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Artificial Intelligence: A New Challenge for Management
Dear Readers,

Management, as both an art and a science, has continuously evolved in
step with economic, social, and technological transformations. Today,
we are witnessing an unprecedented revolution: the growing integration
of artificial intelligence (Al) into organizational processes. While this
technology promises to increase efficiency and expand strategic
horizons, it also compels us to profoundly rethink management
practices, roles, and, most fundamentally, the relationship between
humans and machines.

Al, far from being limited to efficient algorithms, is already
transforming decision-making, talent management, and even the nature
of leadership. By analyzing massive volumes of data, it provides
insights that managers alone could not achieve, paving the way for more
informed decisions. However, this power comes with significant
challenges:

o Ethical Challenge: How can we ensure that Al-based decisions
are fair, transparent, and free from bias?

e« Human Challenge: How can we preserve the emotional and
relational dimensions of management in the face of increasing
automation?

o Strategic Challenge: How can managers redefine their roles to
harness the opportunities of Al without losing their ability to
innovate and inspire?

This pivotal moment calls for collective reflection. More than ever, it is
essential to understand that Al is not an end in itself but a powerful tool
whose effectiveness depends on how we use it. It offers us the
opportunity to transcend traditional boundaries of management, but it
also demands heightened vigilance to safeguard the core values of our
organizations: creativity, ethics, and humanity.

As managers, researchers, or decision-makers, we bear the
responsibility of shaping a framework where artificial intelligence
becomes a catalyst for progress, while remaining at the service of



individuals and society. This challenge is immense, yet it carries
extraordinary potential: the chance to reinvent a more agile, inclusive,
and resilient form of management.

Through this issue and beyond, | invite you to engage in this critical
reflection on the future of management. Together, we can not only
anticipate these transformations but also shape them with ambition and
humanity.

With my best regards,
Pr.Lamia RABIA
Editor-in-Chief, LE MANAGER
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