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In today's world, the use of artificial intelligence to solve many problems has
become commonplace for alarge number of people. Given the current pace of
technology development and the enrichment of opportunities for artificial intelligence
tasks, it has become a tool that has significantly changed the approach to management in
many companies [10]. Netflix is a vivid example of an enterprise that has successfully
implemented Al algorithms and achieved impressive results.

The purpose of this study is to analyze the impact of artificial intelligence on
managerial decision-making at Netflix.

Artificial intelligence is a key tool for analyzing large amounts of data and
making business decisions. Based on the article by Kaggwa et al., the integration of Al
increases corporate efficiency and contributes to the development of flexible business
strategies [5]. As emphasized in the publication Vivek, Krupskyi (2024), the combination
of emotional intelligence and artificial intelligence opens up new prospects for
the transformation of leadership, which allows improving the quality of management
decisions by balancing algorithmic efficiency with human empathy and ethics [11].

Another study on which the article was based, Attard-Frost et al. [2], analyzed
the ethical aspects of Al. It considered the problems of confidentiality, algorithmic
bias and transparency and reached some conclusions. The use of artificial intelligence
allows optimizing many processes, in particular strategic decision-making; however,
there is a significant risk of reducing creativity and innovation, since Al cannot
take into account all conceptual factors. It is worth adding that it also builds its
argumentation on historical sources, which can lead to stereotypes in the hiring,
recommendation and planning processes. The study believes that the most effective
results are achieved by ahybrid approach, where Al complements, rather than
replaces, human management.

Netflix was one of the first to implement artificial intelligence in its work. It

uses it for a number of management processes. According to the official source
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Netflix research [8], the organization uses the following approaches to machine
learning: personalization algorithms that allow the company to recommend content
to users based on their preferences and tastes, as well as similar audiences, analyzing
market trends and deciding which stories and actors are worth investing resources in
and have the potential for Netflix's success, as well as automating systems that
analyze the effectiveness of marketing campaigns and adjust them in real time.

Anand Rao (2017) adds that Netflix not only recommends content, but also uses
artificial intelligence for strategic decisions regarding the financing of new projects [9].
Thus, the company itself confirms that Al is a significant element of its business strategy.
Netflix 1s also using Al in its marketing strategies. For example, Al analytics allow it
to create personalized email campaigns and push notifications, which increases
viewer engagement and reduces the percentage of users who cancel their subscription [3].
Another important ethical aspect of using Al is account security. Netflix uses Al to
detect suspicious activity on accounts, such as attempted account hacking or misuse
of passwords [6].

Such features reduce search time for users, which helps to retain customers on
the platform, optimize the budget for the production of series and films, based on
the analysis of the success of the released content, and automate marketing strategies,
selecting advertising based on the preferences of viewers. These processes correspond to
the concept of “Augmented Intelligence”, when artificial intelligence does not
replace managers, but assists them in making more effective decisions [9]. This
provides Netflix with a competitive advantage over traditional media companies
that still rely on classic approaches to content strategies.

Artificial intelligence has become a key element in Netflix’s strategic management.
However, it is worth objectively assessing the effectiveness and taking into account
potential risks. According to a McKinsey study (2023), the use of Al in business
strategies can increase the effectiveness of marketing campaigns by 5-15%, which
is equivalent to anincrease in overall marketing productivity of $463 billion
annually [7]. It is also worth adding that generative Al can add up to $4.4 trillion to
global productivity, providing companies with more effective methods for personalizing
content, analyzing consumer data and optimizing advertising strategies.

In the article Gibson (2024) cited the following statistics, namely, 79% of

corporate strategists believe that Al and analytics will be critical to the success of
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organizations in the near future, and that 73% of American companies have already
implemented Al in some aspect of their business, bypassing those who have not yet
begun to experiment with the new technology [4]. These data emphasize the rapid
spread and significant potential of generative artificial intelligence in transforming
the modern consumer business environment.

Considering the studies above, the need to use artificial intelligence in modern
management becomes obvious. Examples of Western media companies, in particular
Netflix, can provide an incentive for the development of Ukrainian media companies.
According to a study by Ya. Mashkova, only 22% of Ukrainian editorial offices use
Al on a permanent basis, which, in addition to significantly reducing possible results,
if we recall the study above, can also significantly reduce the competitiveness of
Ukrainian companies in the global information space [1].

The use of artificial intelligence (Al) significantly changes approaches to
management decisions in modern companies, which is well illustrated by the example
of Netflix. However, along with numerous advantages, such as improved efficiency
and increased competitiveness, there are also risks, in particular regarding ethics,
transparency of algorithms and a possible decrease in creativity. A hybrid approach,

when Al complements, rather than replaces human management, is the most effective.
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I'puropenko €.A.0.
Jninpoescovkuti nayionanvrutl yHieepcumem imeni Onecs 'onuapa (Yrpaina)
CTPATETTYHI BEKTOPU MOJIEPHI3AILIIl CUCTEMM YIIPABJIIHHS
HEPCOHAJIOM B YMOBAX BOEHHOI'O CTAHY

VY cydacHMX ymMOBaxX BO€HHOIO CTaHy B YKpaiHi, KOJM PHHOK Mpaill 3a3HaB
3HaYHUX 3MIH 4Yepe3 MIrpaiil0 HaceleHHS Ta 3YNUHKY AiSUIbHOCTI MIiANPHEMCTB,
nuTaHHs e()EeKTUBHOTO YMPaBJIiHHS MEepCcoHajIoM HaOyBae OCOOIMBOi aKTyabHOCTI.
Jlnst 3a0e3neyeHHs] KOHKYPEHTOCIIPOMOXKHOCTI MIANPHEMCTB HE JIMIIE HAa BHYTPIMI-
HBOMY, ajie ¥ Ha MDKHApOJHOMY pPHUHKaX, HEOOXIIHO MPUAUIATA yBary He IHUIIE
TEXHOJIOTIYHOMY pIBHIO BHUPOOHHIITBA, a U mpodecioHanaizMy CIIBPOOITHHKIB Ta
e(DEeKTUBHOCTI YIPaBIIHCHKUX PillleHb. B yMoBax BHCOKHMX pHU3HUKIB, TMOB'SI3aHUX
3 BIHHOIO, OCOOJIMBOIO 3HA4YCHHS HaOyBa€ 3aCTOCYBaHHS Cy4YaCHUX IHHOBAI[IMHHUX
TEXHOJIOT1A yIpaBJiHHS JIIOJCHBKUMH pecypcaMu, 3aTHHX 3a0e3MeunuTH CTallabHe
(GyHKIIIOHYBaHHS Ta CTAJINI PO3BUTOK MiAMPUEMCTB.

Bracnigok 3HWKEHHS OOCSTIB BUPOOHHUIITBA, MPOOJIEM JIOTICTUKUA Ta 30yTy,
OOMEKEHICTIO (pIHAHCIB, (PI3UYHOIO BTPATOI0 aKTHBIB, MOTPEOOIO €BAKYIOBATUCS METOAM
yHpaBliHHS OI13HECOM CYTTEBO 3MIHWJIMCH. Y LA 3araibHid 3MiHI OI3HEC-TIPOLECIB Ha
MIMPUEMCTBAX BArOMOr0 3HAYEHHS HAOYJIM 3MIHM B YOPAaBIiHHI MEPCOHAJIOM, SKi
1 3a0e3neuyroTh Oi3Hec-mpoiiecu. Ha nepiie Miciie BURIUIM TPOOIEMH HE PO3BUTKY,
a BUKMBaHHA O13HECY, a BIATAK ¥ CIpSAMYBaHHs 3yCHJIb Ha 30€pEKEeHHS/YTPUMaHHS

npodeciiftHuX KaapiB HaOyBae 0coOIMBOTO 3HAYeHHS [1].
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