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ABSTRACT 
 
The management literature has seen a surge of publications that focus on the utilisation opportunities of 
Artificial Intelligence (AI) technologies. This paper conducts a Systematic Literature Review (SLR) to 
create an in-depth understanding of this development by analysing the latest academic contributions on 
the impact of AI on the field of Strategic Management (SM). In so doing, it aims to provide an integrative 
framework that merges the current understanding in this area into suitable categories according to the 
two dimensions of SM and AI. The analysis revealed that: (1) almost 70% of these were published within 
the last six years, underlining the growing importance of this topic; (2) only 30% of the selected papers 
were based on empirical data; (3) the majority of the papers were categorised in the 'Strategy Formulation 
& Selection' stage of the SM process; and (4) machine learning is far and away the most common AI 
technology providing new opportunities for SM. Finally, we present further ideas and directions to 
advance this field of academic research. 
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1. INTRODUCTION AND THEORETICAL BACKGROUND 
 
Although a variety of organisations are increasingly adopting Artificial Intelligence (AI) technologies for 
carrying out specific tasks (Bughin et al., 2017; Ammanath et al., 2020), there is still limited knowledge 
regarding how AI impacts the main fields of Strategic Management (SM). There has also been a recent 
surge in the management literature of publications that focus on the utilisation opportunities of AI 
technologies, such as machine learning or natural language processing (NLP). The first academic papers 
to analyse the implications of AI for SM were published in the 1980s. At that time, various authors started 
to examine the opportunities that AI provided, such as the ability to detect important insights from big data 
and integrate these findings into SM processes within organisations (Holloway, 1983; Geisler, 1986; 
Orsini, 1986). More recently, Iansiti and Lakhani (2020) explained that companies with an AI-based 
business model who utilise AI in their core functions are more likely to have a greater market value, 
achieve higher growth, and create a competitive advantage. Meanwhile, Agrawal et al. (2018c) 
emphasised that companies must prioritise the implementation of AI (e.g., an AI-first strategy) if they want 
to maximise the accuracy of predictions with regards to SM decisions (e.g., forecast of market 
development or changes in customer behaviour). 
 
To the best of the authors' knowledge, none of the previous scientific work has yet captured the existing 
knowledge in this area in an integrative framework, which covers the dimensions of AI and SM. As such, 
the time has come to review the relevant academic contributions from the last 40 years by conducting a 
Systematic Literature Review (SLR) following the structured approach from Tranfield et al. (2013). To 
create our integrative framework, we first analysed and categorised our sample management literature 
following the widely agreed steps of the SM process (Porter, 1980; Andrews, 1987; Wit & Meyer, 2005; 
Kvint, 2009; Hungenberg 2014) (see Figure 1). This process consists of three main stages, 'Strategic 
Analysis', 'Strategy Formulation & Selection', and 'Strategy Implementation'. The initial step of 'Strategic 
Analysis' comprises the review of all relevant internal and external information to design and select an 
appropriate company strategy in the next stage (Porter, 1980; Andrews, 1987; Hungenberg, 2014). The 
'Strategy Formulation & Selection' stage thus develops various approaches to position the organisation 
successfully in its environment. The strategy which best suits the organisation's goals is subsequently 
adopted in the strategy selection phase (Porter, 1980; Wit & Meyer, 2005; Hungenberg, 2014). In the final 


