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In recent years, technological development has driven the adoption of new technologies by companies. 
In this changing paradigm where the Internet has become the fundamental axis for innovation and evo-
lution towards a connected digital ecosystem, companies have to face the novel challenge of managing 
digital transformation successfully. However, despite the wide spread of digitization in the last decade, 
companies encounter many challenges in terms of its correct and successful management. All relevant 
trends in this area are covered in this edited volume. For example, the recent evolution and use of some 
kinds of artificial intelligence (AI) and similar technologies are becoming an added value for companies 
to obtain competitive advantages. Digitization towards data-centric strategies and the extensive use of 
tools that work with AI are one of the great technological investments of recent times.

Further, as concerns the management of such challenges, company executives and managers should 
be able to adopt new work methodologies related to digitization and become fully aware of the risks and 
user privacy concerns that adoption of digitization can entail. Indeed, there are many important trends 
and challenges linked to the management of digital transformation in the present-day connected era.

To address these issues, this book provides a valuable overview of the current landscape where com-
panies are facing a new paradigm in which, as a result of the multitude of digital platforms and tools, 
large databases are collected and analyzed. These extensive datasets about consumers allow companies 
to better predict demand for products and services and gain competitive advantage. Undoubtedly, the 
companies that adopt new tools for massive data management strategies can help other companies to 
make better decisions related to digital transformation processes.

The management of the digital transformation should not exclusively focus on organization, structure, 
and processes—rather, it should also carefully consider the adoption of new technologies that allow com-
panies to better manage their processes. Managers should also apply innovation and new methodologies 
that promote flexible strategies. Future challenges linked to the management of digital transformation 
require appropriate adoption of new technologies, as well as effective prediction of customer behavior 
and automated processes. Digital transformation and its management should boost the adoption of new 
technologies that respect users’ and customers’ privacy, as well as promote innovation as a major driver 
of business success. 
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