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Abstract 

Digital technologies are changing the way businesses create value, organise work, serve 

customers and make decisions, and managers everywhere are under pressure to respond. This paper 

examines digital transformation and its impact on modern business management using secondary data 

from the National Payments Corporation of India, global consulting surveys and the academic 

literature. It first clarifies the concept of digital transformation and distinguishes it from the simple 

adoption of information technology. It then reviews the main enabling technologies, including cloud 

computing, analytics, artificial intelligence, the Internet of Things, blockchain and digital platforms, 

and discusses their influence on strategy, operations, marketing, human resource management, 

finance and decision-making. The paper uses the growth of the Unified Payments Interface in India 

as an illustration of the pace of digital adoption and reviews evidence on the outcomes of 

transformation programmes. The findings indicate that digital leaders achieve higher profitability and 

efficiency, but that a large majority of transformation efforts fall short of their targets because success 

depends on strategy, leadership, skills, culture and organisational redesign more than on technology 

alone. The paper concludes with recommendations for managers and suggestions for future research. 

Keywords: Digital transformation; business management; digital technologies; business model; 

organizational change; analytics; artificial intelligence 

Introduction 

Information technology has supported business for several decades, but the present period is 

different in the speed, scope and consequences of change. Mobile connectivity, cloud services, data 

analytics, artificial intelligence and digital platforms have reduced the cost of collecting, storing and 

processing information to a fraction of what it was, and have made it possible for firms to reach 

customers, coordinate suppliers and learn from data on a scale not previously feasible. Schwab 

described these developments as part of a fourth industrial revolution, characterised by the fusion of 

technologies that blur the lines between the physical, digital and biological spheres (Schwab, 1). 

Brynjolfsson and McAfee argued that the combination of digital technologies is producing a second 

machine age, in which machines increasingly take over cognitive as well as physical tasks 

(Brynjolfsson and McAfee, 7). 

Digital transformation is the term used for the profound organisational change that results from 

the strategic use of these technologies. Vial defined it as a process that aims to improve an entity by 

triggering significant changes to its properties through combinations of information, computing, 
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communication and connectivity technologies (Vial, 118). Verhoef and colleagues described it as a 

change in how a firm employs digital technologies to develop a new digital business model that helps 

to create and appropriate more value (Verhoef et al., 889). Both definitions show that digital 

transformation is more than digitisation, which is the conversion of analogue information into digital 

form, and more than digitalisation, which is the use of digital tools to improve existing processes. It 

involves a rethinking of the business model, the customer relationship, the structure of the 

organisation and the skills of people. 

For managers the implications are far-reaching. Established firms face competitors born digital, 

whose business models rely on platforms, data and network effects, and the threat of disruption has 

become a central strategic concern. Christensen's analysis of disruptive innovation explains how new 

entrants using simpler or cheaper technologies can displace incumbents who focus on their most 

profitable customers (Christensen, xv). At the same time, digital tools offer opportunities for existing 

organisations to improve productivity, personalise services and create new revenue streams. In India, 

the expansion of mobile internet, digital identity and instant payments has created a large and rapidly 

growing digital economy, and firms in sectors from banking to retail to manufacturing are redesigning 

their operations. This paper examines how digital transformation affects the practice of business 

management and what determines its success. 

Review of Literature 

Early research on information technology and business emphasised strategic alignment. 

Henderson and Venkatraman argued that the value of information technology depends on the 

alignment between business strategy, information technology strategy and organisational 

infrastructure (Henderson and Venkatraman, 4), and Venkatraman described levels of IT-enabled 

transformation, from localised exploitation of technology to the redefinition of the business scope 

(Venkatraman, 73). Brynjolfsson and Hitt found that the productivity benefits of information 

technology are much larger when firms combine it with complementary organisational changes such 

as new processes, decentralised decision-making and worker training (Brynjolfsson and Hitt, 23). 

These studies established that technology produces value only through organisational change, a theme 

that continues in the literature on digital transformation. 

More recent work directly addresses digital transformation. Bharadwaj and colleagues proposed 

that digital business strategy should be treated as the fusion of information technology strategy with 

business strategy and not as a functional-level strategy (Bharadwaj et al., 471). Matt, Hess and Benlian 

identified four dimensions of a digital transformation strategy, namely the use of technologies, 

changes in value creation, structural changes and financial aspects (Matt et al., 339), and Hess and 

colleagues showed how firms formulate such strategies (Hess et al., 123). Porter and Heppelmann 

explained how smart, connected products alter industry structure and competition (Porter and 

Heppelmann, 64). Rogers organised digital transformation around five domains: customers, 
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competition, data, innovation and value (Rogers, 1). Vial's review integrated much of this work into 

a framework in which digital technologies create disruptions, which lead firms to formulate strategic 

responses that require structural changes and changes in culture, producing value-creation paths and 

impacts (Vial, 118), and Verhoef and colleagues provided a multidisciplinary research agenda 

(Verhoef et al., 889). 

A third group of studies concerns capabilities and the management of change. Teece, Pisano and 

Shuen introduced the concept of dynamic capabilities, the ability of a firm to integrate, build and 

reconfigure competences to address rapidly changing environments (Teece et al., 509), and Warner 

and Wäger applied the idea to digital transformation, describing an ongoing process of strategic 

renewal that involves sensing, seizing and transforming (Warner and Wäger, 326). Kotter's work on 

leading change emphasised that most transformation efforts fail because leaders do not create 

urgency, build a guiding coalition and anchor the new approaches in the culture (Kotter, 21). Kane 

and colleagues found in a global study that digital maturity was driven more by strategy and culture 

than by technology (Kane et al., 1), and Sebastian and colleagues studied how large established 

companies navigate digital transformation by combining operational excellence with customer 

engagement (Sebastian et al., 197). Davenport and Ronanki examined the practical use of artificial 

intelligence and argued that firms should begin with projects that enhance existing processes 

(Davenport and Ronanki, 108), while Loebbecke and Picot reflected on the broader societal and 

business model changes arising from digitisation and big data analytics (Loebbecke and Picot, 149). 

Davis's technology acceptance model, which shows that perceived usefulness and ease of use shape 

the adoption of technology, provides the user-level explanation for why some digital initiatives 

succeed and others stall (Davis, 319). The present paper brings these perspectives together and 

illustrates them with data from India. 

Objectives  

1. To explain the concept of digital transformation and the technologies that enable it.  

2. To examine the pace of digital adoption in India with the help of digital payment data.  

3. To analyse the impact of digital transformation on major areas of business management.  

4. To review evidence related to the outcomes and success rates of digital transformation efforts.  

5. To identify the major challenges associated with digital transformation and suggest measures 

for its effective implementation. 

Research Methodology 

This is a descriptive and analytical study based on secondary data. Data on digital payments have 

been taken from the product statistics published by the National Payments Corporation of India. 

Evidence on the outcomes of digital transformation has been drawn from the published findings of 

academic studies and of global management surveys by McKinsey and the Boston Consulting Group. 

Conceptual and empirical material has been collected from books and peer-reviewed journals listed 
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in the references. The three tables summarise, respectively, the main digital technologies and their 

management applications, the growth of Unified Payments Interface transactions and selected 

evidence on the outcomes of digital transformation. The interpretation relies on comparison and on 

calculation of growth rates. The limitations of the study should be noted. The data are secondary and 

rounded, survey results of consulting firms rely on self-reported perceptions and are based on varying 

samples, the payments data illustrate only one aspect of digitalisation, and the study does not examine 

a particular firm in depth. 

Digital Technologies and Their Management Applications 

Digital transformation is enabled by a group of technologies that reinforce each other. Cloud 

computing provides flexible computing power; sensors and connected devices generate data; 

analytics and artificial intelligence turn data into predictions and decisions; digital platforms connect 

buyers and sellers; and secure networks and blockchain enable trusted transactions. Table 1 

summarises the major technologies, their typical applications and their significance for management. 

Table 1: Major Digital Technologies and Their Applications in Business Management 

Technology Typical Business Applications Managerial Significance 

Cloud 

computing 

On-demand computing, storage, 

software as a service, remote 

collaboration 

Converts fixed costs into 

variable costs; supports 

scalability and flexible work 

Big data and 

analytics 

Customer segmentation, demand 

forecasting, risk scoring, pricing 

Enables evidence-based 

decisions and personalised offers 

Artificial 

intelligence and 

machine learning 

Chatbots, recommendation 

engines, fraud detection, predictive 

maintenance 

Automates routine decisions 

and augments expert judgement; 

requires new skills and 

governance 

Internet of 

Things 

Connected machines, smart 

products, logistics tracking 

Real-time monitoring and 

new service-based business 

models 

Blockchain 
Supply chain traceability, secure 

records, smart contracts 

Improves transparency and 

trust among partners 

Robotic 

process automation 

Automation of back-office tasks 

such as invoicing and data entry 

Reduces cost and errors; 

shifts staff to higher-value work 

Digital 

platforms and e-

commerce 

Online marketplaces, mobile 

applications, digital payments 

Creates new channels, 

ecosystems and network effects 
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Cybersecurity 

technologies 

Encryption, identity 

management, threat monitoring 

Protects data and sustains 

customer trust; integral to risk 

management 

Source: Compiled by the author from the literature on digital transformation (secondary 

sources). 

Table 1 shows that the technologies perform different but complementary functions. Davenport 

and Ronanki found that firms obtained the most immediate benefit from artificial intelligence when 

they used it to automate structured processes, to gain insight from data and to engage customers and 

employees, and not when they attempted to replace human judgement entirely (Davenport and 

Ronanki, 108). Porter and Heppelmann explained that connected products create three layers of 

change: the product itself becomes a source of data, the data are used to improve product performance, 

and the firm can offer services and new forms of customer relationship on top of the product (Porter 

and Heppelmann, 64). The result is that boundaries between products and services, and between 

industries, become less distinct. 

It is important to note that the technologies are not an end in themselves. Kane and colleagues 

concluded that what separates firms that are more mature digitally is their strategic clarity, their 

willingness to experiment and their culture of collaboration and risk-taking, rather than the particular 

technologies they use (Kane et al., 1). Davis's technology acceptance model also makes clear that 

employees and customers must find a technology useful and easy to use before they adopt it (Davis, 

319). Managers should therefore treat each technology as a means towards defined business 

objectives and should consider the human, organisational and ethical conditions for its use. 

Pace of Digital Adoption in India: The Case of Digital Payments 

India offers an instructive example of rapid digital adoption in the form of the Unified Payments 

Interface, an instant, mobile-based payment system operated by the National Payments Corporation 

of India and launched in 2016. The system allows consumers and merchants to transfer money 

instantly between bank accounts using a smartphone and has been adopted by individuals, small 

shops, large retailers and government agencies. Table 2 shows the growth of the number of 

transactions in recent financial years. 

Table 2: Growth of UPI Transactions in India, 2018-19 to 2023-24 

Financial Year 
Transaction Volume 

(billion, approx.) 

Annual 

Growth  

2018-19 5.35 - 

2019-20 12.52 134 

2020-21 22.33 78.4 

2021-22 46.04 106.2 

2022-23 83.75 81.9 
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2023-24 131.12 56.6 

Source: National Payments Corporation of India, UPI product statistics (figures rounded; 

growth rates calculated by the author). 

Table 2 shows an extraordinary rate of expansion (National Payments Corporation of India, 1). 

The number of UPI transactions rose from about 5.4 billion in 2018-19 to over 131 billion in 2023-

24, which means an increase of roughly twenty-four times in five years. Growth exceeded 100 per 

cent in two of the five years, and even in the most recent year, from a much larger base, volumes grew 

by more than 56 per cent. The pattern is consistent with the S-shaped diffusion of innovations in 

which adoption accelerates once a critical mass of users and merchants is reached, because each 

additional user increases the value of the network to others, a feature that Rogers considered central 

to digital business (Rogers, 1). The case offers several lessons for management. First, digital 

transformation at the level of an industry depends on an enabling infrastructure that is open and 

interoperable, so that many firms can build services on a common base. Second, ease of use, which 

Davis identified as an essential determinant of adoption, was a major factor, as payments could be 

made with a few taps and without cash (Davis, 319). Third, the shift has changed the competitive 

position of banks, fintech companies, retailers and technology platforms, and has created new 

opportunities such as credit based on transaction data. Fourth, it shows that digital transformation can 

be a source of inclusion, as small merchants gain access to digital records and finance. At the same 

time, the case also illustrates the dependence of firms on shared digital infrastructure and the 

importance of security and reliability, because outages and fraud affect millions of users and damage 

trust. 

Impact on the Functions of Business Management 

Digital technology influences the formulation of strategy by changing the sources of competitive 

advantage. Bharadwaj and colleagues argued that digital business strategy should be the central 

strategy of the firm and not a supporting functional plan (Bharadwaj et al., 471). Digital technologies 

have allowed the emergence of platform business models, subscription and pay-per-use models, and 

data-driven services, and have forced incumbents to examine their own models. Teece and colleagues' 

idea of dynamic capabilities is especially relevant, because in rapidly changing environments the 

capacity to sense opportunities, seize them and reconfigure resources is more important than a fixed 

strategy (Teece et al., 509). Strategy thus becomes a more continuous and experimental process. In 

operations, digital tools provide real-time visibility, automation and predictive capability. Connected 

sensors in plants and logistics networks provide data that allow firms to schedule maintenance before 

breakdowns, optimise inventory and track shipments, and automation and robotic process automation 

reduce errors and costs in routine processes. Porter and Heppelmann pointed out that the data from 

smart products allows firms to improve performance across the product life cycle and to coordinate 

with suppliers and customers (Porter and Heppelmann, 64). Blockchain-based systems may make 
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supply chains more transparent by providing a shared record of transactions. These changes make 

operations more responsive but also more dependent on the reliability of technology and the security 

of data. 

Marketing has been profoundly altered by digital channels and data. Firms can reach customers 

through search, social media, mobile applications and e-commerce platforms, can measure responses 

almost immediately and can tailor messages to segments or individuals. Rogers argued that customers 

in the digital age are networks with whom firms must engage as partners, and not as passive audiences 

(Rogers, 1). Recommendation engines, chatbots and personalised pricing improve convenience and 

conversion, but they raise concerns about privacy and manipulation, and require firms to be 

transparent about their use of data. Customer experience has become a key area of competition, and 

organisations must integrate the channels so that the customer receives a consistent experience. 

Digital transformation affects human resources in two ways. First, digital tools change HR 

processes through online recruitment, analytics for talent management, digital learning platforms and 

remote and hybrid working arrangements. Second, the transformation changes the skills required, 

since routine tasks are automated and demand grows for data, technology and creative problem-

solving skills. Brynjolfsson and McAfee warned that technological progress can increase productivity 

while creating challenges for workers whose skills are substituted by machines, which makes 

reskilling and thoughtful workforce planning essential (Brynjolfsson and McAfee, 7). Kotter's insight 

that change succeeds only if people are convinced of its urgency and supported through it is 

particularly pertinent here (Kotter, 21), since resistance to change and fear of job loss are among the 

commonest causes of failure. In finance and accounting, automation of transaction processing, real-

time dashboards and predictive analytics shorten reporting cycles and improve forecasting and risk 

management. At the level of general management, decision-making becomes more data-driven. 

Davenport and Ronanki noted that artificial intelligence can support managers by providing insight 

from large volumes of data, but the final judgement and accountability remain with people (Davenport 

and Ronanki, 108). Managers need to learn to interpret analytical outputs, to question the quality of 

the data and the assumptions in models, and to consider the ethical implications of automated 

decisions. Loebbecke and Picot highlighted that the use of big data analytics can also change 

organisational structures and business models, and that managers must be alert to its societal 

consequences (Loebbecke and Picot, 149). 

Outcomes of Digital Transformation: Evidence on Performance and Success Rates 

Whether digital transformation improves business results is a question of central importance.  

Table 3: Selected Evidence on the Outcomes of Digital Transformation 

Source Context Main Finding 
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Westerman, 

Bonnet and 

McAfee 

Study of several hundred 

large firms by MIT and 

Capgemini 

Digital leaders ("digital masters") were about 26 

per cent more profitable than industry average, 

with about 9 per cent higher revenue from physical 

assets 

McKinsey 

Global survey of 

executives on digital 

transformations 

Only about 16 per cent said their transformations 

improved performance and equipped the firm to 

sustain change; about 7 per cent reported 

improvement that was not sustained 

Boston 

Consulting Group 

Survey and analysis of 

transformation 

programmes 

About 70 per cent of digital transformations fall 

short of their targets 

Brynjolfsson and 

Hitt 

Firm-level study of 

information technology 

and productivity 

Productivity gains were larger where IT was 

combined with complementary organisational 

change 

Kane et al. 
Global survey of 

managers and executives 

Digital maturity was explained more by strategy, 

leadership and culture th an by technology 

Source: Compiled by the author from the studies listed in the references (secondary sources; 

values approximate). 

Table 3 presents a paradox. On one side, there is evidence that firms which successfully transform 

enjoy superior financial performance. Westerman, Bonnet and McAfee reported that digitally mature 

firms, which they called digital masters, were about 26 per cent more profitable than their industry 

competitors and generated about 9 per cent more revenue from their physical assets (Westerman et 

al., 5). Brynjolfsson and Hitt found that the productivity benefits of information technology were 

much larger for firms that restructured their organisations alongside the technology (Brynjolfsson and 

Hitt, 23). On the other side, the surveys of McKinsey and the Boston Consulting Group suggest that 

most transformations disappoint: only about 16 per cent of respondents in the McKinsey survey 

reported a successful and sustainable improvement (McKinsey, 3), and the Boston Consulting Group 

estimated that about 70 per cent of programmes fall short of their aims (BCG, 2). The reasons for the 

high failure rate are consistent across studies. Kane and colleagues found that organisations that were 

mature in digital terms were distinguished by a clear strategy, by leaders who understood and 

championed digital change and by a culture that tolerated experimentation (Kane et al., 1). Kotter 

observed that change fails when there is no sense of urgency, no coalition to guide it and no effort to 

embed new behaviour in the culture (Kotter, 21). Sebastian and colleagues argued that large firms 

need to combine an efficient operational backbone with a flexible digital services platform and clear 

customer focus (Sebastian et al., 197). In the language of Henderson and Venkatraman, the failures 

reflect a lack of alignment between business strategy, technology and the organisation (Henderson 
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and Venkatraman, 4). The lesson for managers is that digital transformation should be approached as 

a strategic and organisational change programme, and not as a technology project delegated to the 

information technology department. 

The evidence should be read with some caution. The studies of consulting firms use self-reported 

perceptions of executives, and definitions of success and transformation differ between surveys. 

Firms that are already profitable may be better placed to invest in digital initiatives, so that the causal 

direction between digital maturity and performance is not clear. Nonetheless, the combination of 

academic and consulting evidence supports the conclusion that digital transformation can create 

significant value but that it is difficult to execute, and that organisational factors determine the 

outcomes. 

Capabilities and Organizational Change for Digital Transformation 

Since the success of transformation depends on organisational capabilities, it is useful to identify 

the capabilities that matter. Warner and Wäger described three dynamic capabilities: digital sensing, 

which is the ability to identify and assess technological and market opportunities; digital seizing, 

which is the ability to mobilise resources and to commit to investments; and digital transforming, 

which is the ability to implement changes in the business model, structure and culture (Warner and 

Wäger, 326). Developing these capabilities requires leadership that sets a clear digital vision, 

governance that allocates responsibility, talent with relevant skills and an architecture of data and 

technology that can support rapid change. Culture is a major factor. Digital firms typically encourage 

experimentation, rapid learning from failure, cross-functional teams and customer-centred decision-

making, while many traditional organisations are organised in hierarchical silos that slow decisions. 

Hess and colleagues emphasised that a digital transformation strategy must address organisational 

change and financing along with technology (Hess et al., 123). Matt and colleagues likewise stressed 

that structural changes to the organisation, such as creating new units or adjusting reporting lines, are 

one of the four dimensions of strategy (Matt et al., 339). Venkatraman's description of the highest 

level of IT-enabled transformation as a redefinition of business scope signals that the deepest changes 

involve rethinking what business the firm is in (Venkatraman, 73). Managers who consider the human 

and cultural dimensions along with the technical one are more likely to succeed. 

Challenges of Digital Transformation 

Organisations face a number of challenges. The first is strategic: many firms lack a clear digital 

vision, which results in scattered pilot projects that do not scale. The second is the legacy of existing 

systems and processes. Older information systems may be difficult to integrate with new 

technologies, and the cost and risk of replacing them lead to delay. The third is the shortage of skills 

in data science, cybersecurity, cloud architecture and digital product management, together with the 

need to retrain existing employees. The fourth is resistance to change, which arises from fear of job 

loss, loss of status and discomfort with new ways of working, and which Kotter identifies as a 
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principal reason for the failure of change programmes (Kotter, 21). The fifth challenge is risk. 

Increasing connectivity and dependence on data expose firms to cyberattacks, data breaches and 

system failures, and regulatory requirements on privacy and data protection are tightening. The sixth 

is ethical and governance risk associated with artificial intelligence, including bias in algorithms, lack 

of transparency in automated decisions and misuse of customer data. Davenport and Ronanki stress 

that firms need to be careful in setting expectations and governance for AI projects (Davenport and 

Ronanki, 108). The seventh is the digital divide. Customers, employees and small businesses that lack 

connectivity, devices or digital skills may be excluded, and managers who design digital services 

without regard for such groups risk losing them. Finally, there is the challenge of measuring returns, 

since many benefits of digital transformation, such as agility, learning and customer experience, are 

difficult to quantify, and investments may take a long time to pay back. 

Suggestions 

On the basis of the study, the following suggestions are made for managers and organisations. 

First, digital transformation should be led by top management as a strategic priority, with a clear 

vision linked to business objectives, and not delegated entirely to technical departments (Kane et al., 

1; Bharadwaj et al., 471). Second, firms should build dynamic capabilities for sensing, seizing and 

transforming, through regular scanning of technological developments, experimentation in small 

pilots and a willingness to scale up what works (Warner and Wäger, 326). Third, technology 

investments should be accompanied by complementary organisational changes in processes, 

structure, decision rights and incentives, since the research of Brynjolfsson and Hitt shows that the 

largest gains arise from such combinations (Brynjolfsson and Hitt, 23). 

Fourth, organisations should invest in people through reskilling and upskilling, transparent 

communication about the effects of automation and involvement of employees in the design of new 

processes, which supports adoption in line with the technology acceptance model (Davis, 319). Fifth, 

data governance and cybersecurity should be given a high priority, with clear policies on data quality, 

privacy, access and the responsible use of artificial intelligence. Sixth, firms should adopt a customer-

centred approach, designing digital services that are simple, secure and inclusive, including for 

customers with low digital literacy. Seventh, progress should be measured with a balanced set of 

indicators that combine financial results with customer, process and learning measures. Eighth, 

organisations should collaborate with partners, start-ups and public digital infrastructure, as the Indian 

experience with digital payments suggests that open ecosystems accelerate innovation. Finally, 

researchers should conduct more studies, including longitudinal and sector-specific studies in India, 

to understand which transformation approaches lead to sustainable results. 

Conclusion 

This paper has examined digital transformation and its impact on modern business management 

using secondary data and the academic literature. The analysis shows that a group of mutually 
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reinforcing technologies, including cloud computing, analytics, artificial intelligence, connected 

devices and digital platforms, are changing the way businesses create value, and are affecting every 

area of management from strategy and operations to marketing, human resources and finance. The 

example of the Unified Payments Interface, whose transaction volume rose from about 5.4 billion in 

2018-19 to more than 131 billion in 2023-24, illustrates how quickly digital adoption can occur when 

infrastructure, ease of use and network effects come together. 

The evidence on outcomes shows both promise and difficulty. Digitally mature firms have been 

found to be markedly more profitable and efficient, yet surveys indicate that only a minority of 

transformation programmes achieve and sustain their goals. The explanation lies in organisational 

factors: strategy, leadership, culture, skills and the redesign of processes and structures matter more 

than the technology itself. The answer to the central question of the paper is therefore that digital 

transformation can substantially improve business performance, but only when it is managed as an 

integrated change in strategy, organisation and people. As technologies such as artificial intelligence 

continue to advance, managers will need to combine technical understanding with ethical judgement 

and human-centred leadership. Further research, particularly longitudinal and sector-specific studies 

in emerging economies like India, would help to identify more precisely the practices that make 

transformation successful. 

References 

1.  Bharadwaj, Anandhi, et al. "Digital Business Strategy: Toward a Next Generation of Insights." 

MIS Quarterly, vol. 37, no. 2, 2013, pp. 471-482. 

2.  Boston Consulting Group. Flipping the Odds of Digital Transformation Success. BCG, 2020. 

3.  Brynjolfsson, Erik, and Andrew McAfee. The Second Machine Age: Work, Progress, and 

Prosperity in a Time of Brilliant Technologies. W. W. Norton, 2014. 

4.  Brynjolfsson, Erik, and Lorin M. Hitt. "Beyond Computation: Information Technology, 

Organizational Transformation and Business Performance." Journal of Economic Perspectives, 

vol. 14, no. 4, 2000, pp. 23-48. 

5.  Christensen, Clayton M. The Innovator's Dilemma: When New Technologies Cause Great Firms 

to Fail. Harvard Business School Press, 1997. 

6.  Davenport, Thomas H., and Rajeev Ronanki. "Artificial Intelligence for the Real World." Harvard 

Business Review, vol. 96, no. 1, 2018, pp. 108-116. 

7.  Davis, Fred D. "Perceived Usefulness, Perceived Ease of Use, and User Acceptance of Information 

Technology." MIS Quarterly, vol. 13, no. 3, 1989, pp. 319-340. 

8.  Henderson, John C., and N. Venkatraman. "Strategic Alignment: Leveraging Information 

Technology for Transforming Organizations." IBM Systems Journal, vol. 32, no. 1, 1993, pp. 

4-16. 



International Conference on Multidisciplinary Perspectives in 
Education, Science, and Technology (ICMPEST) 

Organized by- Jeevan Jyoti College of Commerce Management & Technology, Dayalpur, Purkaji 

Lakshar Road, Block Khanpur, Haridwar (09 May 2026)  

In IJESH ISSN: 2250-3552                                                                                               www.ijesh.com       
 

 

Special Issue -Vol. 16 No. S1 (2026)                                                                                     64 

    

9.  Hess, Thomas, et al. "Options for Formulating a Digital Transformation Strategy." MIS Quarterly 

Executive, vol. 15, no. 2, 2016, pp. 123-139. 

10.  Kane, Gerald C., et al. "Strategy, Not Technology, Drives Digital Transformation." MIT Sloan 

Management Review and Deloitte University Press, 2015. 

11.  Kotter, John P. Leading Change. Harvard Business School Press, 1996. 

12.  Loebbecke, Claudia, and Arnold Picot. "Reflections on Societal and Business Model 

Transformation Arising from Digitization and Big Data Analytics." Journal of Strategic 

Information Systems, vol. 24, no. 3, 2015, pp. 149-157. 

13.  Matt, Christian, Thomas Hess, and Alexander Benlian. "Digital Transformation Strategies." 

Business and Information Systems Engineering, vol. 57, no. 5, 2015, pp. 339-343. 

14.  McKinsey and Company. Unlocking Success in Digital Transformations. McKinsey Global 

Survey, 2018. 

15.  National Payments Corporation of India. UPI Product Statistics (monthly and annual data). 

NPCI, Mumbai. 

16.  Porter, Michael E., and James E. Heppelmann. "How Smart, Connected Products Are 

Transforming Competition." Harvard Business Review, vol. 92, no. 11, 2014, pp. 64-88. 

17.  Rogers, David L. The Digital Transformation Playbook: Rethink Your Business for the Digital 

Age. Columbia University Press, 2016. 

18.  Schwab, Klaus. The Fourth Industrial Revolution. World Economic Forum, 2016. 

19.  Sebastian, Ina M., et al. "How Big Old Companies Navigate Digital Transformation." MIS 

Quarterly Executive, vol. 16, no. 3, 2017, pp. 197-213. 

20.  Teece, David J., Gary Pisano, and Amy Shuen. "Dynamic Capabilities and Strategic 

Management." Strategic Management Journal, vol. 18, no. 7, 1997, pp. 509-533. 

21.  Venkatraman, N. "IT-Enabled Business Transformation: From Automation to Business Scope 

Redefinition." Sloan Management Review, vol. 35, no. 2, 1994, pp. 73-87. 

22.  Verhoef, Peter C., et al. "Digital Transformation: A Multidisciplinary Reflection and Research 

Agenda." Journal of Business Research, vol. 122, 2021, pp. 889-901. 

23.  Vial, Gregory. "Understanding Digital Transformation: A Review and a Research Agenda." 

Journal of Strategic Information Systems, vol. 28, no. 2, 2019, pp. 118-144. 

24.  Warner, Karl S. R., and Maximilian Wäger. "Building Dynamic Capabilities for Digital 

Transformation: An Ongoing Process of Strategic Renewal." Long Range Planning, vol. 52, no. 

3, 2019, pp. 326-349. 

25.  Westerman, George, Didier Bonnet, and Andrew McAfee. Leading Digital: Turning Technology 

into Business Transformation. Harvard Business Review Press, 2014. 

 


