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Structured Abstract  

 

Purpose: Sustainable competitiveness and growth of SMEs are increasingly determined by 

their capability to make use of digital technologies which are generating opportunities for 

developing new growth routes based on digitization. This paper reports the findings of a 

study how SMEs in the Basque region of Spain assess their digital maturity. The main 

purpose of this research is to gain insights into the development of digital capabilities of 

SMEs that support their digital based growth.  

Design/Methodology/Approach: The DIGROW-Framework of digital maturity (North et 

al. 2018) was used to assess the digitization capabilities of SMEs in the Basque region in 

northern Spain. In cooperation with the regional business associations, a self-assessment 

questionnaire was sent to members and resulted in a return of 550 questionnaires by 

November 2018.  

Originality/Value: The study provides rich information on the digitization approaches of 

SMEs in the Basque region. It sheds light on the learning paths of digital transformation of 

SMEs. In particular, its originality and value resides in the application of a maturity 

framework based on dynamic capability theory to a wide range of SMEs. The model is 

easily applicable also to SMEs of other countries or regions.  

Practical Implications: Study results allow regional business associations as well as local 

and regional government to develop strategies and support measures to foster digital growth 

of SMEs.  The survey also demonstrated that the applied maturity model provides guidance 

to SMEs  to raise awareness of owners, managers and employees towards required 

capabilities as well as opportunities/threats,  to create a shared understanding on what 

“digitally enabled growth” means for the firm, to anchor pilot initiatives in an overall  

“picture” of digitalization and to define learning objectives.   

Keywords: growth; dynamic capabilities; digital maturity; SMEs, Basque Country. 

 

Paper type: Academic Research Paper. 

Keywords: growth; dynamic capabilities; digital maturity; SMEs, Basque Country. 
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1. Introduction  

 

Sustainable competitiveness and growth of SMEs are increasingly determined by their 

capability to make use of digital technologies (EU 2017) which are generating opportunities 

for developing new growth routes based on digitization (Tarutėa and Gatautis, 2014). To 

understand how SMEs are approaching digitization we have to be aware that they are part 

of a heterogeneous universe of extremely diverse economic agents, whose characteristics 

vary depending on the business sector they operate in, the markets they serve, the products 

they produce and how involved and connected they are to the macroeconomic context and 

support institutions (Latameconomy, 2013). What SMEs have in common, however, is the 

need to integrate, build and reconfigure internal and external resources to adapt to rapidly 

changing environments (North and Varvakis 2016). These dynamic capabilities reside in 

skills, processes, procedures, organizational structures, decision rules and distinct 

disciplines that motivate and promote the detection (sensing) and capture (seizing) 

opportunities in order to reconfigure (transforming) their capabilities (Teece, 2007). Along 

these lines, several studies demonstrate that the development of dynamic capabilities 

contribute to SME performance and growth (He and Wong, 2004; Lubatkin et al., 2006; 

Macpherson and Holt; 2007; Protogerou et al., 2008). 

 

Yeow et al. (2018) found that as an organization shifts towards a digital strategy, 

misalignments between the emergent strategy and resources give rise to tension and 

requires alignment actions, which iteratively reconfigure organizational resources and 

refine strategy in order to respond to both changes in the environment and internal tensions. 

Studies on digitization of SMEs (for an overview see North et al. 2018) suggest that in this 

first wave of digitisation (EU, 2017) SMEs adopt quick impact measures, experiment with 

new solutions, observe their peers and cautiously move forward mostly without a 

comprehensive vision on what digitisation means for the firm. However, we still lack 

consolidated evidence on the learning path of developing digitization capabilities in general 

and regarding SMEs in particular. 

Along these lines, the main purpose of this research is to gain insights into the development 

of digital capabilities of SMEs that support their digital based growth. For this we apply a 

maturity approach based on dynamic capability theory. 

 

Maturity models allow the assessment of the current situation of a company as well as the 

identification of reasonable improvement measures (Becker et al. 2009) and serve as a 

guide through the transformation journey (Valdez de Leon, 2016). Maturity can be defined 

as a measure to evaluate the capabilities of an organisation regarding a certain discipline 

(Paulk et al. 1993). Digital maturity means that a company has the necessary organizational 

capabilities to succeed in the digital transformation (Berghaus et al. 2017). 
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2. Methodology 

2.1 The DIGROW-Framework of digital maturity 

To assess the digitization capabilities of SMEs in the Basque region The DIGROW-

Framework of digital maturity (North et al. 2018) was used. The theoretical foundation of 

the framework is Teece’s (2007) model of dynamic capability development: "For analytical 

purposes, dynamic capabilities can be disaggregated into the capacity (1) to sense and shape 

opportunities and threats, (2) to seize opportunities, and (3) to maintain competitiveness 

through enhancing, combining, protecting and, when necessary, reconfiguring the business 

enterprise’s intangible and tangible assets” (Teece, 2007: 1319).  For the development of a 

practice oriented self-assessment framework a capacity of strategy development and 

communication was inserted between Teece´s  “sensing” and “ seizing”. This is based on 

findings that a particular shortcoming in SMEs is that owners and managers are aware of 

growth potentials but often lack an explicit strategy and if they have a strategy do not 

communicate that strategy to employees (North et al. 2016).  It also pays tribute to Pavlou 

and El Sawy`s (2011) argument on the importance of learning and integration in developing 

dynamic capabilities. 

Therefore, the “DIGROW” framework contains the following four elements, which can be 

seen as challenges (e.g. what are our challenges to sense digitally enabled growth 

potentials?) or capabilities (e.g. do we have the capability to sense digitally enabled growth 

potentials?).  Both views are useful in a self-assessment. Along the lines of Teece´s (2007) 

microfoundations of enterprise performance, North et al. (2018) have defined four 

capacities for each of the four challenges or capabilities. The assessment is visualised as a 

“Wheel of digitally enabled growth” (Figure 1). Each of these capacities can be evaluated 

at five levels described by an anchor statement.  In a pre-test with firms, we found that these 

five levels would allow a sufficient degree of differentiation. Therefore, the “DIGROW” 

framework is structured as follows:  

1. Sensing digitally enabled growth potentials: Searching for digitally enabled growth 

opportunities, understanding  and developing digital customer needs, sensing technology 

driven opportunities, use of external sources for digital innovation. 

2. Developing a digitally enabled growth strategy and mindset: Digitally enabled growth 

strategy, digital leadership, digital mindset  (attitudes & behaviors), empowered employees. 

3. Seizing digitally enabled growth potentials: Digitally enabled business models, digital 

market presence, digital customer experience, agile implementation/deployment of 

digitalization initiatives. 

4. Managing resources for digital transformation: Digital skills & learning, digital 

processes, digital technology & security, digital investments. 
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Table 1. provides an example how these capacities are assessed. The full framework can 

be downloaded from Researchgate.1   

 

 

Figure 1 The wheel of digitally enabled growth (source: North et al. 2018)) 

                                                 
1 

https://www.researchgate.net/publication/326294602_Promoting_digitally_enabled_grow

th_in_SMEs_a_framework_proposal_-_Part_Ii_The_DIGROW-

Framework_evaluation_grid 
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Table 1: Example of the self-assessment questionnaire for the dimension “Digitally enabled 

business models” 

 

2.2 The survey and sample 

The companies under study are small and medium-sized enterprises (SMEs) of the 

manufacturing and commerce sectors of the Basque Autonomous Community (CAV), 

characterized by having between 10 and 500 employees. According to the Basque statistics 

office EUSTAT the number of companies in this size range amounts to 10,330 SMEs, being 

2,644 in the manufacturing sector and 1,722 in the retail. The self-assessment questionnaire 

was sent to 7040 firms in cooperation with the regional business associations between July 

and November 2018. 

The number of SMEs that responded to the survey amounts to 540 (response rate 7,67%). 

After eliminating only partially completed or invalid questionnaires the final sample 

consists of 427 companies. Regarding the size of the companies, 47 firms have between 10 

and 49 employees, 220 companies have between 50 and 249 employees, and 160 have 

between 250 and 500 employees. On the other hand, 138 firms belong to manufacturing 

industry, 29 to commerce sector, and the rest of the 234 companies are distributed among 

different types of services (i.e. education, health services, insurance, information services, 

transport, professional services, etc.) and building (26 firms). 

 

3. Findings 

In the following we will present the survey results, first regarding each integral dimension 

of the DIGROW-framework and, second, we will explore some relationships between the 

different dimensions and examine also other firms’ characteristics (i.e. size). 

Dimension Level 0 Level 1  Level 2 Level 3 Level 4 Level 5 

Digitally 

enabled 

business 

models 

No 

digitally 

enabled 

business 

models 

We have a 

reactive 

approach. 

First we 

see what 

competitor

s are doing 

or 

changing.  

We are 

looking 

for new 

improved, 

innovative 

business 

models 

We have 

started to 

change some 

components 

of our 

business 

model (e.g. 

sales 

channels, 

value 

proposition) 

Our new 

business 

models 

already 

contribute to 

increased 

revenues 

We systematically 

adapt our business 

models or create 

new ones for 

digital enabled 

growth, including 

customer 

segments, 

channels, 

activities/resource

s and the value 

proposition. 
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1 - Sensing potential opportunities for digital growth  

More than three quarters of companies (77%) search for digital growth opportunities, with 

more than a quarter of them (28.2%) actively working on their identification, but only 24% 

identify these opportunities systematically. Commerce firms identify opportunities more 

systematically than the manufacturing industry. In addition, a considerable percentage of 

them have a clear idea of the expectations and needs of their clients, although there is still 

a high percentage of companies that are unaware of them.  Around 38% confirm that “we 

analyse how technology driven opportunities can create value for specific customer 

segments and we address them properly” and another 38% say that they appropriated some 

new digital technology.  

However, there is still little collaboration with external agents such as potential customers, 

universities, research centres, “the crowd” or partners in the “eco-system” for the search of 

opportunities for growth and digital innovation. This sheds light on a rather closed learning 

path towards digitization.  

2 - Developing a digital growth strategy and mindset 

 While many companies are sensitive to digitalisation, this does not translate into the 

development of strategies how to take advantage of the growth opportunities offered by 

digital technologies and the incorporation and application of them in the organization. Only 

18% of firms claim that they have a consistent digitally enabled innovation & growth 

strategy in alignment with their resources.  Another 15% have updated their strategy 

regarding some aspects of digitally enabled growth.  Commerce is more advanced than 

manufacturing in this respect. 

The contrast between extreme positions is more accentuated in relation to digital leadership. 

Compared to a 14% of SMEs that count on leaders that initiate, coordinate and supervise 

digital initiatives, to which they assign a high priority, 30% acknowledge not having leaders 

that promote digital growth. The manufacturing sector is the one that concentrates the 

majority of companies that lack this leadership (42%).  

Regarding a “digital mindset” a quarter of companies affirms that “people in our firm start 

thinking about digitalization and managers are developing new digital behaviours” An 

about 30% of SMEs situates them even higher in stating “There is a generally positive 

attitude towards digitalization and broad development of new behaviours”. 

This emerging digital mindset has, however, a limited effect on empowering employees. 

While 30% of commerce firms say that employees are encouraged to experiment with 

digital initiatives, 40% of manufacturing deny that. This leaves still ample room for 

improvement and has to be seen with in connection with the very low level of agile 

implementation and deployment of digitalization initiatives discussed below. 

3 – Seizing digitally enabled growth potentials 

Although Basque SMEs, in a large percentage, are seeking opportunities for digital growth; 

their ability to take advantage of such opportunities and exploit them is quite limited. In 



   

paper IFKAD 2019, Matera, Italy 5-7 June 2019 

 

 

   

   

 

   

   

 

   

       
 

    

 

 

   

   8    

   

 

   

       
 

this sense, although many companies are thinking of improving their business model or 

developing new business models based on digital technologies, few companies have taken 

comprehensive action. While 43% of commerce firms state that they have started to change 

some components of our business model (e.g. sales channels, value proposition) a similar 

number of manufacturing firms have done nothing so far.  

Consequently, the percentage of companies actively present in the digital market is small 

and the interaction with customers through digital channels is limited. Also in these aspects 

differences are pronounced between commerce and manufacturing. Around two thirds of 

commerce SMEs confirm that they count with a customer-oriented website and presence in 

several social media or –even more advanced - continuously develop different activities to 

keep themselves at the top of mind (e.g. digital marketing campaigns, blogs, videos, digital 

communities, etc.). 44% of manufacturing have a website, which is not actively managed 

and some presence in social networks (e.g. Facebook or twitter). The level of a digital 

customer experience is quite low. Around 20% of firms say that they mainly interact with 

customers digitally. Some of them deliver customer service across multiple digital 

channels.   

With their limited resources SMEs could benefit from an agile deployment of digitization 

initiatives. This includes methodologies such as design thinking for the development of 

new solutions or SCRUM for project management, small projects that lead to short-term 

results and that have an incremental and iterative approach to continuous improvement. 

Most of the companies of both sectors, however, claim not to have projects or 

methodologies to implement digital initiatives. And there are few companies that 

systematize the use of agile technologies to implement digital initiatives. 

4 - Managing resources for digital transformation 

Companies still invest little in the development of digital skills and competencies as well 

as in digital technologies and cybersecurity. However, with regard to the digitalization of 

business processes, the situation is somewhat better, since almost half of the companies 

have begun to digitize some processes. 

Digital skills include the habitual use of technology by collaborators to carry out their tasks 

and for the improvement and innovation of processes and / or business models. It also 

includes curiosity and experimentation to make improvements and the ability to be agile in 

order to rapidly advance at the pace of technological changes and new business models. 

Finally, digital skills include the capacity for continuous learning and development of teams 

and people to close the digital gaps. In relation to digital skills, 26% of companies say that 

investment to develop digital skills is low. For an additional 23% of firms the level is 

adequate in relation to relevant business areas. Companies that claim that their employees 

possess all the necessary digital skills and have formal learning and development programs 

are a minority, 6.7%, and represent almost the same proportion as companies that claim not 

to have digital skills or perform training for their development. 

The implantation of technologies and the level of security of the companies is remarkably 

unequal. Thus, 23% of companies have incorporated digital technology in a few processes 

and have planned security measures, but at the same time 20 % have only minimal 
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technology and very limited security measures. At the higher levels of maturity associated 

with the implementation of technologies and security measures in critical processes and / 

or throughout the business, the trade sector appears better positioned with 25% of 

companies compared to 16% of the manufacturing sector. This result may be associated 

with the B2C business model of the commerce sector that requires greater contact and 

security with the final consumer, compared to B2B relationships manufacturing. 

Regarding investments in digital transformation initiatives, most companies (24%) claim 

to have a medium level.  15% of manufacturing firms say that they have not invested in 

digitization, whereas one third of commerce SMEs report a significant level of investment 

on digital initiatives in specific business areas. 

5 Relationship between DIGROW dimensions and size effects 

In order to know if there is any relationship between the different dimensions of the 

framework and between the different capacities making up each dimension as well, a 

correlation analysis has been performed. As a result of this analysis, a middle intense 

relationship between seizing digitally enabled growth potentials and managing resources 

for digital transformation dimensions is found. Regarding the relationship between the 

different capacities integrating both dimensions, the correlations between digital skills and 

learning and both digital customer experience and agile deployment for digital initiatives 

are especially relevant, among others. Moreover, there are correlations between some 

capacities of the digitally enabled growth strategy dimension and capacities of other 

dimensions. In particular, the digital leadership capacity is correlated with digital business 

models as well as with digital skills and learning, and with digital investments.  

 

On the other hand, and as far as the capacities of managing resources for digital 

transformation dimension is concerned, digital processes, digital skills & learning, digital 

technology & security and digital investments are quite correlated between each other (the 

relationship is slightly more intense between digital investment and digital processes and 

digital technology & security).With regard to the seizing dimension there are just two 

significant relationships, which are between presence in digital market and digital customer 

experience, and between digital enabled business model and digital market presence. In the 

case of developing a digitally enabled growth strategy and mindset, just one relationship is 

significant (the highest of all) between digital leadership and digital strategy for growth. 

Finally, no highly significant relationship exists between capacities related to sensing 

digitally enabled growth potentials dimension. 

 

Moreover, further analysis has been carried out with the aim of testing if firm’s 

characteristics affect digital maturity. In particular, size effect is examined.  In this line, the 

sample has been divided into two sub-samples according to firms’ size. One sub-sample is 

made up by firms having between 50 and 249 employees (i.e. group 1), and the other one 

includes companies having between 250 and 500 employees (i.e. group 2), with the purpose 

of comparing both sub-samples and verify if there is significant difference between them 

regarding the digital maturity level of companies. A mean comparative analysis has been 

carried out in order to test if the mean digital maturity level of firms for each capacity is 

significantly different or not according to size. The results of such analysis are shown in 

table 2 in Annex.  
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According to the results obtained, there is a significant difference according to the size of 

the firm in the case of eight capacities included in the framework over a total of sixteen (i.e. 

in the half of the capacities). In particular, in the case of the following capacities (the ones 

highlighted in red colour in the table 2): use of external sources for digital innovation, 

digital leadership, empowered employees, digitally enabled business models, digital market 

presence, digital customer experience, agile implementation/deployment of digitalization 

initiatives, and digital skills & learning. Therefore, it can be concluded that size is a relevant 

variable regarding digital maturity, since the mean digital maturity level of companies 

regarding each capacity is significantly different in each group of companies in the 50% of 

capacities the framework encompasses. Moreover, it is verified that the mean level of 

digital maturity is higher in the case of bigger companies in all the capacities (i.e. higher 

mean in the group of companies with more than 250 employees than in the group of firms 

having between 50 and 249 employees). This is very clearly appreciated in the table 3 in 

Annex which describes the mean level of digital maturity regarding each capacity in the 

two groups of firms distinguished.  

 

Considering the aforementioned, it can be concluded that size is a relevant characteristic of 

the firm in terms of digital maturity and that, in general terms, smaller companies are less 

mature regarding digitalization which is probably explained by the fact that they possess 

more limited capacities for enabling digitalization and digitally enabled growth than bigger 

ones.  

 

4. Discussion 

 

Our findings shed light on an experimental and less systematic learning path of digitization. 

Most companies surveyed do not have a digital strategy and are cautious with regard to 

investments. Development of digitization skills is also quite limited.    

Although we currently lack consolidated evidence in this emerging field of research and 

practice, there is an increasing number of surveys and case studies which support our 

findings. The study "Impuls" (VDMA 2015) of 289 companies in the mechanical 

engineering sector in Germany notes that only 5.6 percent of the relatively small companies 

are already in the group of leaders when it comes to implementing Industry 4.0. Another 

17.9 percent are beginners who work with the concepts of Industry 4.0 and are taking the 

first steps to make this happen. The overwhelming majority of 76.5 percent have not yet 

taken any systematic steps to implement Industry 4.0 and it is classified as new. In case 

studies of 68 German manufacturing SMEs, Müller et al (2018) illustrate that these 

companies generally approach Industry 4.0 with caution and still try to understand how to 

take advantage of the innovation of the business model in the creation of value, the offer of 

value and value capture. This cautious or reactive view is reflected in a survey of 300 SMEs 

in the US (IDC, 2017) that still consider that IT is a necessary cost (45%) instead of a driver 

(20%) of competitive advantage. The IDC-SAP study (2017) of 3900 SMEs in 14 countries 

also states that companies prefer to continue investing cautiously in small projects with a 

rapid impact, which lays the foundations for more ambitious and demanding projects. 

Observing and learning from other SMEs is a widely used approach in this gradual step 

towards digitization (Baker et al., 2015). 
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In our sample, particularly in the manufacturing sector, we witness a rather reactive 

approach to digitization. Employees are rarely empowered to experiment with digitization 

initiatives and there is a limited cooperation with outside partners.  Proactive companies 

show strong leadership, develop a digital mindset, have well-developed sensors in terms of 

technology and market developments, learn from many sources, integrate into business 

ecosystems and actively promote their presence in the digital market (Conference Board of 

Canada, 2014; IDC-SAP, 2017; Sinkkilä, 2017; Müller et al., 2018). 

Regarding the development of digital skills in our sample, only 23% of firms claimed that 

the level of training is adequate in relation to relevant business areas. This lack can be 

explained by the way of operating of SMEs (North and Varvakis 2016). The Interim Report 

of the European Pilot Project on digital skills (Bluespecs, 2018) states that the main barrier 

for SMEs is a lack of a long-term vision and strategy. It was argued that SMEs are not 

upskilling their people because by the very nature of being an SME, they are focused on 

delivery and the short-term.  The report further argues that SMEs often are unaware of what 

skills they are lacking. In addition, given the scarcity of human resources, SMEs seem 

reluctant to have training occur during the working hours. Training is also not offered to all 

workers. Warnhoff and Krzywdzinski (2019) found that workers with lower qualifications 

have less access to training for industry 4.0. On the other hand, successful cases 

demonstrate that SMEs active in non-native digital sectors acquire digital knowledge 

through their interaction with other SMEs specialised in offering IT services and solution, 

and who are able to bring skills and digitization to other SMEs in traditional sectors (Grand 

Coalition for Digital Jobs, no year). 

On the other hand, a study of Swiss SMEs (PwC et al 2016) reveals that digital maturity 

correlates positively with the size of the organization and negatively with the age of its 

administration. This is also corroborated in the present study where it is found that also size 

correlates with digital maturity level, in the sense that bigger companies attain higher digital 

maturity levels than smaller ones.  

Summing up the previous findings: in this first wave of digitalization (EU, 2017) SMEs 

adopt rapid impact measures, experiment with new solutions, observe their peers and move 

cautiously, mostly without a comprehensive vision of what the digitization for the company 

means. 
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ANNEX 

 

Table 2: Comparison between groups of firms by size 

 

  

 

  

Levene Test T-test for mean comparison 

F Sig. T Gl 

Bilateral 

significance 

Mean 

difference 

Standard 

error 

difference 

Searching for digitally enabled 

growth opportunities 

Equal variances 6,890 ,009 ,636 337 ,525 ,099 ,156 

Variances not the 

same 

  
,632 318,734 ,528 ,099 ,157 

Understanding and developing 

digital customer needs 

Equal variances ,058 ,810 -1,379 337 ,169 -,273 ,198 

Variances not the 

same 

  
-1,378 331,723 ,169 -,273 ,198 

Sensing technology driven 

opportunities 

Equal variances 13,425 ,000 -1,270 337 ,205 -,207 ,163 

Variances not the 

same 

  
-1,257 309,158 ,210 -,207 ,165 

Use of external sources for digital 

innovation 

Equal variances ,009 ,923 -2,663 337 ,008 (*) -,521 ,196 

Variances not the 

same 

  
-2,662 332,137 ,008 -,521 ,196 

Digitally enabled growth strategy Equal variances ,025 ,875 -1,297 337 ,195 -,250 ,193 

Variances not the 

same 

  
-1,298 333,244 ,195 -,250 ,193 

Digital Leadership Equal variances 2,524 ,113 -2,399 337 ,017 (*) -,453 ,189 

Variances not the 

same 

  
-2,391 327,514 ,017 -,453 ,189 

Digital mindset 

(attitudes & behaviors) 
Equal variances 12,480 ,000 -,871 337 ,384 -,118 ,136 

Variances not the 

same 

  
-,861 305,553 ,390 -,118 ,138 
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Note: (*) (p<0,05) confidence interval of 95% 

  

Empowered employees Equal variances ,175 ,676 -2,630 337 ,009 (*) -,491 ,186 

Variances not the 

same 

  
-2,630 332,463 ,009 -,491 ,187 

Digitally enabled business models Equal variances 1,312 ,253 -2,580 337 ,010 (*) -,489 ,190 

Variances not the 

same 

  
-2,571 327,354 ,011 -,489 ,190 

Digital market presence 
Equal variances 3,300 ,070 -2,665 337 ,008 (*) -,439 ,165 

Variances not the 

same 

  
-2,659 329,171 ,008 -,439 ,165 

Digital Customer experience Equal variances 1,196 ,275 -3,202 337 ,001 (*) -,506 ,158 

Variances not the 

same 

  
-3,197 330,729 ,002 -,506 ,158 

Agile 

implementation/deployment of 

digitalization initiatives 

Equal variances 7,643 ,006 -3,423 337 ,001 -,571 ,167 

Digital skills & Learning Equal variances 6,457 ,011 -3,058 337 ,002 -,452 ,148 

Variances not the 

same 

  
-3,035 318,059 ,003 (*) -,452 ,149 

Digital processes Equal variances 2,790 ,096 -1,571 337 ,117 -,252 ,160 

Variances not the 

same 

  
-1,561 320,385 ,120 -,252 ,161 

Digital technology 

& security 

 

Equal variances 7,553 ,006 -,047 337 ,962 -,010 ,208 

Variances not the 

same 

  
-,047 315,593 ,963 -,010 ,209 

Digital investments Equal variances 3,509 ,062 -1,300 337 ,194 -,206 ,159 

Variances not the 

same 

  
-1,291 319,427 ,198 -,206 ,160 
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Table 3: Mean level of digital maturity per capacity in each group of firms  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

  

  

 

Group (size)  

Searching for digitally enabled 

growth opportunities 1 N 220 

Mean 4,37 

2 N 160 

Mean 4,28 

Understanding and developing digital 

customer needs 

1 N 220 

Mean 3,56 

2 N 160 

Mean 3,83 

Sensing technology driven opportunities 1 N 220 

Mean 3,96 

2 N 160 

Mean 4,16 

Use of external sources for digital 

innovation 

1 N 220 

Mean 2,92 

2 N 160 

Mean 3,44 

Digitally enabled growth strategy 1 N 220 

Mean 3,42 

2 N 160 

Mean 3,68 

Digital Leadership 1 N 220 

Mean 2,92 

2 N 160 

Mean 3,37 
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Digital mindset 

(attitudes & behaviors) 1 N 220 

Mean 3,58 

2 N 160 

Mean 3,69 

Empowered employees 1 N 220 

Mean 3,08 

2 N 160 

Mean 3,57 

Digitally enabled business models 1 N 220 

Mean 3,02 

2 N 160 

Mean 3,51 

Digital market presence 1 N 220 

Mean 2,91 

2 N 160 

Mean 3,34 

Digital Customer experience 1 N 220 

Mean 2,84 

2 N 160 

Mean 3,34 

Agile implementation/deployment of 

digitalization initiatives 

1 N 220 

Mean 2,55 

2 N 160 

Mean 3,12 

Digital skills & Learning 1 N 220 

Mean 3,12 

2 N 160 

Mean 3,58 

Digital processes 1 N 220 

Mean 3,59 

2 N 160 

Mean 3,84 
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 Note: Group 1: number of employees between 50 and 249. Group 2: number of employees between 
250 and 500. 

 

 

Digital technology & security 

 

1 N 220 

Mean 3,61 

2 N 160 

Mean 3,62 

Digital investments 
1 N 220 

Mean 3,47 

2 N 160 

Mean 3,68 


