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ABSTRACT
We have heard nowadays a lot about the concept of digital transformation; 
however, not everyone is clear about its meaning and applicability. This 
paper seeks to expand the concepts of digital transformation and how they 
currently contribute to the improvement of business management pro-
cesses. Talking about digital transformation does not only imply referring 
to technology, but also encompasses a change in organizational culture, 
which is one of its main challenges. To help the reader understand the con-
text, the paper describes the case of ALFA S.A.C. where applied research 
with a non-experimental design has been carried out. The study consisted 
in interviewing 35 employees at ALFA S.A.C., and evaluating the areas and 
processes of the entire organization. The research included the analysis of 
the micro and macro environment of the company through the SWOT ma-
trix and Porter’s five forces. The results showed the need to make changes 
in the business management of ALFA S.A.C. through the implementation of 
operational processes in new technological trends, as well as a change in 
the employees’ mindset.
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INTRODUCTION
In our country nowadays, companies face an 
important challenge to integrate the concepts 
of digital transformation as a key tool for pro-
cesses management. Many of these companies 
have not yet internalized the impact that the 
concepts of digital technologies and a change in 
organizational culture have on the operational 
and competitive efficiency of their businesses. 
This is where the challenge arises in a mar-
ket of constant change and growth. The main 
objective of this research is to analyze how a 
change in the organizational culture of compa-
nies is complemented by the implementation of 
digital transformation concepts in the impro-
vement of their management processes. The 
specific objectives are:

• Identify how organizational culture 
influences the effective implementa-
tion of digital tools in companies.

• Evaluate how digital transformation 
will allow companies to be more effi-
cient and competitive.

Studies on the concepts of changes in the 
way of doing things in the business world date 
back to the 18th century, when industrial com-
panies began improving their manufacturing 
processes, starting the so-called “era of the in-
dustrial revolution”. Today, in the 21st century, 
with the advancement of technology, the deve-
lopment of artificial intelligence and the impor-
tance that technological means have taken, we 
are experiencing a “technological revolution” 
known as the era of digital transformation 
(Everis Peru, 2019).

Recent studies show that in the digital age, 
the environment of organizations is changing 
rapidly; and it represents a very volatile, un-
certain and complex change than those known 
in the past. Rapid changes in competition, de-
mand, technology and regulations become 
more important than ever for organizations to 
respond and adapt to their environment. In this 
context, the pressure on companies to align 
their business and strategy with technologi-
cal changes in the environment has increased 
significantly with the emergence and growing 
importance of new digital technologies, such 
as social media, cloud computing, Big Data and 

analytics, embedded devices, 3D printing, the 
Internet of Things and Artificial Intelligence 
(Roman, 2019).

On the other hand, according to Chiave-
nato, organizational culture is rooted in each 
company. It would be a mistake to give an opi-
nion on the organizational culture of a com-
pany by looking only from the outside, since we 
would only be seeing the superficial but not the 
internal part of the organization. An analysis 
of all its levels is required, looking inside the 
organizations where the little-known aspects 
are kept and where deeper manifestations and 
characteristics are rooted (physical, activities, 
processes and policies, philosophy, values, be-
liefs). The deeper the roots, the more complex 
it will be to make changes (Chiavenato, 2017a). 
Organizational culture is a concept that is rare-
ly applied by small and medium-sized compa-
nies, which often underestimate the importan-
ce it has as part of a business management that 
seeks to grow and consolidate with clear prin-
ciples, values and standards throughout the or-
ganization. The lack of processes and controls 
leads them to grow in a disorderly manner, de-
priving them of the opportunity to have tools 
that allow them to manage themselves as com-
panies capable of establishing, measuring and 
controlling their results, indicators and oppor-
tunities for improvement (Contraloría General 
de la República, 2014). Technology allows the 
implementation of these management tools, 
and organizational culture allows for changes 
in the processes of organizations. Both con-
cepts come together in one concept called “di-
gital transformation.”

In the case of the company ALFA S.A.C., 
it is hypothesized that the implementation of 
digital technologies in business management 
processes significantly increases the operatio-
nal efficiency and competitive capacity of com-
panies.

The analysis has shown that there are pro-
cesses that are not properly documented and/
or aligned with the control needs of the orga-
nization; therefore, a strategic plan must be 
developed that allows the organization to have 
visibility of the objectives to be achieved. To 
develop this strategic plan, the participation 
of management and senior management will 
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be required, who will play an important role in 
the development of a roadmap where they de-
fine the controls, procedures and policies that 
will contribute to efficient management of their 
resources and will give greater productivity to 
the organization. This roadmap will be an im-
portant part of the strategic plan; therefore, it 
must contain details of the necessary changes 
and the tools that the company will have to im-
plement to achieve its objectives.

Another point of analysis in ALFA S.A.C. 
was the absence of controls and order, as well 
as the low participation of the areas as a sin-
gle unit, the lack of communication, and the 
isolation of each area within the organization, 
which has generated unclear short- and long-
term objectives. The established controls are 
not properly supported and monitored; and, in 
many cases, they are not fulfilled. The imple-
mentation of policies, procedures and a change 
in organizational culture is required that cau-
ses the employees to be involved in the conti-
nuous improvement process (Barrios Acero, 
2020).

From the previous paragraph, we can in-
fer that if companies do not react to their en-
vironment, they are destined to stop being 
competitive and/or fail. They must stop wor-
king within their comfort zone and seek chan-
ge in their organization, a change that must be 
from the inside out. A change that involves the 
entire organization and not just management 
as was done with traditional administration. 
Nowadays, strategic administration is needed 
to turn the organization’s environment around 
in order to strengthen it and prepare it for the 
future. Strategic administration not only consi-
ders where it wants to go and what resources it 
has to do so; but also how it will achieve it, who 
will be involved, what the controls will be, and 
the initial and subsequent monitoring that will 
have to be done. In other words, today’s admi-
nistration requires strategic planning that is 
constantly involved from the beginning to the 
end and before and after processes in every 
project.

A clear example is what happened during 
2020 and 2021, periods in which humanity fa-
ced the COVID-19 pandemic, forcing the popu-
lation to enter quarantine and make drastic 

and unexpected changes in our life rhythms. 
The pandemic not only had effects on people’s 
physical and mental health; it also had effects 
on companies and the educational sector, sin-
ce they unexpectedly stopped their operations 
and perceived the way things were being done, 
thus revealing their weaknesses, risks and the 
ability of some companies to react, as they did 
not have defined procedures and policies for 
risk situations (Deloite, 2020).

Although the 2000s already saw signifi-
cant technological progress worldwide, many 
companies in our country had not made sig-
nificant progress. Some were limited to just 
keeping an updated Microsoft suite for their 
operating systems. Thus, during the pandemic 
period, some companies had to improvise and 
adapt on the fly to the necessary changes so 
that they could continue their activities.

In this context, the objective of this paper 
is to determine how organizational culture in-
fluences and what its importance is in business 
management supported by digital transforma-
tion. It is a concept that also contributes to the 
operation of state institutions in order to be 
at the forefront and be more efficient and less 
bureaucratic, competitive and thus strengthen 
their ties with citizens (Ortiz Basauri, 2019).

Nowadays, applying the concepts of digital 
transformation goes beyond including techno-
logical changes. It mainly involves including a 
cultural and organizational change, reinven-
ting an entire organization from its processes, 
procedures to its habits and behavior; all with 
the aim of being able to respond promptly to 
any contingency, reducing the economic and 
social impacts for the organization. (Christen-
sen, 2020).

On the other hand, it is important to men-
tion that in some organizations there is often a 
disagreement with the concept of organizatio-
nal culture based on the fact that the dynamics 
of the organization arise from society and the-
refore, the culture of the organization is the re-
sult of other factors that could expand the con-
cepts of social culture (Álvarez, 2018).

For a broader scope of this research, it is 
important to define some of its main concepts:
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Digital Transformation
According to Taylor & Francis Group (2019) 
“the change associated with the application of 
digital technology in all aspects of human so-
ciety, innovation and creativity” (p. 17).

Rogers (2016) indicates that “it is not 
about technology, it is about strategy and new 
ways of thinking. Transforming for the digital 
age requires your business to upgrade its stra-
tegic mindset much more than its IT infras-
tructure” (p. 11).

Plekhanov et al. (2023) refer that “When 
firms use digital technologies to create new or 
modify existing business models and processes 
or to support the transformation of organiza-
tional structures, resources, or relationships 
with internal and external actors, scholars re-
fer to this as digital transformation” (p. 2). Eve-
ris Peru (2019) indicates that “in these times, 
talking about digital transformation is not only 
about technological capacity but also about 
human capabilities” [en estos tiempos hablar 
de transformación digital no solo es capacidad 
tecnológica sino también de las capacidades del 
ser humano] (p. 14).

Digital transformation is important wi-
thin a business management process because it 
acts as a change manager in the way of doing 
things, from the simplest to the most complex 
processes both operationally and administrati-
vely (Foncillas Díaz-Plaja, 2020).

Digital transformation provides various 
tools with which companies can reduce risks, 
optimize time and resources in more strate-
gic tasks such as data collection and analysis, 
innovation and development in products and 
services that add value to the organization. Its 
application is the result of strategic planning 
defined by business management committed 
to change, ensuring not only the provision of 
financial, human and technological resources, 
but also a change in the organizational cultu-
re where all employees adopt new technologies 
and processes.

As a result of this synergy, we will have 
more agile and competitive business manage-
ment, capable of quickly adapting to market 
changes.

Organizational Culture
We can compare the organizational culture in 
a company with the personality that human 
beings handle individually. Values, beliefs, ha-
bits and customs define human behavior. These 
same elements define the culture and the path 
that the members of an organization will sha-
re and follow. The organizational culture in a 
company is based on the beliefs that its collabo-
rators have defined to follow, thus defining po-
sitive or negative behavior. The organizational 
culture that a company adopts will be the pre-
dominant behavior in it (Chiavenato, 2017b).

Why is it important to develop an organi-
zational culture? Nowadays, companies seek to 
be more competitive not only in the quality of 
their products but as an integrated unit in all 
their processes. Defining an organizational cul-
ture allows organizations to establish values 
to follow, define their way of working, the type 
and levels of communication and interaction 
between their areas, policies and procedures 
to achieve their growth objectives (Jáuregui & 
Louffat, 2019).

Organizational Climate
Talking about organizational climate refers to 
how the work environment is perceived within 
an organization; it is being able to determine 
the feelings of its collaborators and how they 
interact within it. The organizational climate 
is an indicator of the motivation that collabora-
tors feel as a whole within the organization.

It is one of the characteristics that is de-
veloped within the organizational culture of a 
company, with which we can perceive the en-
vironment in which the collaborators operate, 
how they interact with each other in the treat-
ment of internal and external customers (Chia-
venato, 2017a).

We can know individuals by their perso-
nality, values, attitudes and motivations. Or-
ganizations are known by their work environ-
ment, which manages the motivation of a group 
of people according to the environment and the 
organizational culture that is promoted there 
(Brito-Carrillo et al., 2020).



Digital transformation and its contribution to business management processes

Gestión en el Tercer Milenio 27(54)

107

A good organizational climate in compa-
nies is also measured by how they promote the 
development of talent in their employees. Com-
panies must have the ability to identify talents 
(employees with potential, who are flexible, 
proactive, and disruptive), empower them and 
propose new opportunities to retain them (Fis-
chman, 2022).

Technological Tools
A technological tool is considered to be any sof-
tware or computer package that we can access 
from any electronic device, whether through 
applications, web pages, ERP systems, mana-
gement systems or any other development that 
involves a computer. A technological tool is also 
the infrastructure on which these software or 
applications run, such as computers, servers, 
tablets, etc. Its objective is to facilitate and op-
timize people’s work by simplifying processes 
and time.

Nowadays, companies must have a budget 
for technological development and manage to 
remain competitive by focusing on improving 
their processes through the use of technologi-
cal tools.

Business Management
Business management is the continuous execu-
tion of the strategic plan defined by the orga-
nization. This management aims to achieve a 
synergy between the areas of administration, 
finance, accounting, operations and all other 
areas of the company so that together they 
achieve the strategic objectives of the organi-
zation; as well as giving visibility to the colla-
borators of the vision and mission (David & Da-
vid, 2017). Business management will include 
everything from planning and organization to 
control and evaluation; establishing short, me-
dium or long-term goals and objectives, identi-
fying risks and opportunities; defining respon-
sibilities, training leaders, evaluating results, 
innovating. Additionally, today modern mana-
gement seeks to be committed to the environ-
ment and society.

Business management allows organiza-
tions to optimize the use of their resources, be 
more competitive and set the roadmap for the 
desired growth to achieve their objectives (Pis-
conte Cuya, 2015).

Business management also requires moni-
toring, controlling and optimizing internal pro-
cesses in order to see new opportunities. Suc-
cessful business management lies in changing 
the way things are done (Hill et al., 2019).

Strategic Objectives
The National Center for Strategic Planning 
(CEPLAN, 2023) states that “it is the goal that 
is expected to be achieved in a certain period 
of time through planned actions. Depending 
on the hierarchical level of the plan, they are 
classified into sectoral, regional, provincial, 
district or institutional strategic objectives” (p. 
88). Strategic objectives in organizations esta-
blish medium or long-term goals to achieve the 
expected growth. These objectives are key to 
guiding the entire organization; therefore, it is 
key that they are disseminated and known by 
all its collaborators; general management being 
primarily responsible for providing all the me-
asures, resources and tools for its fulfillment.

Strategic objectives must be SMART objec-
tives (specific, measurable, achievable, realis-
tic and time-bound) and must be aligned with 
the organization’s vision and mission (Alomia 
Arrese et al., 2020).

Values
They are made up of the guidelines and stan-
dards of conduct of all the organization’s colla-
borators, which constitute the bases for defi-
ning the organization’s objectives and policies 
(D’ Alessio Ipinza, 2008).

Based on the concepts previously des-
cribed, it is concluded that digital transforma-
tion is a concept that involves two fundamen-
tal variables: technology and the human being. 
The digital transformation process is a long 
process and begins with a change in the menta-
lity of employees, the creation of an innovative 
and creative organizational culture that invol-
ves the entire organization; which, as a whole, 
is complemented by the application of techno-
logical tools. It is a concept that involves many 
factors that are directly or indirectly related to 
each other in order to reinvent an entire orga-
nization (Romero Zeballos et al., 2020). A stra-
tegic plan is the result of the evaluation of both 
internal and external opportunities and threats 
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carried out by an organization to subsequently 
define objectives and activities that allow it to 
strengthen itself in order to achieve its objec-
tives. This planning requires monitoring and 
control (Rodríguez & Antolinez, 2015).

METHODS
This is an applied research with a non-expe-
rimental design, since it focused on specific 
problems and circumstances. The sample was 
determined through the non-probabilistic te-
chnique, based on a sampling by judgment 
according to the experience, knowledge and 
context of the research, ensuring quality infor-
mation and relevant quantity. The analysis unit 
was the processes, areas and collaborators; the 
sample consisted of 35 collaborators out of 58 
collaborators, who represent the areas that 
have a direct influence on the management, 
planning and control of the organization’s ope-
rations such as management (4), head offices 
(10) and direct collaborators (21) (Hernández 
Sampieri, 2014).

The methodology applied in this paper 
consisted of conducting interviews with emplo-
yees that allowed identifying processes, activi-
ties, characteristics and others that together 
have an impact on the daily operations of the 
organization (strengths); as well as determi-
ning the opportunities for improvement requi-
red for proper business management. To carry 
out the interviews, the group was segmented 
into three groups: operational employees, ma-
nagers and directors. The interview collected 
information on the employee’s personal and 
work data, knowledge of the operational pro-
cess (functions, indicators, risks) and problems 
in their work area, knowledge of the business 
objectives and strategic planning (mission, vi-
sion, objectives), as well as expectations and 
opportunities for improvement.

On the other hand, the analysis of its mi-
cro and macro environment through the PES-
TEL analysis, Porter’s five forces and the appli-
cation of the SWOT matrix. These tools allowed 
an internal and external analysis to be carried 
out in the organization (Navarrete Pilacuan et 
al., 2023). The analysis was carried out as part 
of the knowledge of the business and through 
meetings held with General Management, the 

Administration Department, and Commercial 
Management; who as experts in the business 
explained the current situation of the company 
and the expectation they have for growth in the 
medium term. In the case of the SWOT matrix, 
an EFI matrix (Evaluation of Internal Factors) 
was first prepared with which its strengths 
and weaknesses were determined. Later, the 
EFE matrix (Evaluation of External Factors) 
was applied with which its opportunities and 
threats were determined. (Hitt et al., 2015). For 
the analysis of Porter’s five forces, we basically 
worked with the commercial team who, as con-
cessionaires of the industrial sector, provided 
scope to complete the research.

RESULTS
The results of ALFA S.A.C. identified how a 
change in the organizational culture in the 
company will allow it to quickly adopt digital 
transformation in the improvement of its ma-
nagement processes. In the interviews, the co-
llaborators identified manual processes that 
delay activities and that many consider it im-
portant to make changes in the way of doing 
things. From the review of their processes, it 
was evident that technological tools need to 
be implemented to improve their controls and 
execution times (Carrión Puelles, 2020). Thus, 
for example, in the logistics area, it was iden-
tified that the process of requesting goods and 
services was being carried out manually, wi-
thout having control of the order of arrival, co-
rrelations and indicators.

The interviews also showed that 80% of 
employees agree with implementing controls 
that allow for the timely identification of risks 
and the establishment of opportunities for im-
provement in their management processes. Of 
this group, 96% consider that additional moni-
toring activities and indicators should be esta-
blished to identify deviations and/or variations 
in business management.

Another important result identified was 
that only 38% of employees claim to have a mo-
derate knowledge of the organization’s strate-
gic objectives, while another 24% do not know 
them at all. These results show the need for a 
change in the organizational culture to involve 
all employees and successfully implement the 
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digital tools that the organization requires to 
be more efficient and competitive.

From the SWOT analysis (Strengths, 
Opportunities, Weaknesses and Threats) as 
analysis tools. As seen in Figure 1, it was identi-
fied that its opportunities were focused on the 
growth of the sector both in the national and 
international markets. The threats are cente-
red on the value chain, after-sales service, lack 
of management indicators, manual processes, 
lack of procedures, and improving communica-
tion between collaborators. The organization 
needs to implement an organizational culture 
so that collaborators can identify with its va-
lues, principles and beliefs. As well as promote 
the development of a work environment that 
motivates good performance, professional and 
personal growth. Finally, in the SWOT matrix, 
the need to start applying technological tools is 
observed not only to efficiently manage inter-
nal processes; but also to have greater exposu-
re to external customers.

From the analysis of its Macro and Mi-
croenvironment as a starting point, the PES-
TEL analysis was applied in the Macroenviron-
ment, which is defined by Fahey and Narayanan 
(1968) as a methodology that allows measuring 
how the various characteristics of the sector in 
which a company operates influence it. Politi-
cally, it is subject to environmental manage-
ment standards. Economically, as an industrial 
company, it was strongly affected by the CO-
VID-19 pandemic, like many other companies, 
with the rise in prices of imported inputs, the 
container crisis and the reduction of the mar-
ket. Socially and technologically, government 
measures regarding social isolation affected 
its connectivity with its collaborators.

In the microenvironment, Porter’s five 
forces were applied, since according to the au-
thor it is necessary to analyze the influence of 
the market, its competitors, customers and su-
ppliers; as well as any substitute product. (Por-
ter, 2015). The analysis concluded on the power 
exercised by both its customers and suppliers, 
and how new competitors entering the market 
with the support of international brands and/
or companies with significant working capital 
impact it.

DISCUSSION
After analyzing the results, the research focu-
ses on discussing what opportunities and pro-
posals will allow the organization to begin the 
path of digital transformation and how this will 
contribute to the process of improving its busi-
ness management. These proposals are the re-
sult of research carried out in other organiza-
tions whose strategic changes have motivated 
international case studies; which have allowed 
organizations to become more competitive, im-
prove their management indicators, implement 
technological tools, as well as promote an orga-
nizational culture.

Based on the research carried out, the re-
sults obtained show that part of business ma-
nagement requires changes in its processes, 
controls and developing technological tools 
not only to efficiently manage internal proces-
ses; also to have greater exposure to external 
customers. These tools would allow managing 
key indicators for decision making and proper 
management of resources. Defining an orga-
nizational culture with the commitment and 
participation of the entire organization (Hitt 
et al., 2015).

Processes
The main activities and processes in each area 
of the company were identified, their flow, the 
type of information obtained and how they 
contribute to the management of the com-
pany were evaluated. It was determined that, 
for the most part, the processes are recorded 
manually, are repetitive and do not have a pro-
perly defined operational flow. The volume of 
information generated by the company needs 
to be managed more efficiently and across the 
entire organization. The proposal consists of 
relying on new technological tools, and that 
these allow information to be managed throu-
gh databases accessible to users through which 
indicators can be obtained that contribute to 
improving decisions (Luján Taipe & Sánchez 
Castro, 2022).

Culture and Organizational Climate
It has been identified that employees do not 
feel motivated within the organization due 
to the lack of opportunities for professional 
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growth and poor communication with their 
leaders who have not been able to empower 
their employees. There is a vision and mission 
that is little known among the members of the 
company.

For example, we have the case of Gutie-
rrez Tuanama et al. (2022), a Peruvian bevera-
ge marketing company. Currently positioned 
as one of the most successful Peruvian brands 
abroad. The success of this company was due 
to the establishment of strategies that have 
allowed it to strengthen over time and especia-
lly in such a competitive international market. 
Among the main strategies of AJE GROUP, after 
carrying out its analysis of the micro and ma-
cro environment, was to choose to penetrate 
the international market, since the positioning 
of two important brands in the country would 
not allow it to achieve the desired growth. Ano-
ther strategy is the proper management of its 
costs, managing to reduce them and generate 
profitability due to volume.

As can be seen, in the case of AJE GROUP, 
in order to implement a strategic plan, it has 
carried out an evaluation of its micro and ma-
cro environment by applying Porter’s five for-
ces and the PESTEL technique, with which it 
has been able to understand all those factors 
that affect its competitiveness and, above all, 
the role they play within the market to which 
it is directed (Porter, 2017). This business 
case contrasted with the research of ALFA 
S.A.C. clearly summarizes the importance of 
companies carrying out an analysis of what 
is happening in their environment in order to 
have a clear vision of how they are now and 
where they want to go.

On the other hand, when evaluating the 
case of Netflix, whose founder Hastings and 
Meyer (2020) in his book entitled “No Rules, 
Rules” tells part of the story of a company in 
the entertainment sector that provides subs-
criptions for viewing movies and series via a 
streaming platform. Netflix began operations 
in 1997 under a format of renting movies on CD 
via mail. Being an American company, where 
technology is constantly growing, Netflix was 
clear that it had to take a step forward to stay 
in business, so it developed its strategic plan 
based on the future, which led it to change its 

business model and move on to providing ser-
vices under the streaming modality. Netflix 
established broad differentiation strategies, 
seeking to differentiate its service from the 
competition; innovation and expansion strate-
gies. Strategies that were the result of the eva-
luation of its opportunities, threats, strengths 
and weaknesses, as well as the analysis of its 
micro and macro environment. Today Netflix 
remains the first choice for many users.

By reviewing the Netflix case, we can see a 
clear example of how the application of techno-
logy and the change in the way of doing things 
have allowed the company to consolidate itself 
as one of the pioneers of streaming platforms.

From the review of these business cases 
in ALFA S.A.C., the need to manage a change in 
the way of doing things is evident. Define a na-
tional and international growth plan as part of 
a new commercial strategy based on the econo-
mic, political and social results obtained from 
the evaluation of its macro and micro environ-
ment (Hernández, 2014). For example, ALFA 
S.A.C. has commercial alliances that allow it to 
have exclusivity of international brands that 
will allow it to enter new markets as long as it 
has a strategic plan that covers from the mana-
gement of prices, quality of its products to the 
management of new competitors. On the other 
hand, it requires redefining its vision and mis-
sion in order to integrate the new objectives of 
the strategic plan between the collaborators 
and the general management. The strategic 
plan is the result of evaluating its strengths, 
opportunities for improvement, and elimina-
ting threats. The company ALFA S.A.C. has a 
professional team that needs to be strengthe-
ned and integrated with the mission and vision 
of the company. It requires a review of the pro-
cesses and implementing the necessary chan-
ges to be a more competent company (Mordor 
Intelligence, 2022).

Regarding the processes of current bu-
siness management, the proposal focuses on 
applying technological tools to collect, centra-
lize and analyze the largest amount of company 
information. Information that can be stored in 
a database through which dashboards and ma-
nagement indicators can be generated that will 
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allow leaders and managers to make key deci-
sions (Ivančić et al., 2019).

The application of technology contributes 
to the generation of value in an organization. 
Technology provides tools that allow emplo-
yees to focus on the analysis and management 
of their work, detect opportunities for impro-
vement and innovate with the development of 
new technologies (Merodio, 2016). The genera-
tion of value will be reflected in a work envi-
ronment where employees will feel more moti-
vated to develop activities that promote their 
professional development.

In the case of ALFA S.A.C., it is necessary 
to start with the automation of simple proces-
ses but, due to the type of information it hand-
les, they require order, control and traceabili-
ty of operations. For example, Figure 2 shows 
a model for generating applications (Apps) 
through the Powers Apps tool of the Microsoft 
Office suite.

In current business management, users 
who need to make expenses on behalf of the 
company start the process by submitting a re-
quest for delivery to be rendered via email to 
their direct manager. Subsequently, in some 
cases, verbal approval is given, in others, the 

email is answered with a copy to the treasury 
approving the request and in others, the email 
is simply printed to obtain the manager’s sig-
nature and physically deliver the document to 
the treasury area. This process is repeated for 
cases of expense reports submission. This cu-
rrent process does not allow for order, control 
and monitoring of the requests. After the study 
carried out, and looking for opportunities for 
improvement through the application of tech-
nological tools, it was proposed to manage and 
streamline the expense request and reporting 
process more effectively through the develop-
ment of a web form that collects the flow of the 
expense reporting process from start to finish. 
To reach this proposal, a work table was imple-
mented made up of a representative from the 
areas of technology, accounting, taxes, finance 
and administration. This work table evalua-
ted the risks and deficiencies that the current 
process generates for the company: there is no 
single channel for entering requests; therefore, 
there cannot be a single record to keep track of 
the requirements. The requesting user has no 
visibility of the status of his/her requirement. 
The immediate supervisor and the final appro-
ver are not clear about the order in which the 
requirements arrive. For audit purposes, there 

Figure 2
APP Model – Expense Reporting

Note. Prepared by ALFA S.A.C. - Web Form for Reporting Expenses.
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is no single, defined process, which is subject to 
fiscal observations.

As a result of this roundtable, it was pro-
posed to develop an application that centrally 
processes the flow of expense reporting. With 
the development of this application, the busi-
ness management approach is centered on sim-
ple and agile processes for users. Leaders will 
have a tool that allows them to manage timely, 
reliable and direct information to make better 
decisions, establish KPI indicators and improve 
the results of their teams.

Another area where improvement oppor-
tunities were identified was the procurement 
area for the management of purchase orders. 
Currently, the logistics area receives requests 
for goods and services from users via email, 
manages the quote with suppliers and trans-
fers the requirement to a template to generate 
the purchase order. The purchase order is en-
tered into the company’s management system 
and the respective approvals are requested. 
The current process has no approval limits and 
everything is centralized in the approval of the 
finance manager.

Within the company’s strategic plan, the 
objective is to expand into the international 
market. To achieve this objective, the company 
must organize its processes in order to have 
the capacity to meet the new requirements of 
the different areas.

Using the same approach, a technological 
development is proposed that compiles each 
stage of the purchase order generation pro-
cess, from the request for goods and services to 
the approval of the purchase order. Now, users 
will have real-time statistical information re-
garding the number of requests received per 
day, by area, execution and approval times. As 
shown in Table 1, management will be able to 
establish KPIs to measure the management and 

productivity of their area; as well as generate 
reports according to their needs.

Likewise, the sales department collects 
important information on a daily basis to pre-
pare reports and establish performance and 
effectiveness indicators for sales. However, if 
this information is not processed promptly and 
efficiently, management will not be able to ob-
tain relevant information on its salespeople, 
sales by location, zone or region, and historical 
information for the purposes of preparing fu-
ture budgets. Table 2 shows some controls that 
can be effective for sales management.

Finally, these applications can be installed 
on a mobile device, tablet or accessed remotely 
from any computer, thus allowing information 
to be managed, approved and viewed in real 
time.

The proposals suggested for ALFA S.A.C. 
include a change to the current business ma-
nagement by improving its internal controls by 
making use of new technological trends, thus 
allowing it to enter the era of digital transfor-
mation, be more competitive and, above all, 
save costs by simplifying processes. Artificial 
intelligence applied to big data will even allow 
the generation of trends and projections for the 
study of markets and new investment projects.

Finally, in terms of culture and organiza-
tional climate, the results obtained recommend 
promoting actions to develop a work environ-
ment that motivates employees so that they 
feel identified with the company and contribu-
te to the process of generating value for it. Ta-
ble 3 shows some proposals:

Regarding limitations, although in studies 
of this type there are usually restrictions on 
access to information due to the confidentiality 
that many companies handle, in this case it was 
not a significant problem. Being part of the or-

Table 2
Example for the Determination of KPIs – Logistics Management – Requirement of Goods and Services

Requests KPI ś Ratio

No. of applications registered and approved
No. of closed applications
No. of requests by type of good or service

Service time
Effectiveness
Order management

Users / Area
Area / Organization
Requests / Period

Note. Prepared by the author.
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ganization, I was allowed to access the neces-
sary data and collect information directly from 
the collaborators, including their concerns and 
proposals for improvement.

However, limitations were identified wi-
thin the organization, mainly related to the 
computer systems used and inefficient mana-
gement for collecting and storing data. In ad-
dition, another challenge was the resistance to 
change by some collaborators, who have been 
working routinely for years and showed some 
reluctance to adopt new practices. The opera-
tional burden and the difficulty in coordinating 
meetings also affected the speed and effective-
ness in carrying out interviews and surveys.

Finally, financial resources were also a li-
mitation, as improvement plans require signifi-
cant investments, such as updating equipment, 
acquiring technological tools and staff training, 
among other aspects.

CONCLUSIONS
• Digital transformation influences bu-

siness management as a process of 
change in the way of doing things, 
applying agile thinking and methodo-
logies that allow organizational chan-
ge. Digital transformation and busi-
ness management are part of a process 
of continuous improvement, where 

technological tools will allow identi-
fying areas of improvement and bu-
siness management will establish the 
processes and strategies to implement 
improvements.

• Proper business management must 
optimize its processes in order to re-
duce costs. The use of technology 
contributes to this reduction since it 
offers tools that can automate repe-
titive tasks, reducing errors and im-
proving employee performance. To-
day there are tools that do not require 
large investments for their application 
but that are little known and/or used 
by organizations. Evaluating the use of 
these tools gives the organization the 
opportunity to be more efficient and 
competitive. Today, technological tools 
allow us to make disruptive innova-
tions by improving the ways of doing 
things and managing resources more 
efficiently.

• Developing an appropriate organiza-
tional culture and climate begins with 
a change in each person, a change in 
the way of doing things; complemen-
ting each other to initiate a digital 
transformation with new technologies 

Table 3
Example for Determining KPIs – Commercial Management – Expense Reports

Requests KPIs Ratio

No. of registered applications
No. of requests serviced 
Number of applications settled

Service time 
Payment periods
Sales effectiveness

Expense / Period
Frequency / User
Type of expense / User

Note. Prepared by the author.

Tabla 4
Actions to Promote Organizational Culture

Action How Result

Promote culture Spreading the mission and vision Positively influence employees, making them feel committed 
and identified.

Work Environment Generating a comfortable environment 
for employees.

It will enhance employee performance by allowing them to work 
comfortably without stress.
A motivated person is a creative person.

Communication Eliminate poor communication between 
employees horizontally and vertically.

Resolve labor conflicts by generating a better work environment

Note. Prepared by the author.
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and resources that allow for an impro-
vement in business management.

• The organization will have Big Data 
with which it will be able to generate 
dashboards, statistical reports and 
any indicator it wishes to measure and 
control. But above all, it will allow Ge-
neral Management to have real-time 
information to be able to achieve the 
company’s strategic plans.

• Business management continually 
evaluates business strategies, proces-
ses and operations. It seeks to effec-
tively direct resources to achieve the 
organization’s objectives. Its main 
challenge is resistance to change from 
within; therefore, it must be addres-
sed through constant communication, 
integration and development of an 
organizational culture that promotes 
change and growth in the organiza-
tion. Business management seeks to 
measure results and is constantly eva-
luating its internal and external envi-
ronment in order to determine risks 
and propose opportunities for impro-
vement.

• The use of technological tools would 
be an important contribution to chan-
ging the current business manage-
ment process in ALFA S.A.C. in order to 
make it more competitive and impro-
ve its operational efficiency by saving 
costs, organizing the documentary 
flow and maintaining traceability of 
operations. However, it is important to 
mention that, although several points 
of improvement have been identified, 
it is the company that must determine 
the areas in which the use of techno-
logical tools will have the greatest im-
pact on its operation and how digital 
transformation can influence the im-
provement of its processes and strate-
gic projects as an organization. From 
the research carried out, it is deter-
mined that it is necessary to improve 
the management of the supply chain, 
allowing greater visibility and control 
over logistics processes. By applying 

technological resources, business ma-
nagement would use these capabilities 
to optimize inventories, reduce costs 
and improve customer satisfaction.

• Interviews conducted with ALFA 
S.A.C. have shown the need to make a 
change in processes, to automate pro-
cesses that are currently carried out 
manually and repetitively through the 
use of simple digital tools.

• Hand in hand with technological chan-
ges, the business management of ALFA 
S.A.C. seeks to reduce operational ris-
ks in its operating processes by imple-
menting technological solutions that 
allow it to streamline and manage its 
activities effectively and efficiently.

• In general terms, any company seeking 
to implement digital transformation 
within its organization can begin by 
taking into account these main steps:

• Conduct an initial diagnosis. Evalua-
te your processes, technology and 
current organizational culture. This 
way you will be able to identify and 
prioritize the areas where digital 
transformation will have the greatest 
impact. Identify your technological 
shortcomings and establish SMART 
objectives. To achieve implementation, 
the commitment of management and 
executives will be necessary in order 
to get involved and provide the neces-
sary support to achieve the changes.

• Change management, fostering an or-
ganizational culture that promotes 
innovation and agile methodologies 
so that employees can quickly adapt 
to changes. At this stage, it will be im-
portant to strengthen the capabilities 
of employees by promoting a training 
and professional growth plan.

• Investment in technology; after eva-
luating the technological gap that the 
company has, it must define what type 
of technology it will require and imple-
ment based on priorities and budgets.
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• Finally, consider that, as with any 
new process, there will be challenges, 
which must be addressed according to 
each situation and moment. For exam-
ple, you will encounter resistance to 
change, establishing strategic objecti-
ves with technological needs and ma-
naging information security.

• Future research related to digital 
transformation should not only ex-
pand theoretical knowledge, but also 
offer solutions to organizations so they 
can face the challenges of an increa-
singly digitalized economy. Because 
digital transformation is evolving ra-
pidly, new areas of study will conti-
nue to emerge in the business sector, 
in industrial, retail, e-commerce, and 
other sectors. Identifying these future 
lines of research is crucial to continue 
to delve deeper into the challenges and 
opportunities that organizations face, 
particularly in an ever-changing busi-
ness environment.
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