


Foreword



Inrecentyears,technologicaldevelopmenthasdriventheadoptionofnewtechnologiesbycompanies.
InthischangingparadigmwheretheInternethasbecomethefundamentalaxisforinnovationandevo-
lutiontowardsaconnecteddigitalecosystem,companieshavetofacethenovelchallengeofmanaging
digitaltransformationsuccessfully.However,despitethewidespreadofdigitizationinthelastdecade,
companiesencountermanychallengesintermsofitscorrectandsuccessfulmanagement.Allrelevant
trendsinthisareaarecoveredinthiseditedvolume.Forexample,therecentevolutionanduseofsome
kindsofartificialintelligence(AI)andsimilartechnologiesarebecominganaddedvalueforcompanies
toobtaincompetitiveadvantages.Digitizationtowardsdata-centricstrategiesandtheextensiveuseof
toolsthatworkwithAIareoneofthegreattechnologicalinvestmentsofrecenttimes.

Further,asconcernsthemanagementofsuchchallenges,companyexecutivesandmanagersshould
beabletoadoptnewworkmethodologiesrelatedtodigitizationandbecomefullyawareoftherisksand
userprivacyconcernsthatadoptionofdigitizationcanentail.Indeed,therearemanyimportanttrends
andchallengeslinkedtothemanagementofdigitaltransformationinthepresent-dayconnectedera.

Toaddresstheseissues,thisbookprovidesavaluableoverviewofthecurrentlandscapewherecom-
paniesarefacinganewparadigminwhich,asaresultofthemultitudeofdigitalplatformsandtools,
largedatabasesarecollectedandanalyzed.Theseextensivedatasetsaboutconsumersallowcompanies
tobetterpredictdemandforproductsandservicesandgaincompetitiveadvantage.Undoubtedly,the
companiesthatadoptnewtoolsformassivedatamanagementstrategiescanhelpothercompaniesto
makebetterdecisionsrelatedtodigitaltransformationprocesses.

Themanagementofthedigitaltransformationshouldnotexclusivelyfocusonorganization,structure,
andprocesses—rather,itshouldalsocarefullyconsidertheadoptionofnewtechnologiesthatallowcom-
paniestobettermanagetheirprocesses.Managersshouldalsoapplyinnovationandnewmethodologies
thatpromoteflexiblestrategies.Futurechallengeslinkedtothemanagementofdigitaltransformation
requireappropriateadoptionofnewtechnologies,aswellaseffectivepredictionofcustomerbehavior
andautomatedprocesses.Digitaltransformationanditsmanagementshouldboosttheadoptionofnew
technologiesthatrespectusers’andcustomers’privacy,aswellaspromoteinnovationasamajordriver
ofbusinesssuccess.
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