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Creating a Competitive Advantage
When creating a competitive advantage, a company’s highest priority should be adequately fulfilling unaddressed consumer demands. Traditionally, companies identified unaddressed consumer needs by collecting information about their competitors and determining the gaps left by these competitors in the market. This allowed companies to exploit previously unknown consumer needs or those that were deliberately avoided by companies due to various reasons such as the need for more specialized resources and equipment (Bhushan, 2018). More recently, however, companies have increasingly depended on information about consumers to predict their needs and subsequently identify their unaddressed demands (Bhushan, 2018). Most commonly, customer feedback and criticism obtained through avenues such as social media have been acted upon by companies to enhance their consumers’ experience. Moreover, advanced technology has allowed companies to introduce products or services and monitor consumer response and subsequently adjust accordingly to fulfil consumer needs. In this way, focusing on unaddressed consumer needs has become the highest priority for companies looking to create a competitive advantage.
The use of Artificial Intelligence (AI) provides an example of how modern companies can employ information technology to forge a competitive advantage. Fundamentally, AI involves a range of computer-related functions that allow machines to obtain and process information and subsequently apply it in relevant contexts without human assistance (Bhushan, 2018). AI allows companies to automate and thereby simplify processes that typically require significant human resources and capabilities. One such process is the acquisition of data regarding consumer behaviour and the conversion of these data into actionable plans which companies can use to predict consumer needs (Bhushan, 2018). Through AI, therefore, companies have a consistent source of consumer information that can be used innovatively to provide solutions to unaddressed consumer needs, thus creating a competitive advantage. Furthermore, AI allows companies to use less human resources while increasing their ability to enhance their consumers’ experience by efficiently transferring information quickly, minimizing inefficiencies, and creating value for the company and its consumers (Bhushan, 2018).
However, companies should acknowledge various ethical considerations when using information technology to create a competitive advantage. Firstly, utilizing data regarding customer behaviour to predict their needs requires informed consent from these customers to allow companies to obtain the data (Royakkers et al., 2018). Furthermore, collecting customer data raises confidentiality issues where customers are uncomfortable with having some of their identity details being available to the public (Royakkers et al., 2018). To avoid such issues, companies have to employ various techniques that guarantee the privacy of any customer information such as using encryption methods that prevent access to information by unauthorized persons. Increased adoption of Artificial Intelligence systems also presents the risk of replacing human beings with machines (Royakkers et al., 2018). This ethical issue stems from the ability of AI systems to not only duplicate human capabilities but, in some cases, function better than humans in some capacities (Royakkers et al., 2018).
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