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AI VS HUMAN CREATIVITY FOR DATA MANAGEMENT IN INTERNATIONAL
BUSINESS

The article focuses on analyzing the interaction between artificial intelligence and human creativity in data management
processes in international business. The purpose of the article is to study the peculiarities of the interaction between artificial
Intelligence and human creativity in international business data management, as well as to determine their contribution to the strategic
and operational decision-making of global companies.

The article systematizes approaches to assessing the role of artificial intelligence in international business and shows that
Al provides high speed, accuracy, and scalability of analytical processes, while human creativity shapes the interpretation of the data
obtained, creates a semantic context, and offers non-standard solutions. Using Porter's model, authors have distributed business
functions between algorithmic capabilities and human creativity, demonstrating that optimal efficiency is achieved in hybrid models
of collaboration. The study summarizes ten international case studies (Unilever, DHL, Netflix, Toyota, Meta, Amazon, Spotify, Zara,
Siemens, Airbnb), which confirm that the combination of AI and human creative competencies strengthens the competitiveness of
companies. It has been shown that algorithms are capable of forecasting demand, optimizing logistics operations, identifying risks,
and analyzing behavioral data, while humans provide the strategic vision, cultural adaptation of decisions, ethical assessment, and
generation of innovations necessary for complex international markets.

Prospects for further research in this area include the development of models for evaluating the performance of hybrid
solutions in transnational corporations, an in-depth study of the cross-cultural characteristics of creative thinking, the formation of
ethical standards for the use of Al in global operations, and the analysis of organizational transformations associated with the growing
role of artificial intelligence in data management.

Keywords: artificial intelligence; human creativity, international business; international business management; data
management; hybrid decision-making, global competitiveness.

3VBKOBA Anina, KPATHS Beponika

HauionansHuit TeXHiYHUI yHIBEpCHTET «XapKiBCHKUI MOMITEXHIYHUH IHCTUTYT»

IITYYHUH THTEJEKT TA JIIOACbKA KPEATUBHICTH Y IIPOIIECAX
YIIPABJIIHHA JAHUMHU B MIZKHAPOJHOMY BI3HECI

CTarTs MpUCBAYEHa aHa/li3y B3AEMOAII LUTYYHOIO IHTENEKTY Ta JIOACLKOI KPEaTUBHOCTI B MPOLECAX YrPaB/iHHA AaHWMU B
MDPKH3POAHOMY GI3HECI, METOI AOCIKEHHS € BUBYEHHSI OCOO/IMBOCTEN MOEAHAHHS MOXJ/TMBOCTEN LUTYYHOIO IHTENEKTY U JIIOACHKOI
KDEeaTUBHOCTI B yripas/iiHHI A3HUMU MDKHEPOAHUX KOMITGHIY, @ TaKOX BU3HAYEHHS IXHBOro BHECKY y CTpaTteriyHe ¥ onepaviiHe
MPUIHSITTS YIIPEBIIIHCLKUX PILLEHD Y I7106a/1bHOMY GI3HEC-CEPEAOBMLL.

Y crarTi cuctemMatmloBaHo HayKoBl MiAXoAu AO OUIHIOBAHHS pPOJTi LUTYYHOIO IHTEIEKTY B MDKHApOAHOMYy 6i3Heci Ta
AOBEAEHO, 1O /ITOPUTMIYHI CUCTEMU 3a0E3MEYYIOT BUCOKY LIBUAKICTE OOPOBKY IHPOPMAELY], TOYHICTL aHa/IITUYHUX PO3PaxyHKIB i
MacLuTaboBaHICTb GI3HEC-NPOLECIB, TOAI 5K JIKOACHKA KPEATUBHICTL QOPMYE IHTEPIPETALIHO OTPUMAHUX AaHNX, CTBOPIOE CEMAHTUYHMT
KOHTEKCT [ IPOrIOHYE HECTAHAGPTHI VIIPaB/IIHChbKI PILIEHHS. 3 BUKOPUCTAHHSIM MOAE/ KOHKYpEHTHUX cuil M. [loprepa asropu
34IICHN/IM PO3IT04INT GIZHEC-QYHKLIN MK a/IrOPUTMIYHMMU MOXITMBOCTSMM LUTYYHOIO IHTENEKTY Ta KDEATUBHMM [TOTEHLIA/IOM JIHOLNHM,
AOBIBLUM, 1O MAKCUMAE/IbHA €PEKTUBHICTE AOCAraETbCS B yMOBaX IOpUAHNX MOJENEN CriiBripaL.

Y AOC/fKEHHI y3ara/lbHEHO PE3y/IbTaTu aHasli3y AecaTu MixHapodHux kevicis (Unilever, DHL, Netflix, Toyota, Meta,
Amazon, Spotify, Zara, Siemens, Airbnb), sKi MigTBEPAXYIOTE, LU0 MTOEAHAHHS IHCTDYMEHTIB LUTYHYHOIO IHTENEKTY 3 JIIOACLKUMA
KDEeaTUBHUMYU KOMIIETEHLIIMU CIPUSIE 3MILHEHHIO KOHKYDEHTOCIIPOMOXHOCTI KOMMaHWi Ha r/106a/bHuX puHKax. /[JoBefeHo, o
anropuTMu 34aTHi €QEKTUBHO IPOrHO3yBaTy OMUT, ONTUMIZYBAaTHU JIOTICTUYHI Onepawii, [AEHTUQIKYBATH PUMKM Ta aHasli3yBart
10BERIHKOBI AaHI CIIOXWBAaYiB, TOAI K JII0ANHA 3a6e3reqye CTpareridyHe 6aqyeHHs, Ky/IbTypPHY aAaNTaLito yrpas/iiHCEKUX PIllieHb,
ETUYHY OLIHKY Ta reHepaLlito iHHOBAaLiV, HEOOXIAHNX L1 QYHKLIOHYBAHHS B CKIGAHUX MDKHEPOAHNX PUHKOBUX YMOBAX.

[lepcriekTuBamu NoAasBLINX AOCTIKEHD Y Ui CEPI BUSHAYEHO PO3POG/IEHHS MOLENEH OLIHIOBaHHS E€QPEKTUBHOCTI
ri6PUAHNX  YIIPEBIIIHCHKUX PILLIEHL Y TPAHCHALIIOHA/IbHUX KOPIIOpaLisix, orJIMO/IEHE BUBYEHHS KPOCKY/IbTYPHUX OCOG/IMBOCTEN
KpeaTuBHOIro MUC/IEHHS, QOPMYBAHHS ETUYHNX CTaHAGPTIB BUKOPUCTAHHS LUTYYHOIO IHTENIEKTY B [/106a/lbHUX ONEPAaLIax, a TaKoX
aHa’si3 OpraHi3aLiviHux TPaHCEOpMaLivi, OB F3aHNX 3i 3DOCTAHHIM POJIf LUTYYHOIO IHTENEKTY B YIIPaBIIiHHI JaHUMA.

KIIt040BI C10Ba: LUTYYHMI HTENIEKT; JII0ACHKA KPEATUBHICTL, MDKHAPOAHWH GIBHEC, YIipaB/iiHHS MDKHaPOAHUM Gi3HECoM,
YrIPaBJIIHHS AaHNMU, TTOPUAHE MPMVIHSTTS PiLleHb, 7106a/1bHA KOHKYPEHTOCPOMOXHICTb.
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AIM OF THE ARTICLE
This article will seek to explore the role of artificial/human creativity in data management with Al in
international business and study the interplay between it, the comparison between actors in the process of data
management in international business, compare and contrast the comparative strengths and capabilities, examine their
significance for strategic decision making and operational decision-making, and propose a conceptual model on how
multinational organizations could be expected to balance Al-based analytics and human-based creativity.

INTRODUCTION

The fast-paced growth of ecosystems has altered the approach to international business logic. Today,
multinational corporations are producing such big and heterogeneous data flowing to and from customers and sources
that the need for human-centric approaches to analysis has become insufficient. Artificial intelligence emerged in this
context as a solution that would provide better analytic precision, speed up decision-making, and automate complex
processes or routines. Yet at the same time, businesses continue to need human creative judgment, ethics and
sensitivity to cultural nuance — attributes that algorithms can’t match. This article examines the dynamic between
artificial and human creativity but primarily in international business’s data management domain, where efficiency
and creativity are both critical [6]. This issue is particularly topical when companies expand globally, interacting with
irregular institutional environments and cultural variances. Al models are capable of analyzing global datasets,
predicting patterns, and questioning subjective beliefs whereas human specialists need to evaluate it on a case-by-case
basis and connect it back to real world strategic aspirations. The interaction between machine-generated intelligence
and creativity has implications on how organizations develop strategies for entering markets, operate global supply
chains, generate value propositions and respond to crisis situations.

The subject is consistent with the priorities of global economic science, including international corporations,
multinationals and policy bodies, and is increasingly integrating Al-enabled insights within international operations.
At the same time, the limits of Al creativity and the irreplaceable part of human originality, intuition, and ethical
reasoning are also the subjects of ongoing debate. This is the conception of the current article.

ANALYSIS OF RECENT PUBLICATIONS

The more discursive views present between the influence of Al on creativity come increasingly in scholarly
discourses. A group of authors is arguing that Al powers human creativity but it does so by providing rapid pattern
recognition, by generating new combinations of ideas, and by providing synthetic datasets that increase the range of
solutions available. Boden underlines how narrow Al facilitates creativity in that it heightens the pace at which
experimentation and considering alternatives can occur [1]. Another view, as shown in IntechOpen (2024) [2],
maintains that human creativity is still valuable solely due to its non-algorithmic aspects. Human intuition happens
frequently in undecidable contexts, where there isn't a ready answer (rule, pattern or data set) available. Different
authors work on the overlap of international business and Al decision support. Lindner, Puck, and Puhr (2025) describe
how Al strains managers’ cognitive capacities and allows them to overcome overconfidence, familiarity bias, and
partial information bias in foreign markets [10]. Looking in the same direction, Jankovic S. D., Curovic D. M (2023)
study the application of Al technology to sustainable cross-border operations, emphasizing data integration, user
engagement and knowledge transfer [9]. These publications illustrate the extent to which global business processes
are now being more and more digitalized by Al In terms of creativity particularly as it pertains to data management,
authors Gegra and Maccagnola (2022) [3] assert that Al can, among other things, recombine existing knowledge and
produce synthetic proposals, but cannot generate new conceptual rules in an ambiguous situation. This limitation
demonstrates the importance of human involvement in strategic decisions, ethical judgment, and culturally relevant
problem-solving. Consensus and disagreement were evident in the literature review. Al is widely regarded as a tool
that expands our analytical powers as humans. Nevertheless, much of the discussion is over whether Al will be able
to replicate the full creativity in areas where interpretation, cultural sensitivity or long-term strategic perspective is
critical, particularly in strategic and long-term thinking, is a topic of serious debate.

UNRESOLVED PARTS OF THE GENERAL PROBLEM

There are still significant gaps in the current academic literature on Al and international business. First,
existing studies to date have only partially studied the embedding of Al and human resource creativity within the
operational framework of MNEs. Most published papers compare abilities to Al versus human-only seldom outline
the interfaces between the aspects of management functions to planning, organizing, leading and control. In addition,
creative data interpretation remains an unexplored area. Al may surface anomalies or suggest scenarios, but how to
turn such signs into strategies for action requires human judgment, intuition, and ethos [5][8]. Ultimately a struggle is
to determine what work stays in human hands and how companies should design hybrid human-Al workflows. That
will be the goals of this article — to address these gaps by synthesizing theoretical concepts, examining case studies,
and showing the complementary aspects of Al and human creativity in contemporary data-empowered firms.
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PRESENTATION OF THE MAIN MATERIAL

1. Al and human roles in creative data management

Al penetration in global businesses has typically focused on predictive analytics, automation of data cleaning
and increased detection of patterns. Such functions save a great deal on time for operational decisions. Artificial
intelligence-based systems can, for instance, analyze in an instant the effects of a fluctuation in exchange rates, an
unexpected change in regulations, or a disruption of global logistics, allowing companies to create countless scenario-
type simulations. But despite the increasing precision of machine learning models, Al is constrained by the knowledge
base on which it was trained. It cannot assess the emotional, ethical, or culturally sensitive dimensions of a decision
[4][7]. Human creativity, in contrast, is non-linear and adaptive. It arises when managers encounter ambiguous
circumstances that defy neat quantification — new consumer demands, geopolitical tensions, or cultural obstacles.

It’s that contrast that defines the nature of roles: as Al proposes; humans interpret. Al notices patterns;
humans assign meaning. Al suggests options; humans come up with the plan.

Human creativity emerges particularly in tasks that require the rewriting of business problems, creation of
new structures, or devising revolutionary innovations. There is no chance of visionary breakthroughs without your
help from a human — Al will make incremental differences; that should not be to your benefit.

Table 1.
Similar Capabilities of AI and Human Creativity in Managing Data
Al contributes according to: Human creativity contributes through:
Fast data processing Reframing ambiguous problems
Monitor in real-time cross-border operational performance Strategic direction and long-term interpretation
Automated production of reports Ethical decision making
Error detection and anomaly flagging The importance of cultural competence to international markets
Predictive forecasting Imagining scenario generation
Recognize patterns in complex datasets Unifying signals interpretation
Uniform application of rules and compliance requirements Emotional intelligence for negotiations and leadership

This allocation of capabilities indicates that Al drives analytical processes while humans operate as meaning
makers. The best outcomes lie in those companies that use a mix instead of one side of the equation.

2. The Porter functional model in the context of AI and human creativity

Porter's functional model developed as a way of measuring how organizations carry out important activities,
is particularly useful when comparing and contrasting creative roles of humans and artificial intelligence. When put
on international business application, it becomes apparent that many organizational functions have already moved
toward hybrid operation: Al increasingly plays a role in routine analytical work, while human decision-making about
creative judgment, ethical reasoning, and nuanced interpretation remains a human job.

According to Porter’s definition, all of the activities that make up a firm's value chain can be split into two
categories that contribute to its margin: primary activities and secondary activities. (Figure 1)[24]

THE VALUE CHAIN
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Fig. 1. Conceptual Model of Integrating Artificial Intelligence and Human Creativity in International Business Data Management

Based on this picture of value chain analysis, in the table below several key activities have been analyzed.
This table has been summarized in terms of the way that the organization has distributed several primary and secondary
activities between human competencies to the side and data management by artificial intelligence.
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Table 2.
The Porter’s Functional Model Distributed Human Capabilities and AI-Driven Data Management
Activity Human current capabilities Al data management Case study examples Fortune
capabilities 500 Global
[23]
Operations Manual data logging from | Machine vision quality checks, | Toyota employs a visual 15
machinery, subjective quality | automated  defect  detection, | inspection based on Al to pick up
inspections, production schedules | dynamic production optimization | micro-defects  that  human
created from experience rather | that varies schedules according to | inspectors will not find and
than for real-time conditions bottlenecks and workload changes. | human engineers rework
processes  based on Al
outputs.[11][17]
Marketing & | Spreadsheets customer | Personalized segmentation from | Netflix leverages Al to find 398
Sales segmentation, manually  set | behavioral clusters, dynamic | viewing clusters and human
pricing, generic evaluation of | algorithmic pricing, drive | creative teams create culturally
campaigns  without  detailed | campaign optimization through | relevant promotional campaigns.
behavioral insights. automation and real-time A/B | [11][16]
testing.
Procurement Manual  supplier  evaluation | Automated invoice matching | Al-powered procurement tools at 210
analysis, traditional contract | automation, fraud  detection. | Unilever compare suppliers
review. Predictive sourcing to identify | worldwide while human
best-value suppliers based on best- | specialists negotiate and tailor
value sourcing, NLP-based | supplier terms according to local
contract analysis and compliance | contexts.[11][15]
and risk.
Technological | Manual organization of research | Automated data cataloging, AI- | Siemens incorporates Al into its 144
development notes, running isolated | boosted experimental design in | engineering R&D labs to create
simulations, isolated study results | experiments, intelligent parameter | test conditions and
without structure of a system, and | optimization for simulators. recommendations so that a set of
keeping records of results, test settings are set up for
monitoring results which lack a performance and optimal
system structure. configurations, and engineers
interpret those test conditions and
make decisions in the lab.
[11](14]
HRM Reviewing  CVs, assessing | Al-based candidate matching, | IBM applies Al to talent analysis 221
performance using spreadsheets, | autonomous HR  compliance | to estimate the risk of employee
turnover evaluation based on | audits, predictive turnover | job turnover, while human HR
managers’ intuition. modeling from engagement and | staff respond to sensitive
behavioral data. decisions, mentor, and resolve
conflicts. [11][13]
Infrastructure | Manual consolidation of financial | Al-driven forecasting algorithms, | Amazon deploys Al systems that 2

records; periodic application of
cyber security, periodic rule-based
security review with a traditional
review of every infrastructure
system; periodic risk to periodic
risk/cyber security.

financial ~ scenario  modeling,
dynamic financial-based scenario
planning, real-time compliance
tracking, monitoring on real-time
compliance, cyber risks of
anomalies and unusual activity in
cyber security.

analyze global financial and
logistics risks and alerts itself on
its inventory and supply chain
and real-time monitoring on live
global operational risks, and Al
systems that monitor these and
other global risks in real time,
while the human managers
interpret the anomalies and
determine which actions to take
and make changes in those risks
which it can handle as needed on
strategic changes. [11][12]

Porter’s functional model, dividing activities into primary and secondary categories, has been presented in
the above table. Originally meant as tools for assessing organizational behavior, these activities offer a helpful lens
through which to explore corporate engagement as they embrace the application of artificial intelligence to human
creativity. Primary activities include knowledge creation and innovation processes, while the second stage is trained
on the impact of Al on their own and the third phase is the influence of Al on creativity processes of the company.
Real companies help illustrate these ideas here through examples.

Moreover, the companies included in Table 2 have been examined through the lens of the Fortune 500 Global
ranking, where all selected firms appear with varying positions. The sample of firms was random, but all are
integrating artificial intelligence in all aspects of their business and continue to extend Al in various areas. This is
especially important when considering their business processes, where their global scale, technological maturity, and
deep intent to digital transformation provide examples of the shared role of Al and human creativity that occur in
international business contexts.

Together these cases provide evidence that the impact of Al-human collaboration is typically linked closely
to companies’ ability to align functional activities with broader corporate objectives, and to make technology augment
rather than replace creative thinking.
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3. Case studies: Al and human creativity in international business

In order to give an indication of the shape of such interactions in industry context in real organizations, they
have been examined in some of the international case studies.

1. Unilever. Al is also one of the tools at Unilever’s disposal for demand forecasting for products in
190 countries. Al models anticipate patterns of spending by weather, demographic and market indicators. The human
experts then create culturally adapted marketing scenarios that reflect local behaviors. In developing market
economies, this enhanced forecast accuracy and sped up the adaptation of products. [11][15]

2. DHL. An artificial intelligence and human planning perspective. Al simulates warehouse flows,
optimizes routing and discovers inefficiencies to power DHL’s logistics operations. Human planners take these
models, interpret them and redesign organizational workflows and negotiate adjustments with local partners. Human
creativity can be particularly vital in places with an uneven infrastructure or volatile geopolitical risks. [11][19]

3. Netflix. Al analyses viewing behavior globally and identifies latent communities of viewer interests.
Then content teams leverage human creativity to create culturally relevant promotional campaigns and select thematic
material that resonates regionally. Al adds precision; humans add narrative imagination. [11][16]

4. Toyota. Toyota deploys Al-driven defect detection in factories around the world. Machines will
detect anomalies; human specialists will redesign processes, recommend new engineering concepts and assess safety
implications. The synergy improved defect detection accuracy and lowered recall costs. [11][17]

5. Meta. Meta deploys Al for automated moderation, hate speech detection, and deep fake detection.
But regulations, ethics policy development and crisis communication must all be human-created. The company
habitually updates its global governance guidelines to conform to social and cultural differences, which Al could not
correctly comprehend. [11][18]

6. Amazon. Al forecasts supply chain disruptions using global sources of real-time data. Human
managers leverage these predictions to establish alternative logistics strategies, negotiate with local partners, and adapt
to political changes, such as new import restrictions or taxation rules. [11][12]

7. Spotify. Al creates user profiles and recommends music from around the world. There are people in
the creative room building this playlist, they learn about culturally specific genres they like, and design the sort of
promo strategies, that speak emotionally of you. This all aligns with Spotify’s global brand identity. [11][20]

8. Zara. Al predicts trends through global social media analytics, while human designers take that
information and turn it into clothing collections that tap into local culture. And the “fast creativity loop” became the
heartbeat of Zara’s competitive advantage. Moreover, Al is used in combining real-time data analytics, predictive
demand modeling, dynamic stock allocation, warehouse optimization, and risk management. [11][21]

9. Siemens. Machine performance results are examined in Al in relation to international industrial sites
to estimate maintenance solutions. Human engineers will understand abnormal results that exceed the models’ training
data and give intelligent interpretations that incorporate safety and environmental implications. [11][14]

10. Airbnb. Airbnb leverages artificial intelligence to detect fraudulent bookings; examine pricing
behavior and forecast customer behavior. Human staff makes plans for cultural adaptation, ethical practices, and trust-
building programs based on local expectations. With the combination, the enterprise’s international expansion is
strengthened. [11][22]

The case studies above highlight how companies use Al to strengthen human creativity and to reveal patterns
in the delegation of tasks and responsibilities. Seeing these real-world applications really clarifies that various
functions derive advantages from Al, yet others remain predominantly human-centric. The table that follows,
“Functional Distribution of Al and Human Creativity in International Business” has been arranged these insights,
indicating which are mostly automated and which are dependent on human skill, and whether cooperation between an
Al model and human expertise is most enriching. The table structures the model by connecting technology with
creativity, with theoretical explanations connecting it to the practical business cases.

Table 3.

Functional Distribution of AI and Human Creativity in International Business
Al capabilities Human creative capabilities
Forecasting, scenario modeling, risk scoring. | Vision creation, ethical evaluation, long-term

Business function
Strategic planning

conceptualization.

Market analytics Pattern detection, segmentation, clustering. Storytelling, emotional positioning, cultural
interpretation.

Supply chain management Route optimization, demand prediction. Adaptive problem-solving in uncertain
conditions.

Financial management Fraud detection, automated reporting. Strategic trade-offs, negotiation, regulatory

interpretation.

HR & leadership Talent analytics, performance prediction. Motivation, communication, interpersonal
sensitivity
Innovation Idea recombination, incremental | Radical conceptual breakthroughs, redesign
optimization. of paradigms.
Compliance Rule-based checking, anomaly detection. Ethical judgment, context-based exceptions.

Customer interaction

Chat bots, behavior prediction.

Empathy, conflict resolution, relational trust.
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The table has been shown the fields in which AI improves productivity and the spaces in which human
contribution is still necessary. These observations are the basis for the findings on which the findings are based, which
indicate that the effective integration of Al with human intelligence and creativity is not about replacing human
creativity but adding value, increasing organizational performance in the international business environment in a
strategically integrated way.

FINDINGS

Analyzing Al and human creativity in international business demonstrates that the two, rather than
competing, are an additive part of modern data management. Al increases the analysis capabilities of organizations,
turning huge amounts of global information into patterns, projections and signs. Human creativeness, meanwhile,
converts these analytic signals into meaningful actions. Decisions are adapted by it to cultural, ethical and strategic
situations. The material allows several general points to be outlined:

l. Al supports operational efficiency, but interpreting these efficiency indicators relies on human
creative reasoning [5], particularly in ambiguous or culturally sensitive markets.

2. Creative tasks in multinational firms are skewed: Al is better at information-heavy, rule-based work;
humans are at doing work that requires intuition, ethics, imagination, and cultural fluency.

3. There are case studies that illustrate that the world’s largest corporations prefer hybrid systems,
where Al-driven optimization enables human creativity in a variety of different areas including strategy, marketing,
supply chain management and governance.

4, The Porter’s functional model tells you that creativity is a multi-stage process, at which Al and
humans interact differently. The best innovations happen when they are co-coordinated.

5. Global competitiveness is ever more reliant on hybrid creative process: Al powers analysis and
humans offer conceptual breakthroughs.

6. Data management in international business calls for double literacy, i.e. literacy to understand
technology and literacy to think creatively. No two solutions on their own would suffice to deal the global complexity.

These findings also help to corroborate the more general point that the world of international business is
entering a phase in which creativity is shared between human and Al rather than a human-oriented domain.

CONCLUSIONS

In this conduct article have been indicated that artificial intelligence and human creativity are part of an
integrated whole in international business data management. In addition to using Al to build the information backbone
that powers global operations, the system also generates predictions, spotting patterns and giving objective indicators
for decision making. But meaningful progress relies on these insights being interpreted critically by humans, problems
being reframed and new strategies generated. In the process, Al becomes an analytical collaborator instead of a
substitute for human imagination. Global businesses are the most productive ones using Al for accuracy and speed,
and they look to human experts to do the ethical analyses, cultural contextualization and creative conceptualization.
This joint nature matters greatly also for diverse international contexts, where regularized solutions are futile [6]. It's
the article's testimony that contemporary international business creativity is hybrid. Al and human judgment is helping
organizations weather uncertainty, develop creative approaches, and react quickly to global threats. The findings
indicate that international business creativity is now hybrid. Al and human judgment together help organizations
navigate uncertainty, develop creative approaches and respond quickly to global challenges. Companies need
organizational models that strengthen this hybrid creativity and prepare employees for cooperation with Al.

Future academic work might be focused on several of the following new directions:

1. Empirical evaluation of hybrid decision-making models and particularly in multinational enterprises
with complex supply chains; these studies could also measure how productivity, speed and quality of decisions
improve when Al and humans work together.

2. Cross-cultural study of human creativity — finding out how people create in various cultural contexts
and how to fit Al to them.

3. Industry-specific hybrid innovation comparison of how the former contributes more creatively while
the latter remains creative.

4. Models of ethical governance, which will work best for incorporating Al systems in global
operations without compromising privacy, autonomy, or cultural diversity.

5. Organizational transformations, studying long-term impacts hybrid creativity has on the corporate
culture, employee capabilities and knowledge management systems.

6. Development of advanced business analytics platforms capable of integrating Al models with

human-centric interpretive tools.
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