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ABSTRACT
Digitalization is changing business and organizations. In the organizational context,
the potential that can be realized through digitalization is manifest, namely the
expenditure reduction and higher innovative power. However, it is not enough to
integrate digitalization; a change of culture and behavior is necessary. To this extent,
social media relations have the potential to create communication capabilities that
can be turned into useful resources, which in turn will result in more significant
competitive advantage and performance. Taking advantage of social tools within
social business contexts requires an exercise in how to demonstrate usefulness
regarding the creation, access, and sharing of content securely. To this end, this
chapter will provide a comprehensive view of a new context of labor (i.e., social
business supported by mobile IST-m_CSDIT2) to improve the organizational wellbeing through the collective intelligence and agility dimensions.
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Digital Organizations

INTRODUCTION
Organizations in recent years, due to digitalization, have undergone an enormous
r(evolution) at the social, economic, and technological levels where the traditional
barriers of information transfer and knowledge silos have been progressively
eliminated. Finding experts and knowledge within an organization is now easier
through Social Business.
Social Business (Yunus, 2007; IBM, 2013; Spieth et al., 2019) can be defined as
the ability of an organization to share information, produce knowledge collaboratively,
manage knowledge, eliminate communication and sharing barriers, accelerate business
processes, approaching the business partners, namely suppliers and customers, and
create innovative products, services and business models. It is thus essential that
such products, services and models are created and properly documented, managed
and shared.
A change of paradigm in what comes to the use of information systems and
technologies (IST) in the day-to-day life of every citizen, by itself, does not sustain
such a transformation; it is also necessary a change of culture and behavior. On the
one hand, the use of IST in an appropriate and integrated way with the organization’s
processes will depend on an individual and collective effort, which may be called
“collective leadership” (Friedrich et al., 2009; Eva et al., 2019). On the other hand,
the younger generation, accustomed to sharing, often through mobile devices,
personal information on Facebook, Twitter, among others, enters the job market
looking for similar tools. These new “social tools” allow the production, sharing
and management of information and knowledge within the organization between
peers and other stakeholders, allowing the barriers elimination of the communication
and sharing.
Therefore, we may infer that Social Business is much more than just collaboration
and sharing, since the IST that are currently available allow the organizations’
processes to be more dynamic, more “social”.
Following these developments, and according to the European Commission
report “Towards a sustainable Europe by 2030” EU is harnessing the power of the
digital transformation to meet the Sustainable Development Goals (SDGs), and it
is fully committed to develop capacity and expertise in key digital technologies
such as connectivity, the ‘internet of things’, cybersecurity, blockchain or highperformance computing, while simultaneously paying attention to the potential
negative externalities of digital infrastructures. (Timmermans & Katainen, 2019).
The growth of social media is already happening at a tremendous rhythm. The
arrival and development of mobile internet applications has set to double the intensity
of social media use. Currently, according to Kemp (2020), internet worldwide users
are 4.57 billion with a penetration rate of 59%, mobile internet users as a percentage
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