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Research in digital transformation (DT) is burgeoning. Meanwhile, the COVID-19 pandemic has not only influenced both day-to-day functions of firms dramatically, but also their efforts to become more digitally mature. In this review paper, we discuss the barriers to DT before, during, and what may well continue after the COVID-19 pandemic and offer a new strategy discipline—Strategic Doing—that may be useful to manufacturing firms in achieving successful DT. We discuss the divergent definitions and drivers of DT diving deep into the barriers for manufacturing firms to mature digitally. We briefly describe digital readiness and current efforts of DT in manufacturing while describing the impact of COVID-19 on DT initiatives. We conclude by describing Strategic Doing and suggesting new paths for research in this area.
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Leavy, B. (2022), "Roger Martin: The power of questioning conventional models in management practice", Strategy & Leadership, Vol. 50 No. 4, pp. 2-8. https://doi.org/10.1108/SL-04-2022-0036
Wood, R.C. (2022), "The making of a “Digital Mindset”", Strategy & Leadership, Vol. 50 No. 6, pp. 41-42. https://doi.org/10.1108/SL-11-2022-238
Schuh, C., Schnellbächer, W., Triplat, A. and Weise, D. (2022), "Why CEOs need to make supplier strategy and procurement leadership imperatives", Strategy & Leadership, Vol. 50 No. 4, pp. 24-27. https://doi.org/10.1108/SL-04-2022-0038
Dencik, J. and Marshall, A. (2022), "Rethinking business transformation: how multiple technologies interact with intelligent workflows to produce exponential value", Strategy & Leadership, Vol. 50 No. 5, pp. 32-37. https://doi.org/10.1108/SL-06-2022-0066
Purpose
IBM IBV research shows that interactions between several new digital technologies and between these technologies and other organizational capabilities enable and drive the business value needed for successful transformation.
Design/Methodology/Approach
Organizations should first identify the high value workflows and focus on what it takes to transform them.
Findings
IBM IBV analysis found that if an organization excels at implementing four key elements of transformation together with an integrated set of digital technologies, the revenue impact of a dollar invested is as much as 13 times greater than the revenue impact of a single technology such as cloud alone.
Practical/implications
Workflows provide an end-to-end perspective of what scaled transformation will look like while enabling identification of appropriate areas of immediate transformation.
Originality/Value
This paper especially valuable to practitioners and academics because it is sourced from multiple recent large-scale C-suite executive surveys conducted by the IBM Institute for Business Value, working in collaboration with Oxford Economics.

Shaughnessy, H. (2018), "Creating digital transformation: strategies and steps", Strategy & Leadership, Vol. 46 No. 2, pp. 19-25. https://doi.org/10.1108/SL-12-2017-0126
Purpose
To facilitate the cultural and technical changes that are a hallmark of successful digital transformation, a few leading-edge firms have adopted the principles of FLOW-Agile. 10; 10; 10;
Design/methodology/approach
The FLOW framework formalizes a visual representation of a company’s adaptive value-seeking process being implemented by Agile teams. 10;
Findings
In FLOW-Agile, the aim is to make all processes visible on the walls of operating units and to allow employees to collaborate in constant process redesign so they are continuously defining the best way to get work done.
Practical implications
A case example shows how Paddy Power Betfair, an online betting site, initiated a completely new system of open, visual and collaborative project and process design that now serves more than 3.5 billion application program interface (API) requests every day.
Originality/value
For leaders to guide their companies through the transition to digital culture, a sea change for established businesses, they must be able to understand and explain that culture in the context of the values and the flows of work that make digital-age companies successful. To facilitate the cultural and technical changes that are a hallmark of successful digital transformation, a few leading-edge firms have adopted the principles of FLOW-Agile, an adaptation of the Agile framework designed to enable small teams to accomplish rapid iterations of customer-focused projects in a networked system. The FLOW framework formalizes a visual representation of a company’s adaptive value-seeking process being implemented by Agile teams.


Gordon Fletcher & Marie Griffiths Digital transformation during a lockdown International Journal of Information Management Volume 55, December 2020, 102185. 
These are indeed exceptional and historic times, a global pandemic and public health emergency sitting side by side with heightened public awareness of the injustices of decades of institutional racism. This article considers the current pandemic and lockdown period through a VUCA lens and offers reflection on how the pandemic revealed the fragility of digitally immature organisations. VUCA, a managerial catchall acronym for Volatility, Uncertainty, Complexity and Ambiguity is a litmus test for recognising unpredictable external environments. We offer business leaders a caveat, it is dangerous to ignore the impact of VUCA on the smooth functioning of an organisation. In terms of digital transformation during lockdown this article offers three key lessons that can so far be discerned from the pandemic period, firstly organisations must improve their digital maturity, secondly, less digitally mature organisations are more fragile and finally organisations with higher levels of digital maturity are generally more flexible.



Gerald Kane (2019) The Technology Fallacy, Research-Technology Management, 62:6, 44-49, DOI: 10.1080/08956308.2019.1661079
[image: Free first page]

Li, F. (2020). The digital transformation of business models in the creative industries: A holistic framework and emerging trends. Technovation, 2020(92-93), 102012. doi: 10.1016/j.technovation.2017.12.004 https://openaccess.city.ac.uk/id/eprint/18730/1/ 

Brock, J. K.-U., & von Wangenheim, F. (2019). Demystifying AI: What Digital Transformation Leaders Can Teach You about Realistic Artificial Intelligence. California Management Review, 61(4), 110–134. https://doi.org/10.1177/1536504219865226

Recent years have seen a reemergence of interest in artificial intelligence (AI) among both managers and academics. Driven by technological advances and public interest, AI is considered by some as an unprecedented revolutionary technology with the potential to transform humanity. But, at this stage, managers are left with little empirical advice on how to prepare and use AI in their firm’s operations. Based on case studies and the results of two global surveys among senior managers across industries, this article shows that AI is typically implemented and used with other advanced digital technologies in firms’ digital transformation projects. The digital transformation projects in which AI is deployed are mostly in support of firms’ existing businesses, thereby demystifying some of the transformative claims made about AI. This article then presents a framework for successfully implementing AI in the context of digital transformation, offering specific guidance in the areas of data, intelligence, being grounded, integrated, teaming, agility, and leadership.

Kraus, S., Jones, P., Kailer, N., Weinmann, A., Chaparro-Banegas, N., & Roig-Tierno, N. (2021). Digital Transformation: An Overview of the Current State of the Art of Research. SAGE Open, 11(3). https://doi.org/10.1177/21582440211047576
The increasing digitalization of economies has highlighted the importance of digital transformation and how it can help businesses stay competitive in the market. However, disruptive changes not only occur at the company level; they also have environmental, societal, and institutional implications. This is the reason why during the past two decades the research on digital transformation has received growing attention, with a wide range of topics investigated in the literature. The following aims to provide insight regarding the current state of the literature on digital transformation (DT) by conducting a systematic literature review. An analysis of co-occurrence using the software VOSviewer was conducted to graphically visualize the literature’s node network. Approached this way, the systematic literature review displays major research avenues of digital transformation that consider technology as the main driver of these changes. This paper qualitatively classifies the literature on digital business transformation into three different clusters based on technological, business, and societal impacts. Several research gaps identified in the literature on DT are proposed as futures lines of research which could provide useful insights to the government and private sectors in order to adapt to the disruptive changes found in business as a result of this phenomenon, as well as to reduce its negative impacts on society and the environment.
KLEIN, M. (2020). LEADERSHIP CHARACTERISTICS IN THE ERA OF DIGITAL TRANSFORMATION. Business & Management Studies: An International Journal, 8(1), 883–902. https://doi.org/10.15295/bmij.v8i1.1441
Digital transformation provoked by Industry 4.0 should not be just seen as a technological issue, it causes also fundamental changes in processes and in organizations of companies. Notably a new understanding of leadership can be counted on to them. The so-called “digital leaders” are expected to act rapidly and flexible in networked and distributed organization structures on the one hand and on the other hand they have to manage the digital transformation of the organization. Since most of the companies are still in the beginning of their digital transformation, there is a lack of a common understanding and a standard model of digital leadership. Most of the existing research works are visionary and predict the requirements for digital leadership on anticipated technological, economical and organizational changes; only few of them report about changes in leadership based on implemented cases. The objective of this study is to sum up main characteristics of the leadership in the era of digital transformation by applying content analysis of literature review as the method.
Li, F. (2020), "Leading digital transformation: three emerging approaches for managing the transition", International Journal of Operations & Production Management, Vol. 40 No. 6, pp. 809-817. https://doi.org/10.1108/IJOPM-04-2020-0202
Purpose
This study identifies three emerging approaches for leading successful digital transformation. It challenges the validity and effectiveness of traditional linear processes for digital transformation that first develop a new strategy, business model or organizational design enabled by digital technologies and then execute it according to the plan.
Design/methodology/approach
The paper is based on current research with a group of global digital champions at the forefront of digital transformation, including Amazon, Alibaba, Baidu, Google, JD.com, Uber, VMWare and Slack.
Findings
The research finds that at least three new approaches are emerging in leading organizations, which are (1) innovating by experimenting, (2) radical transformation via successive incremental changes and (3) dynamic sustainable advantages through an evolving portfolio of temporary advantages.
Research limitations/implications
More research is needed to systematically investigate such emerging approaches and develop new theories and new analytical frameworks.
Practical implications
These emerging approaches can be used to guide digital transformation initiatives.
Social implications
They also enable business leaders to tackle grand societal challenges using financially sustainable and scalable operational models, generating profit and impact at the same time.
Originality/value
It challenges traditional linear approaches for leading digital transformation and highlights the need for new and iterative approaches for bridging the strategy–execution gap in the volatile digital economy.

Transformational IT Leaders and Digital Innovation: The Moderating Effect of Formal IT Governance
Linda M. Pittenger, Nicholas Berente & James Gaskin




ACM SIGMIS Database: the DATABASE for Advances in Information SystemsVolume 53Issue 1February 2022 pp 106–133https://doi.org/10.1145/3514097.3514104

Does formal IT governance encourage innovation in the traditional domains of the IT function at the expense of new forms of "digital" innovation? We report on a study of 158 IT managers and leaders to understand the conditions under which transformational IT leadership can drive innovation in traditional forms of IT, as well as in the emerging "digital" domain. We find that highly formal IT governance practices can reduce ability of transformational IT managers and leaders to innovate in both domains, and this effect is greater for digital innovation. In stable cultures the moderation effect was strengthened, while insignificant in change cultures. We distinguish between IT innovation and digital innovation and operationalize this distinction, finding that in contexts with stability culture, the moderation is stronger for digital innovation than for traditional IT innovation.
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Doing Digital: Lessons from Leaders
By Chris Skinner


https://books.google.co.uk/books?hl=en&lr=&id=nizZDwAAQBAJ&oi=fnd&pg=PT13&dq=leaders+and+digital+opportunities&ots=f77XaZeJSu&sig=ynbiaNBOorTBjqGs6rhdi0hzfyw#v=onepage&q=leaders%20and%20digital%20opportunities&f=false 
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The Real Business of Blockchain: How Leaders Can Create Value in a New Digital Age  15 Oct. 2019
https://books.google.co.uk/books?id=obCPDwAAQBAJ&pg=PT125&source=gbs_selected_pages&cad=2#v=onepage&q&f=false
https://www.hbsp.harvard.edu/product/10292-HBK-ENG 
https://www.gartner.com/en/publications/the-real-business-of-blockchain 
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Altaf, M. (2022). Strategic Communication: A tool to engage multiple stakeholders for corporate sustainability. Journal of Management and Research, 9(2). Retrieved from https://ojs.umt.edu.pk/index.php/jmr/article/view/1551
This paper aims to understand the role of strategic communication to engage diverse stakeholders by companies for developing sustainable strategies. Companies are moving towards sustainable development for environmental protection, social well-being, economic stability, and progression. Usually, the government and policymakers in a country play an important role in the sustainability of an economy. However, they cannot achieve this goal alone and require businesses and society to identify and emphasize issues of sustainability. We have identified that businesses can engage diverse stakeholders and actively communicate with them to identify, discuss, prioritize, plan, and execute sustainability-related goals. Strategic communication plays an important role in communicating with stakeholders for meaningful purposes, and it is a prerequisite for policy development. The policies developed by companies have a long-term impact on the sustainability of the company as well as the entire economy. This paper seizes this opportunity by empirical understanding of the current communication policies of companies for developing sustainability targets. Further, this paper suggests a way forward for better development and positioning of the company’s sustainable strategies through communication. 
Increasing Gender Diversity in Organisations: What Works?
· Luciana Vieira
Abstract
Which practices were effectively implemented by organisations in Germany to promote and manage gender diversity and which key performance indicators (KPIs) did they implement to support gender diversity management? What is the maturity level of this implementation? Which practices for the promotion and management of gender diversity contributed more to advancing the participation of women in the workforce and in management?
Empirical primary research and quantitative analysis were used to answer the research questions and test hypotheses. Data on the implementation of 22 diversity and inclusion (D&I) practices and 12 supporting KPIs to promote and manage gender diversity were collected through a survey with 139 D&I or human resources (HR) professionals and managers in large organisations in Germany that are publicly committed to D&I.
Practices to promote and manage gender diversity and supporting KPIs are widely used in the surveyed organisations. The maturity of the implementation is on intermediate to advanced levels. Organisations that reported an increase in the female workforce have more diversity practices and more maturity in the use of targeted recruitment and bias reduction in promotion decisions, as well as in the use of KPIs to monitor new hires and attrition rates by gender. Organisations where the proportion of women in management increased use more diversity practices, more supporting KPIs, and have higher maturity in the implementation of both. Particularly, these organisations are more mature in the use of women’s networks, measures to raise the visibility of role models, diversity/anti-bias trainings and practices to manage diversity, such as D&I staff, D&I committees, and reporting mechanisms to the CEO. A correlation analysis showed that higher increases in the proportion of women in the workforce are associated with higher maturity in using gender-diverse interview tea

Haarhoff, D. (2023). Book review: Sounding the depths of leadership. Leadership, 0(0). https://doi.org/10.1177/17427150221148845
Donna Ladkin (2008) offers the notion of leading beautifully as a kind of inward knowing focussed on the quality of being. Sounding the Depths of Leadership attempts to lay out a process to cultivate this form of leadership experience and self-mastery process. Sewchurran pursues a leadership learning approach to cultivate a reflexive, internal search for self-mastery. He organises the approach using seven navigation charts to guide practical processes of exploring personal development and selfmastery possibilities. He draws on his decade long experience of working as an executive coach whilst also being the Director of an Executive MBA program at the Graduate School of Business, University of Cape Town, South Africa. He inter-weaves these insights with contemporary leadership scholarship and philosophy to uncover the being dimension of leading in the ongoing present. To develop this inward sense of knowing he draws on a range of philosophers. The works of Aristotle, Martin Heidegger, John Dewey, John Shotter and Haridimos Tsoukas are channelled to design the explorations each chart offers. The rich, and at times dense, philosophical discussions are interwoven with stories of leadership learning which trace the journeys of several characters. The book distinguishes between an understanding of Being, spelt with a capital B, from the actual lived experience of being, spelt with a smaller b. This distinction is equated to the difference between a map and the actual experience of the territory. Seven navigation charts are built to offer an understanding of Being that stimulates changes to the experience of being.
Wood, R.C. (2022), "The making of a “Digital Mindset”", Strategy & Leadership, Vol. 50 No. 6, pp. 41-42. https://doi.org/10.1108/SL-11-2022-238


Anderson, C., Dencik, J., Marshall, A. and Teer, R. (2022), "The co-evolution of data and the modern enterprise", Strategy & Leadership, Vol. 50 No. 6, pp. 33-40. https://doi.org/10.1108/SL-08-2022-0082
Purpose
Central to the corporate response to decades of discontinuity has been a rapidly growing and increasingly impactful role of data and digital technologies. This article studies that co-evolution.
Design/methodology/approach
Reviewing annual and semi-annual IBM survey data from CEO interviews across the past 20 years, IBM Institute for Business Value research has gained a unique perspective on how corporate leaders have used data technology to stay at the vanguard of change.
Findings
In 2021, 62 percent of the highest performing CEOs said technology infrastructure, specifically data infrastructure, is the greatest challenge for their organization.
Practical Implications
From coping with uncertainty, change and complexity, to the need for more actionable insights, to empowering the individualization of the customer experience and engagement with ecosystem partners, data and digital technologies are now central to helping organizations address their top challenges.
Originality Value
Business leaders must think strategically about how the interplay between data, technology and business transformation will need to be shaped to catalyze even more value for the enterprise and its customers.

Sandberg, D.S., Pennington, C.M. and Lindquist, M.A. (2022), Virtual Leadership: CEOs and C-Level Executives of Healthcare Organizations in the United States Reimagined New Roles as Virtual Leaders. J Leadersh Stud, 16: 61-69. https://doi.org/10.1002/jls.21827

Abstract
CEOs and C-level executives of healthcare organizations in the United States reimagined their leadership roles during the COVID-19 pandemic. These leaders had to make decisions to positively impact their hospitals, communicate with their stakeholders, protect their employees, and offer urgently needed services to the community by utilizing virtual technology. In 2020, the COVID-19 crisis emphasized leadership in hospitals and other healthcare organizations as patients, clinicians, and staff sought clear direction in the face of uncertainty and stress. The second part of the problem was that hospitals and other healthcare leaders often arrived at their positions unprepared for their roles. The current research explored the transition CEOs, and C-level executives of healthcare organizations in the United States made to continue operations during the pandemic. The framework of the study was a quantitative survey with a descriptive design to explore the changes these leaders incorporated to become effective in a virtual environment during challenging times.
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The Technology Fallacy

People Are the Real Key to Digital Transformation

I thispaper adapted from his keynote speechat the IRl Annual Conforence, Garald Kane shows that lagacy companios must focus
on talent and business issues—not technology—to adapt and compete i the cigital age.

Gorald Kano

“This anicle is about how digital transformation really hap-
pens: how companics go from being traditional, physical
legacy companics to thriving and competing in the digital
age. A lour-year study, conducted in collaboration with MIT
Sloan Management Review and Deloitc, sought 10 investigate
how traditional companes can keep up and adaptin today’s
digital world. (The full esults of the study are available in
Kane, Phillips etal. 2019, The answer s les technological
than you may think. In fact, companics must address three
business isues if they're going 1o manage digial transfor-
mation cffectively: navigating digital disruption, rehinking
leadership and alent, and becoming a digital organizarion.

The Study
The rescarch was conduc

A in two parts: (a) a survey of
executives around the world and (b) a set of interviews of
thought leaders and executives who are acually doing this
work on the ground. The interviews provided detaled con
text 10 the survey data

“The fist part of the wrk was a global survey of cxccu-
tives. The survey drew 16,00 responses over four years—
about 4,000 responses cach year. Only about one-third of
respondents were in the United States

“The survey sough to identify the elements of our key.
construct for the study—digial maturity. To get o that key
construct, we asked respondents to imagine an ideal com-
pany transformed by 1echnology, one that i “utlzing digital
technologics and capabiltes 1o improve processes, cngage
wlent across the organization, and drive new. and

Gorald Kan s ity  vting sholr t Harord Busess School.Ho's
i Polssr of iomaton Sysors and Focury Decto f e Cmur
. Shes . ot fo Envaeenoushp o Boon Colleg's Carol ehool
of Managemans. e teaches wndagyadate, graduse, and execuive
s studons o sht how companes o ispond 0 sl
Garpton, anihahas pblehidors than 108 papars i ropors
o e topics o s thorof Th Tochnlogy Fally:How Paie
o th o Ky o Dol Tanstomacion (I P, 2019, The papor s
s on hs ket talk st s 2019 Al Condrinc, i P,
PA gedisnediceds

D0 10.1080/08956208.2019.1661079

‘Copyight© 2019 Inouaton Resesich techage,

Publhcy Toio & Fraeis Al ights esored,
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ncrating business models” and then 10 rate thei
organization agains that company on.a sl of 10 10, with
pertea and ¢ as far as we can be from that
digial realiy.” Those results produced a nice, faely normal
distribution, with roughly 50 percent of respondens rating
their companes in the middle and 25 percent on each of the
two tals. We defined companics that fel into the first cate-
gory. with average

those that fellnto th

ings of 110 3, 2 early stage companie
4106 ange we designated developing
companies, and those that el in the 7 0 10 range we identi

fied as maturing companis
One thing that's been really interesiing and encouraging
over the four years ofthe escarch is that we have seen prog:
rve s shified abou

from interviews, backs up this perception. In fact, one of the
‘most rewarding things about this rescarch has been talking 0
companies thatseemed to be hopelessy grounded in the 20
century and finding that they arc doing really interes

progressive things to bring their organizations into the 20101
and beyond. The number of companies that are reimagining
themsclves as digital companies i asronomical, and it spans
industrcs—rom McDonald's o Walmart 0 Goldman Sachs

Navigating Digital Disruption
“This discussion has at ts center two terms: digital disrpion
and dighal ransformation. Digital dissuption refers 1o the way
digital technologis are upending entire industres, changing
the rules of business. Digital transfommarion is about how
companies arc adapting to the new reality created by digital
disruption. 1t an important distinction.

panies navigate digital distuption? To
1. consider The Wizardof 0z How much
of thestory of The Wizardof 0z is about the cyclone? On one
hand, all of it s, because Dorothy would never have bee
taken 10 Oz i it weren't for the cyclone. On the other hand,
none of s, because we.

ally don't care about the cyclone:

i snat o 017 ot vl o NIT Shsn Managmens Revien
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