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Thisbookaimstoaddressthemainissuesofinterestwithinthetopicsofentrepreneurshipandmarketing
indigitalworld.Digitaleconomyitisadriverofchange,innovationandcompetitivenessforallsorts
ofcompaniesandentrepreneursalike.

Inparticular,thisbookwillemphasizeemergentandinnovativeaspectsofdigitalmarketingstrategies
andentrepreneurialapproachestoovercomethechallengesofthedigitalworld.

Inaddition,thisbookaimstoexploreanddiscussinnovativestudiesandreportsaskeydevelop-
mentssuchas,DigitalMarketing,DigitalEntrepreneurship,e-Business,e-Commerce,e-Government,
e-Learning,e-Health,SmartCitiesandsocialnetworksandnewtrendsassociatedtodigitalworldchal-
lengesandopportunities.

Thisbookaimstoaddressarangeofapproachesincluding,butnotlimitedto,theconceptual,and
technologicalanddesignissuesrelatedtothesedevelopments.

Thiscomprehensiveandtimelypublicationaimstobeanessentialreferencesource,buildingonthe
availableliteratureinthefieldofentrepreneurshipanddigitalmarketingintheworldwhileproviding
forfurtherresearchopportunitiesinthesedynamicfields.Itishopedthatthistextwillprovidethere-
sourcesnecessaryforpolicymakers,researchers,studentsandmanagerstoapproachthesetopicsacross
theglobe.Itapproachesabroadrangeoftopics,structuredinthefollowingsections:

Section 1:DigitalEntrepreneurship
Section 2:TechnologicalApproaches
Section 3:E-BusinessandE-Commerce–StrategiesandTrends
Section 4:DigitalMarketing
Section 5:MarketingandSocialNetworksandSearchEngines
Section 6:E-Government,E-Learning,andE-Health

Theparagraphsthatfollowdetailtheorganisationofthebook,includingitssectionsandchapters.

SECTION 1: DIGITAL ENTREPRENEURSHIP

Chapter1,“CorporateSocialResponsibilityandDigitalTools:TheCause-RelatedMarketingCase,”
authoredbyGalan-LaderoandGalera-Casquet,studiesCause-RelatedMarketing(CRM)programscon-
ductedindigitalcontexts,toprovideanunderstandingoftheirkeyfeaturesandthecoredigitaltechnolo-
giesthattheyemploy.Theauthorsarguethattheapplicationofdigitaltoolsrepresentsnewimportant
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possibilitiesforCRMprojects,inthesensethattheyallowforaswiftdisseminationofthecampaigns
withaglobalimpact,which,inturn,canmotivatebusinesstoparticipateintheseprograms,sincetheir
brand’simageandreputationcanbecomeinternationallyimproved.TheyanalysedCRMcampaigns
conductedinthelastyearsandcompletedandtheyconcludedthatthereisabesidestheuseoftraditional
massmedia,suchasTV,radioandpress,thereisamassivedeploymentofdigitaltechnologies,namely
nowadaysYouTube,blogsandsocialnetworks.

Chapter2,“E-EntrepreneurialIntentionofBusinessStudents:E-EntrepreneurialIntentionsThrough
EAOModel,”byBatoolandUllah,explorestheroleoftheEntrepreneurialAttitudeModelinthepre-
dictionofthebusinessintentionsofstudents.Theauthorspostulatethatthereisagrowingnumberof
businessgraduatesandthattheirinterestin3gand4gisincreasing,whichhaveledthemtoattemptto
combinetheimpactofbusinessstudieswithonlinebusinessesinterest.Theydevelopedaquestionnaire
thatwasadministeredtothefinalyearbusinessstudents,fromtopbusinessschools,havingcollected
343responses.Basedonthefindings,theauthorsconcludedthattheEntrepreneurialAttitudeModel
canbeusedforthecreationofbusinessintentionsinbusinessgraduates.

Chapter 3, titled “Institutional Entrepreneurship, Trust, and Regulatory Capture in the Digital
Economy,”byMundulaandAuci,examinesthemutualinfluenceofinstitutionalentrepreneursandpo-
liticalinstitutionstouncoverinwhatmannercanthisinterrelationleadtotheimprovementofnational
economicgrowthandenhancethelegalsettingtodevelopeconomicactivitieswithinacountry.The
authorsprovideacontextfortheirresearchbydiscussinginstitutionalentrepreneurshiptheoryandfocus
firstlyonthesignificanceoftrust,secondlyonthenovelapproachesbasedontrustrelations,thirdlyon
therelationshipbetweentrustandinstitutionalentrepreneurandfinallyontheinterdependenceamong
institutionalentrepreneurship,trustrelationshipsandinstitutionalenvironment.

Chapter4,titled“TheRoleoftheEntrepreneurinthePromotionoftheDigitalEconomy:AMulti-
CountryCaseStudyBetweenBrazilandPortugal,”Paschoalotto,OliveiraandLuz,examinestheimpact
thatentrepreneurshaveinthedevelopmentofthedigitaleconomy,byconductingacasestudyinvolv-
ingBrazilandPortugal.Theauthorsarguethatentrepreneurshipgrowingasadistinguishingfactorin
themarket,especiallyinaneramarkedbyglobalisationanddigitaleconomy.Theauthorsdeveloped
aquestionnaire thatwasadministered to twosuccessfuldigitalentrepreneurs inbothcountries.The
findingsrevealthatbothentrepreneursbelievethatthedigitaleconomyhastransformedthefeaturesof
entrepreneurs,particularlyinwhatconcerntheknowledgethatremainstobedevelopedinthemarket,
inthecaseofBrazil,andalsotheacquiredexperience,inthecaseofPortugal.

Chapter5,“EntrepreneurWomanandtheInformationandCommunicationTechnologiesforBusi-
ness Management Improvement,” by Ríos-Manríquez, examine the importance of Information and
CommunicationTechnologies(ICT)asinternalandexternalefficiencytoolswithintheentrepreneur
womenmanagementbackground.Throughaquantitativeresearchapproach,withadescriptive,corre-
lationalandregressionanalysistoasampleof133entrepreneurwomen,theauthorassessedtheifthe
incorporationofICTinbasicICTstage,ICTdevelopmentstageandICTmaturitystagecouldenhance
themanagementbyentrepreneurwomeninmicro,smallandmediumenterprises(MSME)locatedin
Guanajuato,Mexico.Theauthor’sfindingrevealthatboththestagesofICT’sincorporationandthesize
oftheMSME,women’smanagement.
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SECTION 2: TECHNOLOGICAL APPROACHES

Chapter6,“AssessingGenderGapsonICTCompetencesinFourEuropeanCountries,”authoredby
Sarmento,Galego,DiasandAmorim,exploretheexistenceofagendergapintermsofICTcompe-
tences,focusingonthespecificcontextoffourEuropeancountries.Theauthors’studywassupported
bothbyquestionnairesandinterviewsthataimedtodepicttheICTcompetenceprofileoffemaleand
malestudentsandestablishingacomparisonwiththeperspectivesanddemandsofemployersofleading
industries.TheresultsoftheempiricalresearchshowthatcertainICTskills,suchasproblemsolving
inatechnologicalrichsetting,stillneedtobefurtherdevelopedbywomen.Theseresultscanassist
highereducationinstitutionstorethinktheirtechnologicalcourses’offersandadjusttheminorderto
makethemmoregenderfriendly.

Chapter7,withthetitle“PlanofEcologicalPlatformforGlobalEnterpriseCloudMarketandGlobal
NetworkSecurity,”byZhang,presentsbothaplanfortheglobalmarketecosystemplatformandaseries
ofcountermeasuresthatcanbeappliedtoaddressglobalnetworksecurity,inordertoexpandonthe
existingresearchofglobalnetworksecurityandtoaccelerateglobalmarketcooperation.Theauthors
ofthischapterfocusonexploringtheecologicalmarketresortingtotheuseofthecurrentcloudplat-
formviaaglobalcloudtechnology,whichisbasedoncloudcomputingbusinessmodelapplicationof
networktechnology,andalsotheinternetofthings.Thisisdoneinordertofomentthedevelopmentof
theeconomyandthemuchdesiredworldwideeconomicbalanceofenterprises.

Chapter8,authoredbyPlascencia,CuevasandDeniz,considerstheimportantelementsofentrepreneur-
shipandglobalmarketingwithinthecontextofthedigitaleconomy.Theauthorsadministeredasurvey,
withtheaimofobtaininganemploymentandanunemploymentprofileapplied,to10municipalities.
Thedatathatwascollectedwasthenintegratedintoanelectronicplatform,containingtheinformation
foreachofthemunicipalities.Theauthorsarguethatthecreationofthetechnologicalplatformsupports
decision-makerswithconcerntoinvestmentandbusiness,becauseitmakesupdatedandsystematised
informationreadilyaccessibletothem,assistingthemindefiningwithconfidence,theamountandthe
branchofproductionthatcaninspireanddeliverpossiblebenefits.

Chapter9,“TheRoleofUrbanLivingLabsinEntrepreneurship,Energy,andGovernanceofSmart
Cities,”byPegoandBernardo,examinestheroleofurbanlivinglabsinentrepreneurship,energyand
governanceofsmartcities,theplacewheretherelationshipbetweeninnovations,governance,andre-
newableenergyismanaged.Theauthorsmethodologywasbasedoncontentanalysisandalsoonthe
scrutinyofsomeEuropeanexamplesofurbanlivinglabsinthecitiesofAmsterdam,Helsinki,Stockholm
andCopenhagen.Thechapterarguesthaturbanlivinglabsareaninnovativeconceptthatengageusers
ininnovation,developmentandareviewedasaresponsetotheinnovationchallengesfacedbyservice
providersintheareaofinformationandcommunicationtechnology.

Chapter10,“TheUseofDigitalToolsfortheDisclosureofSustainabilityReportsintheTourism
Sector,”byPaivaandCarvalho,providesananalysisofthedisclosureofinformationdeliveredtostake-
holdersemployingdigitaltoolsandoffersacomparisonbetweenthesustainabilityreportsprovidedby
acompanyandthecorporatesustainabilityreportguidelines.Theauthorsresorttoaqualitativemeth-
odologytoexaminethecaseoneofthelargestPortuguesehospitalitygroupwithoperationsandhotels
allovertheworld,inanattempttooffersomeevidenceabouttheiruseofdigitaltoolshasamethodto
communicatesustainabilityresultstotheirstakeholders.Theresultsdepictascenariooftransparency
andethicalbehaviourtowardssustainabledevelopmentthatmeetsthestakeholders’expectationsand
incorporatestheentiretyoftheorganisationintheirrelationship.
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SECTION 3: E-BUSINESS AND E-COMMERCE – STRATEGIES AND TRENDS

Chapter11,withthetitle“CompositeIndicatorsforMeasuringthePopularityofPortugalandItsTour-
ismRegionsUsingGoogleTrends,”byDinis,CostaandPacheco,presentscompositeindicatorsthat
havethepotentialtoimpacttheunderstandingofthephenomenonofonlinetourisminPortugal,witha
particularemphasisinmeasuring,nearlyinrealtime,thePortuguese’sinterestfortheirdomestictour-
ismbothatanationalandregionallevel.TheauthorsusedtheGTtoolfordatacollection,usingaset
ofspecificresearchterms,tocreatethesetofcompositeindicators.Theirresultsdemonstratethat,in
PortugaltourismrelatedsearchesdecreasefromSeptembertoDecemberandthisdiminutionaffectsthe
AlgarveandtheAlentejoregionsmoresignificantly;andthatthePortuguese’sinterestintheproducts’
characteristicvariesfromregiontoregion.

Chapter12,“InnovativeRoleofUsersWithinDigitalEconomy:TheCaseofInformation/Knowledge
FlowsatSocialandSemanticnetworks(Web2.0/3.0),”authoredbyAndrade,reflectsontherolethat
usershaveinthecontextofdigitaleconomy,particularlyinregardstosocialandsemanticnetworks.The
authorarguesthatwithinthesettingsofacontemporaryglobalisedandnetworkedsociety,thecentral-
ityoftransformativemobilitiesandflowsbecomesevident,particularlythecommunicationflowthat
derivesfromtheexchangeofinformationandknowledgeamongcitizensinurbanspacesandcommon
socialinnovationataneconomic,cultural,andartisticlevel.ThechapteralsopositsthatWeb2.0and
Web3.0arebothatthecentreofinnovativehybridauthorshipstructures.

Chapter13, titled“MarketingTrendsintheDigitalAge:TheRiseofNewMarketingParadigms
(VirtualMarketplaces,Connectivity,andAdvocacy),”byPereira,debatesthetransformationalimpactof
thetechnologiesofthedigitalage,underliningmajortrendsandtheireffectfromamarketingstandpoint.
Theauthoremphasisestheimportancethattechnologyhashadandcontinuestohaveoncivilization’s
developmentanddrawsonfindingsfromrelevantliteraturetoarguethatMarketingcontinuouslyrein-
ventsitselftoreflectthechangesbroughtbytechnologies,adoptingnewparadigmsandprecepts.The
authorpresentstheargumentthatunderstandingthesetechnologiesandhowtobestbenefitfromisof
keyimportance.Assuch,thegrowingvirtualizationofthemarketplaceisakeyelementinunderstanding
thenewstructuresthatthemarketswillembraceinthefutureandhowtocompeteinthem.

Chapter14,“TrendsinHospitalityMarketingandManagement:Facingthe21stCenturyChallenges,”
authoredbyGustavo,addressesthechallengesthatthe21stcenturyposestothehospitalitysectorinterms
ofmarketingandmanagementandthestructuralchangesthatthesectorhasexperienced.Theauthor
arguesthatwithconsumersbecomingmoredependentontechnology,thehospitalityindustryhasbeen
compelledtoembraceonlinesettingsfordistribution,narrowingthedistancebetweentheconsumersand
thebusiness,whichbecomeavailableanytime,anywhere.Thischapteralsounderlinesthetransformations
thathaveoccurredwithconcerntooperationalmanagementwiththeemergenceofnewmanagement
proceduresandpreceptstorespondtonewformsofcompetitivenessandthenewdemandsofthesector
infaceofglobalisationandtheadvancementofinformationtechnologies.

SECTION 4: DIGITAL MARKETING

Chapter15,“DigitalMarketinginanNewageEconomy,”byAnanthandDananjayan,explorestheways
inwhichcompaniesWorkingwithinthedigitalmarketingcontextaredeployingseveraltoolstoassist
thecreationofbusinessesinacompetitivebusinessenvironment.Itunderlinesthebasicpreceptsof
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digitalmarketingwhileattemptingtodebatehowcompaniescanmeasuretheeffectivenessoftheuse
ofdigitalmarketingbothintermsoftheirperformanceandalsowithconcerntothebenefitsgrantedto
theirclientsinemployingdigitalmarketing.TheauthorsexploredtheB2Bspaceandselected,astheir
unitofstudy,companies,startedbetween2007and2009inIndia,includingthoseworkingwithSearch
EngineOptimizationmethods.Theirfindingsportrayascenarioofgoodprogressamongthedigital
marketingcompanies,mainlyduetoIndia’sdigitalisation.

Chapter16,“MainGeneratorsoftheElectronicWord-of-MouthintheCaseofHotels,”bySánchez-
Fernández,BassiandCardona,exploresthecontributionthatservicequality,emotionalexperienceand
customersatisfactionmakestothecreationofelectronicword-of-mouthinthelodgingservicessector
andthefactorsthatleadclientstomakeonlinecommentsonhotels.Throughaquestionnaire,inwhich
240peoplewereaskedabouttheirlaststayatahotelinUruguay,theauthorsexaminedtheweightthat
thevariablesquality,satisfactionandexperiencehadontheconsumers’intentionsforelectronicword-
of-mouthgeneration.Thefindingsrevealtheimportanceofemotionalexperienceforthegenerationof
onlinecomments,whichissuperiortothatofotherfactorsanditdemonstratedthat,theonlinecomments
thattheclientspostareareflectionoftheemotionsthatthey’veexperiencedduringtheirstayatthehotel.

Chapter17,titled“UnderstandingE-MarketingStrategies,”byAgüera,examinese-marketingand
thedifferentstrategiesthatareusedtoattractandengageconsumers,toofferanexplanationofwhat
elementsconstituteadigitalmarketingstrategy.Theauthorarguesthatmarketresearchiskeytothe
developmentofstrategiesandthatdifferentsourcescanbeusedtoobtainthedatathatisnecessaryto
makethemostadequatedecisionsandtomaintaintheconnectionwiththeclient.Thechapterasserts
thatinordertosuccessindigitalmarketing,processesmustbefollowed,namely,theestablishmentof
thegoalsandabackgroundeffortfordeterminingwhatarethecostumers’preferences.Also,theauthor
underlinestheimportanceofemergingtoolsine-marketing,suchasbigdataandcontentmarketing.

SECTION 5: MARKETING AND SOCIAL NETWORKS AND SEARCH ENGINES

Chapter18,“CreatingConsumer-BasedBrandEquityWithSocialMediaContentMarketing,”authored
byWeitzl,examinestheperceptionsofconsumersintermsofthecontentthatiscirculatedbymarketers
andotherconsumersonFacebook’sfan-pagesandtheirrelatedconsumer-basedconsequences.Theauthor
assessedtheeffectofvariousformsofconsumercontentperceptionsontheconsumers’engagementwith
thefan-page,theironlineactivitiesandtheconsumers’brandmindset,theirbrandawareness,imageand
attitude.Theauthordistributedanonlinesurveythatgatheredatotalof390responsesfrommembersof
aFacebookbrandpageofamajorAustriangrocerychain.Theresultsshowthattheconsumers’positive
assessmentofbothmarketerspostsandthepostspublishedbyotherconsumerscanworkassignificant
predictorsoffan-pageengagement.

Chapter19,“TheImpactsofFacebookAdsonBrandImage,BrandAwareness,andBrandEquity,”
byErkan,Gokerik,andAcikgoz,investigatestheeffectthatFacebookadshaveonthecreationofbrand
image,brandawareness,andalsobrandequity.Theauthorsargue thatFacebookrepresentsanovel
facetofadvertising,giventhefactthatitoffersmorereachtotheadsanditallowsthemtobetargeted,
butwhileitsinfluenceonconsumers’purchaseintentionsareknown,itspotentialeffectonthebrands
remainrelativelyunidentified.Theauthorsdevelopedaconceptualmodelwasdevelopedbasedonthe
AdvertisingValueModel,whichwastestedviaastructuralequationmodellingwiththeassistanceof
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asurveyof194universitystudents.Theirfindingsconfirmthemodelthatwasproposedandreiterates
Facebookads’significantcontributiontobrandimage,brandawareness,andbrandequity.

Chapter20,withthetitle“SearchEngineMarketingStrategies:GoogleAnswerBox-RelatedSearch
VisibilityFactors,”byMiklosik,proposesaframeworkfororganisationstodeterminewhatfactorshave
thepotentialtoassumeagreaterroleintheselectionofawebsitetobeextractedinaGoogleAnswer
Boxandwhatgeneratestheparticularrelevanceofawebsiteregardingasearchquery.Thisstudywas
supportedbyananalysisofthe10websiteslistedintheSearchEngineResultsPageforaspecificsearch
query.Theauthorpositsthatorganisationsarerequiredtobeawareofthesignificanceofenhancedvis-
ibilityinconvertingusersandconsumerswhoarealreadyactivelyengageinsearchingforinformation
onlineandthosewhoareincontactwithabovethelineadvertising.

SECTION 6: E-GOVERNMENT, E-LEARNING, AND E-HEALTH

Chapter21,with the title“Relevance,Need,andOpportunity:TheExperienceof theMarketStudy
fortheOnlineBachelor’sDegreeinEconomicsattheUCOL,”byCuevas,Plascencia,Deniz,Cebal-
losandGarcía,addressesthedemandforanonlinemodalityoftheBachelordegreeineconomyatthe
UniversityofColima.Theauthorsconductedasurveywithasampleof425peopletoidentifytheneed
demandforanonlineversionofthecourse,todeterminethecreation,developmentandapplicationof
sucheducationaloffer,toverifytherequirementsintermsoftheadaptationoftheplansandprograms
ofstudyandtheassessthestrengtheningofthequalityinacademictraining.Thischapter’sfindings
demonstratethateducationisfacingimportantchallengesanddistanceeducationisaffirmingitselfas
arealalternativetoface-to-faceeducationalmethods.

Chapter22,titled“SocialInnovationtoAchieveGlobalHealth,”byPereira,Rebehy,CastroandGalvao,
proposesaproposesadescriptionofthedefinitionsanduseofeHealthtools,withaspecialemphasison
howsocialmediahavethepotentialtocontributetodisablingbarriers,solvingproblems,andassisting
thecollaborativeeffortstowardsthepromotionandextensionofthereachofeHealthtoolstopoorand
marginalizedpopulations.Theauthorsfocusontheneedforeducationalorculturalstrengtheningthat
canfavourdisruptiveinnovation.Theirargumentgoesfurtherthantechnologyitself,itconcernstheuse
ofasimplertechnologythatcanbeobtainedatlowcosttocreatenewproductsorserviceswhichcan
bevaluableforthepreventionofhealthproblemsandtoaddressthechallengesthatofthepeoplethat
arenotservedbytheconventionalhealthsector.
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