an entire operation automated, a business may start with one very specific issue that it can solve with the use of AI, like prediction of demand or prediction of equipment failures. This makes its execution easy and allows the administration to determine how the technology is working out.
The role played by organisational and human factors is also highlighted by the findings. The adoption of AI needs to deal with employees who possess the expertise to comprehend and challenge AI-generated suggestions. Where employees feel that the AI presents a threat to their jobs (Morandini et al., 2023), employees will be likely to be opposed to implementation, whereas overtrust in automated systems may result in very suboptimal decisions when the data involved in the system is incomplete or faulty. As such, managers have a duty to establish the decision rights clearly, provide training and ensure appropriate human supervision.
Overall, AI should be considered a decision-support tool but not a replacement for managerial judgement. A greater organisational value will definitely emerge as businesses combine AI analytic and predictive abilities with the expertise of managers of companies, clients, threats and strategic objectives. Such a practice allows organisations to be more efficient and remain accountable and flexible when making decisions.

[bookmark: _Toc240546945]Conclusion 
AI is transforming the way business decisions are made as it assists organisations to process information quicker, foresee outcomes and automate operations. The technology of AI allows for customer marketing and decision-making on a personal level. It improves the analysis of risks and finances and fraud detection in finance. In operations, AI helps with forecasting, preparing resources, optimising processes and predictive maintenance. Such applications can enhance customer satisfaction, responsiveness and risk management by businesses. But technology is not the only key to successful adoption. Data quality, the competence of workers, organisational readiness and trust and appropriate decision-making are also essential. The practice of other such corporations as Amazon and Netflix that offer real-world implementations demonstrates that AI may be implemented into the workflow of big businesses, and small organisations may begin with some more specific solutions focused on specific problems. Finally, AI should be used complementarily to managerial judgement, not to completely substitute it. Strong organisations will combine knowledge based on AI and human experience, responsibility and strategy to make responsible and intelligent decisions.
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Appendix A: AI Applications Across Business Functions
	Business Function
	AI Application
	Decision Supported
	Potential Business Benefit

	Marketing
	Customer segmentation
	Identifying customer groups
	More targeted marketing

	Marketing
	Recommendation systems
	Product/content recommendations
	Personalisation and customer engagement

	Marketing
	Predictive analytics
	Customer behaviour prediction
	Improved campaign decisions

	Finance
	Fraud detection
	Identifying suspicious transactions
	Faster risk detection

	Finance
	Credit assessment
	Evaluating customer risk
	Faster financial decisions

	Finance
	Financial forecasting
	Predicting financial trends
	Improved planning

	Operations
	Demand forecasting
	Estimating future demand
	Better resource planning

	Operations
	Predictive maintenance
	Predicting equipment failures
	Reduced downtime

	Operations
	Process optimisation
	Improving production processes
	Greater efficiency


Appendix B: Cross-Functional Comparison
	Area
	Main AI use
	Key benefit
	Main concern

	Finance
	Risk/fraud prediction
	Risk mitigation
	Bias and explainability

	Marketing
	Personalisation
	Customer engagement
	Privacy

	Operations  
	Forecasting/optimisation
	Efficiency
	Data quality



image1.png
@ European Institute of Innovation,

Entrepreneurship, and Technology




