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Editingabookcomposedofcasestudiesisaprojectthattendstobequitechallenging.Thecasesshould
beuniquetoarouseattention,buttheymustalsohaveagenericscopethatreachesareasonablenumber
ofscholarlyreadersofthesubjectsaddressed.Itisalsointendedthatthecasesaddressedremaincurrent
forthelongestperiodoftime,whichisincreasinglydifficultduetothespeedofchangethatfocuseson
thevarioussectorsofactivityandoncompanies.

Theuniquenessofacasecanoccursinseveralareas.However,wecanmentionsomethemesthattend
tobereflectedinthevariouscasespresentinthebook:strategicmanagement,functionalmanagement
(financial,marketing,sales,production,procurement,resourcehumans,ITdepartment,quality),opera-
tionsmanagement,organizational,technologyandprocesses.Therearecasesthatreflecttheanxieties
causedbythechallengesofdigital,othersthatfocusonsituationsthatdonotencompassdigital,and
othersthatstillseektorespondtotheneedsofintegrationbetweenthetwocontexts–digitalandnon-
digital–thatseemtobeopposite,competingwitheachother,butthatneedtobeseenandframedinthe
organizationascomplementary.Also,thecasespresentedmaybefromanorganization,acompanyor
anon-profitinstitution,aboutanindustryoracountry.

Itisnotsurprisingthatabookpublishedin2021alsohascasesaddressingCOVID19.Strangewould
betheoppositebecausethesituationforcedorganizationstoadapt,toredesignthemselves,toreinvent
themselves,whichgaveresearchersnewrealities,newsourcesofanalysis,theemergenceofnewbest
practices,newmodels,newtheoriesandclearnewresultsthatdeservetobepresented,analyzedand
contributiontotheprojectionofnewscenarios.Andthisbook,Cases on Digital Strategies and Manage-
ment Issues in Modern Organizations,isnoexception.

Inthecasepresentationstructure,weseekthegreatestpossibleuniformity,safeguardingsomead-
aptationsthatwerenecessarytosafeguardthespecificityofthecontentofthecase.Theexistenceof
abrieftheoreticalframeworkthatallowstheanalysisandbetterunderstandingofthecasewasalsoan
existingconcern.Thus,thereadercanmoreeasilyunderstandtheoptionstaken,thedirectionschosen
and,mainly,canalsoelaboratetheirdecisionsbasedontheirpreviousknowledgeandthoseacquired
withthereadingmadeonthetheoreticalbasesthatframetheeventsanddecisions.

Themostusualinacasebookistohighlightevents,inthiscaseinthebusinessuniverse,inwhich
successexistedandconstitutesitselfasremarkableduetothefactsandeventspresented.Thisbook
isnoexception.However,webelievethatthefailureofsomethingthathasbeenplannedandhasnot
happenedisstillimportanttostudy,analyzeanddrawlessonsforthefuture.Buttobepossibletohave
thesetypesofcases,itwillstillbenecessarytoovercomesomementalbarriersbecausethecompany,
thebrandwherethefailuretendsnottowanttoshareandmanysuccessesdonotreachthelightofday,
donotcometobeknown,oriftheyare,thedataarescarce.Itwouldalsobeadvantageous,inorderto
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sustainthechoiceofthesecases,consideringtheimpactofthesamefailure.Thatis,thefailureitself
tobevaluedandframedasacasemusthavealevelofimportanceforthesectorwhereitispartand
notonlyfortheorganization.Despitethedesiretoincorporatecasesoffailure,thisbookonlypresents
successcases,followingthe“normalpattern”.

Anotherchallengeofthisbookwastotrytopresentareasonablelevelofmulti-nationalitytoachieve
abreadththatallowsamorecomprehensiveviewofthedifferenttopicsaddressed.Thus,throughout
thebookthecasespresentedtransportustodifferentcountries,diversecultures,specificlocalrealities.
Theorganizationaldimensionalsovaries,fromsmallcompaniestolargecompaniesofonlynational
ormultinationalnature.Inallcasesitisintendedthatreadershavecontactwiththesolutionfoundfor
eachsituation,butitisalsointendedtopresentlessonsthatallowreaderstoalsodeveloptheircritical
spiritandcounteralternatives.

Thisbook,Cases on Digital Strategies and Management Issues in Modern Organizations,isapivotal
referencesourcethatprovidesoriginalcasestudiesdesignedtoexplorevariousissuesfacingcontempo-
raryorganizations,evaluatetheusefulnessofstrategyandoperationaltoolsandmodels,andexamine
howsuccessfulandfailingcompanieshavefacedissueswithpracticalideasandsolutions.Whilehigh-
lightingtopicssuchasbusinessethics,stakeholderanalysis,andcorporategovernance,thispublication
demonstratesvariouswaysthatdifferentmodels/toolscanbeappliedindifferenttypesofcompaniesfor
variouspurposesandfromdiverseperspectives.Thisbookisideallydesignedformanagers,executives,
managingdirectors,businessstrategists,industryprofessionals,students,researchers,andacademicians
seekingcurrentresearchonkeybusinessframeworkstrategies.

Tohelpbetterunderstandcasesandalsofacilitatetheiruse,weconsiderthatitwouldbeimportant
toincorporateadditionalresourcesineachcase,namelyquestionsandanswers,epilogueandlessons
learnedlistofadditionalsources.Thus,theargumentsfortheuseofthisbookinteaching,particularly
inundergraduateorgraduatedegrees,arestrengthened.However,theinclusionofthiscomplementary
informationisalsousefulforreadersfromthebusinessareabecausetheyallowconsolidatingtheconcepts
inherenttothecaseandeventuallyawakeningthemtoissues,situationstheymaynothavethoughtabout.

Toorderthethirteenchaptersinthebook,itwasdecidedtoincludefirstthechaptersthataddressed
aspecificcaseandnotasectorofactivities.Thechaptersthatincorporatethedigitalthemewerealso
givenpriority,followedbycasesthatanalyzethecompanyfromthepointofviewofthebusinessand,
finally,thecasesthatfocusonacertainareaofthecompany,inaparticularspecificproblem.So,then,
wepresentthechaptersthatarepartofthisbooksynthetically.

Thefirstchapter,“DigitalTransformation:IsItPartofStrategicProcessoraNewStrategicPractice?”
aimstodescribethedigitaltransformationstrategyimplementationpathataBrazilianpre-digitalretail
companyanddiscussestheroletheCOVID-19pandemichadplayed.Moreover, thecasehighlights
importantstrategicissuesandprovidestheopportunitytoanalyzewhetheritisastrategicprocessora
strategicpractice.Thisstudyalsoincreasestheunderstandingofthestrategicconfigurationofdigital
transformationembracingcontext,process,andoutcomes.Anditalsoshedslightonthedilemmabe-
tweenbrick-and-mortarstoresanddigitalones.

Gainingcompetitiveadvantage requiresadetailedbenchmarkofownperformanceagainstother
marketplayersandprofoundgapanalysisincomparisontothebestpracticeappliestotheauditofthe
digitalpresence(onlinefootprintanalysis),whichbasedonscriptingcodesisdoneeasilyonitspremises.
SEOsoftwareandsocialmediallisteningtoolsallowforcomprehensiveunderstandingofthedigital
performanceoftheowncompany.Thesecondchapter,“BeLikeAmazon:AchievingaCompetitive
AdvantageBasedonDigitalFootprintAnalysis,”presentsacasestudyofadigitalfootprintatemplate
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analysisperformedforAmazonintheUnitedArabEmiratesandshowsthecomparisonwithlocaland
globalmarketplayerslikeNoon.com,eBay,orAlibaba,usingsoftwarelikeSEMrush,SimilarWeb,and
Brand24toshowcasehowtoleverageongatheredinsightsandgaincompetitiveadvantage.

Thenextchapter,“DigitalValueInnovationandStrategicManagementPracticesofAdyarAnanda
Bhavan,”hasaclosetheoreticalassociationwiththefamousstrategicmanagementmodels,forinstance,
MichaelE.Porter’smodel,AnsoffMatrix,BlueOceanStrategy,BalancedScorecard,andResource-based
View,andexplainshowanorganizationcanstrategicallygrowitsbusinessthroughdigitalvalue-based
innovation.So, thecasefocuseson thestrategicmanagementpracticesofAdyarAnandaBhavan,a
quicklydevelopingcontemporarysweetchainofChennaiinSouthIndia.

Theconstantchangeofmarketshasledmanycompaniestocarryonrepositioningstrategiestodelib-
eratelychangetheirstrategicpositioning,namelybywideningitsproductsorservicesbenefitstoattract
awidermarketaudience.Asproductorservicepositioningisalwaysdefinedbytheconsumer,there
istheneedtounderstandtheextenttowhicheachcompanyisabletocommunicateitsnewintended
positioningandactuallymakeitperceived.Thischapter,“ConsumerPerceptionofBrandRepositioning
ThroughBenefitDiversification:TheCaseofPedras,”presentsthecaseofPedras,aPortuguesebrand
ofnaturallysparklingwaterwhichrampedupitscommunicationeffortsregardingtheextensionofits
product’sbenefitsinordertominimizethepotentialgapbetweenintendedandperceivedpositioning.
Digitalcommunicationstrategiesarediscussedtoengageyoungconsumers.

Thenextcasetracesthelifeofanewendeavor,startingwithasmallpatisserieandcoffeehouseand
the subsequent development of the business, considering three alternatives, namely, optimizing the
concept,expandingthroughafranchisenetwork,orbuildinganetworkofcompany-ownedstores.The
storyofRuiandJoanaraisesawiderangeofissuesthatmanagersneedtoaddress.Afterreadingand
workingthroughthecasepresentinthechapter“Rose-PatisserieandCoffeeHouse:BusinessDevelop-
mentAlternatives,”readerswillbeabletoevaluatetheproductportfolio,basedonactualsalesdata,and
toevaluateandproposestrategicoptions,usingclassicalmodels.

“THEIA:ThermalInsulation–ABusinessStrategy”isthechapterthataddressesacompanythat
providestechnicalsolutionsfortheconstructionindustry,specializinginmaterialsforthermalinsula-
tion.Theorganizationispositionedinthemiddleofthedistributionchannel,betweenmanufacturers
andconstructioncompanies,andtheprofoundchangesthatoccurredinthesectorhadrepercussionson
thecompany’sactivity,forcingittorethinkitsbusinessstrategy.Inthiscase,itispossibletoanalyze
thestrategicplanwithfinancialandcommercialinformationfromTHEIAandfromthesectorwhere
itoperates.

Chapter7,“TheBonduelleGroup’sDistributionStrategy:AddingaBrandedRetailStore?”discusses
thedistributionstrategyoftheBonduelleGroupandtheabilitytoandvalueofalsobecomingaretail
brandfortheworld’sleadingproducerandsupplierofready-to-eatprocessedvegetables.In2010,the
familybusinessopeneditsfirstflagshipstorenamed‘BonduelleBienvenue’.Itwasentirelydedicatedto
processedvegetablesandofferingabigrangeinthesamesellingspace.Theobjectiveofthisprototype
wasnottosubstitutethecompany’sexistingdistributionnetwork,oreventohinderit,buttocomple-
mentitbyprovidingbrandvisibilityandenablinganincreaseinBonduelleGroup’smarketsharewithin
households.Introducingthereadertothecompany,thefirststepsoftheconceptstorebackin2012,and
thefollowingotherD2CinitiativesoftheGroup,thiscaseaimstoaddresstheadvantagesanddrawbacks
forafoodprocessingbrandtoengageinsellingdirectlytoendconsumers.

“HowtoBuildaLeadingSo-CalledNeobankandPursueItsGrowth?TheCaseoftheFinTechNickel
inEurope”isthefollowingcasethatseekstohighlighttheevolutionofaFinTechcompanywithaspecial
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focusonitsinternationalization.ItsacquisitionbyBNPParibasanditsintegrationbeingsuccessfully
achievedwerefactorsthatcontributedtothesuccessthatisanalyzedinthiscase.

Thenextchapter,“Purpose-DrivenMarketingWars:DishwashingDetergentBrands’Purpose-Driven
MarketingCampaignsinTurkey,”focusesonGenerationYandGenerationZ,whoareconcernedabout
theeconomic,political,environmentalandsocialproblemsintheworld.Thus,thecaseanalyzesthe
brandsinthedishwashingdetergentmarketfromtheperspectiveofmarketingcommunicationforthese
generations.So,inthischapter,“WaterofTomorrow”byFinish,“Don’tWaste”byFairy,and“Together
attheTable”byPrilcampaignsareexaminedwithinthescopeofpurpose-drivenmarketing.

Innextcase,“SWOTAnalysisandaCaseStudyatKayseriAirport,”theKayseriAirportisdis-
cussedwithinthescopeofSWOTanalysis.Asaresult,themostpowerfulaspectofKayseriAirportis
itsproximitytothecity,andtheweakestdimensionofKayseriAirportisthelowfrequencyofflights
during thedaytime.Theoutstanding featuresofKayseriAirport regarding theopportunitiesarising
fromtheexternalenvironmentaretourismpotentialofthecity,transportmodessupportingeachother,
investmentsaroundtheairport,supportingcivilaviationnationwide,developmentoftradevolumeof
thecity.ThemostimportantfeatureofKayseriAirportregardingthethreatsarisingfromtheexternal
environmentarethatitisnotseenasadirectdeparture/destinationpointforinternationalflightsand
distortedconstructionaroundtheairportland.

Chapter 11, “The Adoption of a CRM Strategy Based on the Six-Dimensional Model: A Case
Study,”presentsacasestudyofacompanythathaschangeditswayofbeinginthemarketandrelating
toitscustomers,restructuringtheroleplayedbythesalesforceandbettingmoreonrelatedmarketing
supportedbydigitalmarketing,developmentofcontentthatstrengthenedtrustandstrengthenedthe
relationshipwiththecustomer.Theentireapproachofthiscompany’sanalysisisbasedontheCRM
Six-DimensionalModelthatincorporatesCRMstrategyformulation,relationalmarketingphilosophy,
theapplicationofbestpractices,organizationalandhumanresources,CRMprocesses,CRMtechnology.
Eachofthesedimensionsconsistsofseveralfactorsthatareidentifiedandanalyzedfromtheperspective
ofitsapplicationinthecompany.

Thepurposeofthechapter“HowCompetitiveStrategiesAffectOrganizationalStructure:AResearch
inTechnologyDevelopmentZonesinTurkey”istoextendthatresearchbyanalyzingtherelationship
betweenPorter’scompetitivestrategiesandBurnsandStalker’sstructuretypes.Theauthorsconduct
theirresearchontheenterprisesinTechnologyDevelopmentZonesinIstanbul,Turkey.Resultsshow
that,whilethemechanicalstructuretendencyisobservedintheenterprisesfollowingthecostleader-
shipstrategy,themechanicalororganicstructuretendencyisnotobservedintheenterprisesfollowing
thedifferentiationandfocusstrategies.Itwasalsopossibletoverifythattheorganizationalstructures
intheenterprisesinTechnologyDevelopmentZonesareaffectedbythesizeoftheorganizationorthe
strategicawarenessleveloftheseniormanagersratherthanthecompetitivestrategies.

Inthelastchapter,“TheEffectsofReal-TimeContentMarketingonConsumerEmotionsandBehav-
iors:AnAnalysisoftheCOVID-19PandemicPeriod,”presentsastudycarriedoutduringtheCovid-19
pandemicinTurkey,whichaimedtoprovidesuggestionsforcreatingasuccessfulreal-timecontent
marketingstrategy.Thisstudy,acrossseveraleconomicsectors,showedthat,duringthepandemic,real
contentmarketingcampaignsalsohavenegativeconsequencesonconsumerbehavior.

José Duarte Santos
Polytechnic Institute of Gaya, Portugal

xvi


