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move forward and grow. While access to technology and 
information is now universal, it is not always the same 
how and for what purposes each business uses this in-
formation. While new technologies will to some extent 
level the playing field for businesses’ across industries in 
their ability to access smart data from the growing digi-
tal landscape, it is important to understand what other 
dimensions will help determine individual and collective 
success in developing organizational capabilities (Bargoni 
et al., 2024). One such factor for companies could be AI. 

In AI-driven automation, growth means more in-
sights based on data from connected devices, social me-
dia, industry data, and more, increasing the potential 
for a revolution in business models. Over the years, the 
volume of digital data in different countries has grown 
at a staggering rate (Cools et.al., 2024). It is important to 
understand how business in an analytics and data-driven 
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1. Introduction 

Business models organizations evolve over the centu-
ries, adjusting to a changing environment. And now, 
in the period of digital transformation of the economy 
and society, companies need to quickly adapt their busi-
ness processes to a changing environment. The advent of 
artificial intelligence (hereinafter referred to as AI) has 
fundamentally changed the very meaning of ideas, inno-
vations and inventions. As a result, business models con-
tinue to evolve. As we watch companies across industries 
undergo a deep and drastic shift in the relative balance 
of intelligence, AI applications and adoption offer every 
business as many new opportunities as it challenges (As-
tuti et al., 2024).

Digitalization has levelled the playing field for busi-
nesses and provided them with a unique opportunity to 
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world is changing under the influence of AI, what areas 
this technology can affect and what risks and benefits 
it entails, as well as how the value of an organization to 
consumers is changing with the advent of AI.

Companies are beginning to understand the im-
plications of the evolution of an AI-driven automation 
ecosystem that extends far beyond narrow AI applica-
tions. While the relationship between data, information, 
and intelligence is complex and sometimes indirect, the 
strength and pace of change in AI-driven automation ex-
pected in the coming years will present challenges and 
opportunities for every business to be profitable (Chen & 
Zhang, 2024). The purpose of this work is to explore how 
AI technologies affect the value proposition and how ele-
ments of the organization’s business model are changing. 
This issue has not been studied very deeply in the scien-
tific community, which is confirmed by the number of 
articles on this topic.

To form a holistic view of how organizations, espe-
cially using AI technologies, create value and how they 
perform the actions necessary for this, it is necessary to 
solve the following tasks: to study the impact of AI on 
the building blocks of a business model, to analyse real 
examples of the use of AI in companies and identify the 
likely implications of using AI technologies for updated 
and innovative business models.

Thus, the presented research can shed light on further 
understanding of innovative business’ models initiated 
by AI technologies.

The structure of the paper is focused on exploring 
how AI technologies affect the value proposition and 
how elements of the organization’s business model are 
changing. The authors discuss the impact of end-to-end 
technologies on the elements of the business model can-
vas, particularly focusing on the influence of AI. They 
also highlight the potential changes in the business mod-
el without deepening into individual industries and draw 
conclusions on the scale of the impact of digital tech-
nologies on the company’s business model. Additionally, 
the paper addresses the challenges and opportunities 
presented by AI-driven automation in the coming years, 
emphasizing the need for businesses to adapt to remain 
profitable.

2. Literature review

Modern business in the era of digitalization is driven by 
data. Especially big data and AI. These technologies are 
in constant development and are capable of shaping in-
dividual business processes of an organization, as well as 
being used as a key resource in making decisions in the 
field of business analysis. Businesses can get real-time in-
sights into industry trends and consumer behaviour, giv-
ing them a competitive advantage (Lee & Kooper, 2024.).

Stanford University (USA), together with representa-
tives of major international research companies and soft-
ware manufacturers, presented the annual study “Arti-
ficial intelligence index. Report for 2022”, dedicated to 

the prevalence of AI in the world. It was found that the 
volume of investments in AI-related start-ups is steadily 
growing in the world: from $1.3 billion in 2010 to $40.4 
billion in 2018; in 2021 as of November 4, $50 billion. 
Researched Research from the McKinsey Global Institute 
shows that by 2030, AI could generate an additional $13 
trillion in global economic returns per year (Artificial 
Intelligence Index, 2022).

In the Lithuanian market, the analytical agency “EY 
Baltics Managing” did order data company Norstat study 
to analyse the level of penetration of solutions using AI, 
as well as the effects obtained from them in different in-
dustries. According to the results of the Norstat study, 
at the end of 2020, more than 27% of large Lithuanian 
organizations have already implemented or are piloting 
AI initiatives. These organizations relate mainly to the 
following business sectors: financial sector, telecom, re-
tail, information technology (hereinafter referred to as 
IT), industry and the oil and gas industry. Research data 
shows that business interest in AI technology is con-
stantly growing.

However, the current literature on business model 
transformations influenced by digital technologies is 
mostly narrowly focused or explores in general the im-
pact of a large number of digital transformation tech-
nologies, such as blockchain, big data, Internet of Things 
(IoT), AI. Thus, in the work “Research on the problems 
of digital transformation of the Osterwalder-Pignet busi-
ness model in the pharmaceutical industry” (Novikov 
et  al., 2021) or “The impact of digital technologies on 
the business model of media companies: the example of 
Disney” (Gershon, 2020), the main focus is shifted to in 
general, on changes in the business model influenced by 
advanced technologies in a particular industry, the role 
of AI is almost not disclosed. The same problems have 
a more extensive study by the authors of the work “The 
influence of end-to-end technologies on the elements of 
the business model canvas” (Das et al., 2021).  

The article considers a potential change in the busi-
ness model without deepening into individual industries 
and draws conclusions on the scale of the impact of digi-
tal technologies on the company’s business model, but 
not enough attention has been paid to the impact of AI 
for a full consideration of the topic.

The situation is similar in foreign literary sources. For 
example, the work “Artificial intelligence as a growth en-
gine for health care startups: Emerging business models” 
(Garbuio & Lin, 2019), in which the authors analyze the 
impact of AI in a specific business area, or the study “Busi-
ness models based on IoT, AI and blockchain” (Liu, 2018), 
the author of which combines advanced technologies with 
each other without deeply touching each one separately.

In the article “How artificial intelligence is transform-
ing business models” (Toniolo et al., 2020), the authors 
talk about how the application and implementation of AI 
is revolutionizing business and commerce, but also do 
not give a clear explanation on the question of a specific 
change in the business model under the influence of AI.
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There is little research on the direct impact of AI on the 
transformation of business models. The study “Advanced 
business model innovation supported by Artificial Intel-
ligence and deep learning” (Valter et al., 2018) examines 
the exponential development of AI technologies and this 
impact on the business model. The article “Artificial intel-
ligence as a driver for business model innovation in smart 
service systems” discusses the main changes in business 
model elements (value proposition, value creation and 
value capture) in connection with the introduction of AI 
in products and services (Neuhüttler et al., 2020).

The study “Emerging technology and business model 
innovation: The case of artificial intelligence” (Lee et al., 
2019) provides a brief overview of AI, current problems 
solved during its development, an explanation of how it 
changes business models, and also disclosed a case study 
of two companies that have innovated their business 
models using AI.

According to the concept proposed by Osterwalder, 
a business model is a conceptual tool containing a set of 
elements and their relationships that represent the com-
pany’s business logic. The business model is a nine-block 
template that represents the key elements of a business: 
value proposition, customer segments, key resources, 
customer relationships, activities, partners, distribution 
channels, revenue streams, and cost structure (Payne 
et al., 2020). AI has a potential impact on everyone from 
blocks of the organization’s business model (Neuhüttler 
et al., 2020). 

Next, theoretically possible and specific examples of 
the use of AI in key elements of an organizations’ busi-
ness model will be considered.

Using the case study analysis, the research will in-
clude the analysis of real-world case studies to illustrate 
how AI is transforming various elements of business 
models. Case studies from different industries will be 
examined to provide empirical evidence and practical 
insights into the application of AI technologies. 

3. Case study analysis of AI integration in 
consumer products: Enhancing functionality 
and user experience

The value proposition (hereinafter referred to as the 
Value Proposition) completely solves the “pain” of the 
client or satisfies the need. This is why the consumer 
turns to a particular organization, and does not go to a 
competitor. AI-powered custom solutions are designed 
for speed, efficiency, and personalization (Tung et  al., 
2024). These priorities are fundamental to consumers in 
the digital age. Self-service platforms with AI, including 
chatbots and interactive answering machines with natu-
ral language voice capabilities, can support customers 
around the clock, intelligently redirect consumers to the 
right operators in case of complex incidents, recommend 
products and online services, and make a list of recom-
mended further actions and respond to frequently ques-
tions asked (Hopkins, 2022).

Other AI tools are able to personalize the customer 
experience with recommendation systems based on cus-
tomer data. For example, an AI system captures the na-
ture of user behavior or specified preferences, and based 
on the analysis suggests additional content. There are 
solutions for after-sales service, for example, intelligent 
forwarding of support incidents from mail to the right 
specialists, answering questions in chatbots in the most 
preferred channel for the client. It is also possible to send 
automated but personalized marketing messages via e-
mail, allowing you to build a relationship with the client 
based on data at the touch points – purchase history and 
activity on the site (Beg et al., 2021). Case study shows 
that AI can extend a product/service as an additional el-
ement that adds autonomous and adaptive behavior to-
wards products and services, while creating a new value 
proposition from the existing one. For example, prod-
ucts that collect sensor data to offer improvement tips to 
their users are very autonomous and adaptive, as shown 
in Table 1.

Table 1. Example of AI as an extension to the main product

Main 
Product AI Extension

Smart 
Watch

AI integrated into smartwatches enhances 
health monitoring, provides personalized fitness 
recommendations, tracks activity and sleep 
patterns, and offers contextual notifications. 
Smartwatches with AI capabilities can analyze 
user data to offer actionable insights and support 
proactive health management (Yadav et al., 2023). 

Smart-
phone

AI integrated into smartphones enhances user 
experience by providing personalized assis-
tance, predictive analytics, and context-aware 
features. AI-powered voice assistants, camera 
enhancements, and smart notifications are 
examples of AI extensions in smartphones 
(Sangers et al., 2024).

Car

AI in cars enables autonomous driving features, 
adaptive cruise control, collision detection, lane 
departure warnings, and parking assistance. It 
enhances safety, convenience, and efficiency 
while driving by leveraging machine learning 
algorithms and sensor data to make real-time 
decisions (Mnyakin, 2023).

Home 
Security

AI-powered home security systems use facial 
recognition, motion detection, and anomaly 
detection algorithms to enhance security. They 
provide real-time alerts, remote monitoring, 
and intelligent automation of home security 
devices such as cameras, door locks, and alarms. 
AI extends the capabilities of traditional home 
security systems by enabling proactive threat 
detection and response (Abed & Anupam, 2022). 

Fitness 
Tracker

AI-powered fitness trackers offer personalized 
workout recommendations, track exercise 
performance, monitor biometric data, and 
provide insights for improving fitness goals. They 
utilize machine learning algorithms to analyze 
user activity patterns and offer tailored guidance 
for achieving optimal fitness outcomes (Allam & 
Nadikattu, 2020).
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The case study highlights the integration of artificial 
intelligence (AI) into various consumer products, namely 
smartwatches, smartphones, cars, home security systems, 
and fitness trackers. AI enhancements in smartwatches 
facilitate advanced health monitoring, personalized fit-
ness guidance, and contextual notifications. In smart-
phones, AI contributes to improved user experiences 
through features such as personalized assistance, predic-
tive analytics, and context-aware functionalities. AI inte-
gration in cars enables autonomous driving capabilities, 
collision detection, and parking assistance, enhancing 
safety and efficiency. Home security systems leverage AI 
for facial recognition, motion detection, and anomaly 
detection, enabling real-time alerts and proactive threat 
response. Similarly, AI-powered fitness trackers offer 
personalized workout recommendations, activity track-
ing, and biometric monitoring to aid users in achieving 
fitness goals. These advancements underscore the signifi-
cant role of AI in enhancing functionality, efficiency, and 
user experience across diverse consumer products.

4. Case study analysis of AI-driven 
transformation: Redefining customer value 
propositions and business activities

Further case study analysis does state, that there are 
many other similar examples showing AI-driven dynam-
ic personalization. Moreover, AI can be used to gain new 
insights about customers and thus tailor the customer 
value proposition in a more efficient and effective man-
ner.

Key activities can also change under the influence 
of AI. For example, technical customer support, supple-
mented by chatbots and virtual operators. The collection 
and sale of valuable data collected by AI can also become 
one of the key activities of the organization (Campbell 
et al., 2020).

Consider the impact of AI on key partners for busi-
ness implementation. AI can be used in supply chain 
management to improve forecasting accuracy and mini-
mize situations when the product is not available, when 
it is written off or returned (Helo & Hao, 2022).

Integration of AI into products and services may 
require collaboration with external partners. Partners 
providing data or missing skills and resources. Whether 
companies should create the necessary AI competencies 
on their own or use the strength of partner companies 
through outsourcing is one of the main issues in building 
a business model (Wamba-Taguimdje et al., 2020).

Key resources. AI can become a key resource for 
an organization, and data is also becoming a central re-
source and thus increasingly important in the exchanges 
between partners and clients (Tavakoli et al., 2022).

Companies can use machine learning technology to 
more accurately plan the life of important hardware as-
sets, i.e., manage the lifecycle of hardware resources. The 
same can be done with licenses for software products: 
AI will track the expiration of licenses and based on the 

analysis, recommend to renew or end the use (Fahle 
et al., 2020).

Building, integrating and operating IT infrastructures 
to deliver AI value propositions is becoming increasingly 
important as most AI applications require high process-
ing power. The choice and design of the underlying tech-
nical infrastructure, for example in the form of cloud, 
on-premises or edge solutions, is thus an important stra-
tegic decision. In order to be able to select the appropri-
ate options for a particular implementation, companies 
must consider requirements regarding scalability, reli-
ability and availability, security data integrity, protection 
and costs (Belgaum et al., 2021).

AI tools can also improve the diagnostics and main-
tenance of IT assets. IT system failures caused by cyber-
attacks, poor service, or other causes can cost organiza-
tions huge sums. Emerging AI applications can help or-
ganizations identify potential maintenance and security 
issues before they occur (Benbya et al., 2020).

Sales channels. Due to the fact that AI can analyze 
human behavior, there is a prospect of new sales chan-
nels for specific segments. The adaptive properties of AI 
allow you to adapt to a specific buyer, providing him with 
the best distribution channel.

Relationships with clients. Application of text mining 
techniques in market research to extract customer infor-
mation from large amounts of data (such as customer re-
views or reports from service technicians) and to meas-
ure and manage customer experiences. By automatically 
extracting and structuring information, companies can 
better measure and manage customer experience and 
thus deliver higher value (Baviskar et al., 2021).

Another interesting application area covers service 
robots in terms of system autonomous and adaptable 
interfaces that provide services to customers. Chatbots, 
voice assistants that answer questions more accurately 
and faster than live operators (Wu & Yu, 2023). Replac-
ing face-to-face interaction with robots will also affect 
the type and depth of customer relationships and hence 
the value proposition. Microsoft7 study shows that by 
2030, 95% of customer interactions will be the name of 
virtual operators consumer segments (Moustafa et  al., 
2020). The use of AI is fundamentally changing the way 
we identify and analyze target groups. AI analysis of so-
cial networks, reviews, competitors and other relevant 
data help identify new customer segments or find gaps in 
interaction with existing ones miss and offer a solution.

Smart products, chatbots, and AI operators can also 
tailor to specific segments based on the user’s query, re-
play analysis, voice, gender, age, and other factors that 
AI can determine. Accordingly, we have an individual 
approach to each possible segment, which also affects the 
value proposition (Singh & Thakur, 2020). 

Income streams. AI is used when setting the correct 
price for profile katahot, basic, seasonal and promotional 
items and helps drive margin and sales growth.

Companies also need to find out if customers value 
the benefits that AI brings and are willing to pay for 
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it. According to business logic, the willingness to pay 
should exceed the necessary investment costs for model 
development, infrastructure creation and competency 
development.

It is also possible to introduce new payment options, 
such as pay-per-performance: Based on the automatic 
evaluation of various field data, the product’s perfor-
mance is accurately quantified and thus billed (for ex-
ample, a subscription to machine hours worked). Or use 
data as a currency: an organization can generate new 
revenue streams, for example, based on the sale of AI-
generated data (Rammer et al., 2021). Raw, anonymous 
or consolidated data as a primary or by-product from 
the integration of AI into products and services can be 
directly or indirectly monetized for customers (for exam-
ple, selling anonymous data to related industries).

Services based on intellectual property or AI models 
enable external and internal analysis to create new rev-
enue streams.

Cost structure. The ability of AI to learn and analyze 
large amounts of data reduces costs. It becomes possible 
to replace some employees with AI, which initially leads 
to the necessary investments, but pays off over time, 
since the virtual employee does not require wages and 
provision, maintenance of the workplace, and can also 
work continuously (Maia et al., 2020).

Also, companies need investments to build a new in-
frastructure for the development of AI, to train or hire 
competent employees in the field of AI.

There is always a chance that the system has not cal-
culated all the options or the training has not been suc-
cessful, then there are risks of losing financial resources. 
For example, SEB bank lost billions of Euros as a result 
of AI errors. “Artificial intelligence tends to make deci-
sions in large systems. According to the head of the bank, 
each AI bug was identified and helped to improve the 
work. “When this error was revealed, we learned from it, 
inserted all kinds of filters in order to calibrate, verify the 
artificial intelligence system” (Ding et al., 2020).

The authors of the article “The impact of end-to-
end technologies on the elements of the business model 
canvas” (Erickson et al., 2021) argue that “the elements 
subject to change due to the use of AI include “Custom-
er Relations”, “Key Activities” and “Cost Structure”. You 
can disagree with them, as AI affects every block of the 
business model. This can be illustrated by the following 
examples of the real implementation of AI in a company.

Project “Creation of a virtual assistant for servicing 
Monese clients using Naumen Erudite” (Balkan, 2021). 
In the contact center, more than 20% of the traffic of 
client requests is accounted for by chats available in the 
mobile application and on the website. The introduction 
of a virtual assistant, which processes a third of calls 
without the involvement of operators, made it possible 
to make support available 24/7 and at the same time re-
duce the average cost of a contact, as well as the costs 
of the payroll fund (hereinafter referred to as payroll). 
“The virtual assistant answers customer questions about 

opening wallets, ways to replenish them, limits, com-
missions, cashback, and all advises on issuing virtual 
cards, working with payments and transfers, contactless 
payment methods and withdrawal options. In addition, 
Manibot helps users deal with account settings, identifi-
cation, mobile app features, and a number of technical 
issues. In total, the robot conducts a dialogue on 217 ser-
vice scenarios. Bot training made it possible to achieve 
an accuracy of 85% in determining the topics of calls 
within a classifier of hundreds of topics” (Umamaheswari 
et al., 2023).

“Now the robot receives all requests in Forbes. Money 
chats: it classifies the client’s request in order to process 
it independently or transfer it to the operator, depend-
ing on the subject. As of June 2020, Manibot successfully 
serves 35% of chats with clients, choosing the most rel-
evant solution to the issue” (Krishnan et al., 2022).

5. The transformative impact of virtual 
assistants on organizational dynamics

Further analysis is made to present the impact of virtual 
assistants on several key business blocks within organiza-
tions. Virtual assistants, powered by artificial intelligence 
(AI), have revolutionized various aspects of business op-
erations, ranging from value proposition delivery to cus-
tomer relationship management. The table outlines the 
specific areas where virtual assistants have made signifi-
cant contributions, including the transformation of value 
proposition delivery by offering prompt responses and 
comprehensive consultations round-the-clock. Moreo-
ver, virtual assistants have reshaped client interactions 
by serving as a novel communication channel, replacing 
traditional employee-client interactions with AI-driven 
interactions. Additionally, the table delves into the cost 
implications, noting initial implementation costs that 
may be offset by reduced payroll expenses over time. 
Furthermore, it highlights the emergence of new part-
nerships with virtual assistant integrators and the evo-
lution of resources within organizations, where virtual 
assistants have become integral components alongside 
human resources. Lastly, the table emphasizes the shift 
in key activities within organizations, with intelligent 
customer service using virtual assistants becoming a cen-
tral operational focus. Overall, the insights provided in 
Table 2 underscore the transformative impact of virtual 
assistants on various facets of organizational functioning.

The case study illustrates the multifaceted impact of 
virtual assistants, powered by artificial intelligence (AI), 
on critical business blocks within organizations. It delin-
eates how virtual assistants revolutionize value proposi-
tion delivery, enhance client relationships, optimize costs 
through reduced payroll expenses, foster new partner-
ships with integrators, and transform organizational re-
sources. Additionally, it underscores the pivotal role of 
virtual assistants in reshaping key activities, particularly 
in the realm of intelligent customer service. This succinct 
summary encapsulates the profound influence of virtual 
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assistants on various dimensions of organizational func-
tioning, highlighting their significance in the contempo-
rary business landscape.

Table 2. The impact of the Virtual Assistant on several 
business blocks 

Aspect Description

Value 
Proposition

A new type of value delivery is now 
available – prompt response at any time 
of the day to a question of interest, as well 
as providing a full consultation (Akdim & 
Casaló, 2023). 

Relationship 
with Clients

An AI operator is a new type of 
communication with a client. Now, 
communication with the client is carried out 
initially not by an employee of the company, 
but by a virtual assistant (Fakhimi et al., 
2023). 

Costs

Initially, there were implementation costs, 
but potentially the costs will decrease 
because payroll costs have been reduced 
(Kamoonpuri & Sengar, 2023). 

Partners

New virtual assistant integrator partners 
have appeared, with whom it is necessary 
to maintain relationships for subsequent 
changes in the system (Wan & Moorhouse, 
2024). 

Resources

The chatbot has become one of the key 
resources of the company, along with human 
resources, including operators of a support 
service (Iswahyudi et al., 2023).

Key Activities
Intelligent customer service using a 
chatbot became one of the activities of the 
organization (Singh et al., 2023). 

6. AI implementation and impact: Case study 
and broader applications

Further research primarily revolves around the imple-
mentation and impact of AI-based solutions. Further-
more, the case study delves into how AI algorithms 
identified optimal pricing points, addressing shifts in 
consumer demand during the pandemic. It highlights 
the effectiveness of AI in optimizing pricing strategies, 
identifying under-priced products, and increasing profit-
ability without compromising sales volume.

Additionally other applications of AI in business, 
such as user segmentation, email customization, and 
inventory management are analysed. These examples il-
lustrate the broader impact of AI on various aspects of 
business operations, underscoring its potential to drive 
efficiency, profitability, and customer engagement across 
different industries.

Gold-Standart is a chain of stores and an online store 
of sports nutrition for a healthy and active lifestyle. Dur-
ing the lockdown in 2020, Gold-Standart’s turnover fell 
due to store closures and reduced online demand directly 
related to the work of gyms. May 2020 Gold-Standart.
com has piloted an anti-crisis tool, the cloud-based AI-
based dynamic pricing system Imprice. A two-week pilot 

within one product category was successful. At the end 
of May 2020, pricing was already entrusted to AI by 80% 
of the assortment. Another 15% of the assortment was 
connected to an additional analytical module based on 
machine learning. June sales data compared with May 
2020 sales. Key implementation results (JD Sports Fash-
ion PLC, 2021):

 – +20.9% growth in online store turnover;
 – +20.1% growth in gross profit;
 – +11.9% increase in the number of orders;
 – +8.0% increase in the average check.

During the period of forced self-isolation associ-
ated with the COVID-19 pandemic, the demand for a 
number of positions has changed, and the markErnset 
price turned out to be psychologically unacceptable for 
the consumer. The algorithms found the prices at which 
consumers started buying again.

At the same time, the system identified many under-
priced products in the assortment for which consum-
ers were willing to pay more. Algorithms increased the 
prices of these products: sales remained the same, but 
the company earned more on each unit sold. The result 
was an increase in marginality and a serious increase in 
gross profit. This example illustrates how AI can raise 
the company’s revenues by analyzing the behavior of a 
person and his desires.

The definition of AI-based segments is illustrated in 
the following examples.

AI helps to segment users and offer content that is 
relevant to them, for example, in Revolut banking (Revo-
lut, 2024). 

Organizations use AI to customize emails to custom-
ers. The system takes into account the preferences and 
behavior of the client in order to make more relevant 
offers to him. Boomtrain analyzes the history of cus-
tomer interaction with content and creates mailing lists. 
For this, AI is used, segmenting the list of customers for 
subsequent engagement and conversion (Ramdani et al., 
2020).  The system sends out individual offers for differ-
ent segments and interacts with users in the application. 
As a result, you have grown handle and the number of 
active interested customers.

AI systems can be used in terms of inventory man-
agement and distribution. Introduced by Low in 2016, 
LoweBot intelligent robots not only help customers, but 
also generate real-time data using machine learning to 
scan inventory and search for patterns by color, price, 
and barcode. The robot with a five-inch screen helps cus-
tomers find products using a computer display and inter-
nal search with voice recognition. As a result, consumers 
are provided with a convenient and efficient AI-based 
service, and employees have more time to consult clients 
on creative projects (Preil & Krapp, 2022). This example 
shows the possible practical impact of AI on distribution 
channels.

Thus, we see that in practice, each element of the 
business model can be subject to changes due to the in-
troduction of AI.
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7. Conclusions 

Based on the provided research, several conclusions can 
be drawn regarding the impact of artificial intelligence 
(AI) for management and on business models and or-
ganizations:

1. Evolution of Business Models: The onset of digi-
tal transformation has necessitated rapid adapta-
tions in business processes. AI has fundamentally 
altered the landscape of ideas, innovations, and in-
ventions, leading to continuous evolution in busi-
ness models across industries.

2. Leveling the Playing Field: Digitalization has de-
mocratized technology access. While businesses 
can harness smart data from the digital landscape, 
strategic utilization of AI technologies can deter-
mine individual and collective success in develop-
ing organizational capabilities.

3. AI-Driven Automation: AI applications offer in-
sights derived from a wealth of data sources, po-
tentially leading to a revolution in business models. 
This surge in digital data growth underscores the 
transformative potential of AI across industries.

4. Impact on Value Proposals: AI implementation 
influences the value proposition of organizations. 
By offering prompt, personalized responses and 
consultations, AI-driven services enhance cus-
tomer experiences, particularly in platforms such 
as Revolut banking, shaping client relationships 
through innovative AI-based communication.

5. Key Elements of Business Models Affected: AI 
disrupts various components of business models, 
including customer relationships, key activities, 
partnerships, resources, and cost structures. Vir-
tual assistants powered by AI play a pivotal role 
in reshaping organizations’ operational dynamics.

6. Cost Considerations: While initial implementa-
tion costs may arise, successful integration of AI 
technologies can reduce long-term payroll expens-
es, enhance operational efficiency, and drive profit-
ability through optimized resources and services.

7. Strategic Partnerships: Organizations collaborate 
with AI integrators to adapt supply chain pro-
cesses, improve forecasting accuracy, and enhance 
operational efficiencies, reflecting the importance 
of strategic collaborations for successful AI deploy-
ment.

8. Customer-Centricity: AI empowers businesses 
to tailor products, services, and communication 
strategies to individual customer segments, thereby 
improving user experiences, enhancing marketing 
strategies, and driving revenue growth by offering 
relevant content and services.

9. Risk and Benefits: Implementing AI poses risks 
such as errors and potential financial losses but 
also promises increased profitability through data-
driven decision-making, personalized customer 
experiences, and innovative revenue streams.

In essence, AI’s pervasive impact extends beyond 
technological advancements to redefine business models, 
optimize operations, and reshape customer interactions, 
underscoring its transformative potential across various 
organizational functions.

Besides that the article addresses a significant re-
search gap by providing a comprehensive examination 
of the impact of AI on various elements of business mod-
els, including value proposition, customer relationships, 
key activities, and revenue streams. It synthesizes existing 
literature, industry reports, and case studies to shed light 
on how AI-driven transformations are reshaping busi-
ness landscapes across different sectors. Additionally, the 
research offers insights into practical applications of AI 
in enhancing functionality, efficiency, and user experi-
ence in consumer products and services. Overall, the ar-
ticle contributes to bridging the gap between theoretical 
discourse and practical implications of AI adoption in 
contemporary business contexts.
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