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Purpose: Digital marketing competence is the capacity of a business to organise, carry out, and 

oversee digital marketing in order to boost its perceived competitiveness by customers. Small 

and medium-sized businesses' (SMEs') performance may be significantly improved by 

digitalisation. The majority of researchers tackled the issue from several angles by looking at how 

company performance is affected by technological skills, digital skills, information systems 

capabilities, adoption of information and communication technologies (ICT), and digital 

transformation. In addition to examining the effects of technological orientation, relationships 

with customers, and digital marketing on SMEs' business performance in emerging markets 

(EMs), this study attempts to provide a comprehensive conceptualisation of how digital 

marketing and its adoption boost the productivity of SMEs. 

Method: Convenience sampling was used to gather data from SMEs in Türkiye’s Konya Region 

in order to evaluate the suggested model. Using the framework of structural equation modelling 

with partial least- squares estimation (PLS-SEM) method, 119 responses from SMEs that were 

gathered via online and in-person surveys were examined. 82% of those surveyed said they were 

partnerships or entrepreneurs. Eight respondents are white-collar workers, 13 are high-ranking 

managers, 14 are mid-level managers, and two said they have various roles. 

Findings: The findings demonstrate the beneficial effects of organisational agility and digital 

maturation on corporate achievement. However, it is shown that organisational agility, when 

considered as a moderator, lessens the impact of digital maturation on firm performance. 

Conclusion: While there are many advantages to digitalisation for businesses, it is still 

debatable whether it has a direct impact on performance results. The results of earlier research 

evaluating the effect of digital maturity on company performance were not entirely consistent. 

Therefore, several studies recommended investigating potential intervening factors. Thus, the 

impact of organisational agility and digital maturity on business performance is investigated in 

this research. Additionally, the moderating function of organisational agility in the relationship 

between business performance and digital maturity is also examined. 

Keywords: Digitalization, Small and Medium-Sized Enterprises (SMEs), Systems Capabilities, 

Digital Maturity-Firm Performance, Konya Region, Türkiye, Information and Communication 

Technologies (ICT), Organizational Agility, Digital Marketing, (PLS-SEM) Approach 

 

INTRODUCTION 

Modern businesses have several challenges, including the demand for highly tailored products and services, 

effective business processes, and profitable supply chains. In order to solve these problems, digitalisation has become 

a crucial organisational competency [1]. To stay competitive in the digital age, businesses need to go through a digital 

transformation. Digitally mature organisations are more profitable and have improved their income than less mature 

ones [2, 3].  
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Businesses' ability to innovate and successfully provide consumers with value-added goods and services 

determine how competitive they are [2, 3]. The primary forces behind digitalisation are customer needs and the need 

for quick adoption of novel requirements via organisational resources. Digital technologies promote performance by 

boosting the organization's capabilities, improving sales, and fostering productive partnerships with suppliers and 

customers [2, 3]. In the majority of European nations, Small and Medium-Sized Businesses (SMEs) are regarded as 

the primary economic building blocks.  

For example, according to the Annual Report on European SMEs 2018/2019, 99.8% of businesses within the 

Non-Financial Business Sector (NFBS) are SMEs, and there were just over 25 million SMEs in the EU-28. These 

SMEs account for 66.6% of NFBS employees and 56.4% of NFBS revenue. The Turkish Statistical the Institute (2019) 

reports that about 99.8% of Türkiye's workforce is employed by SMEs, which make up over 72.4% of the country's 

workforce and generate a substantial amount of income [3, 4].  

Regretfully, the majority of these businesses, which have enormous potential to boost the global economy, are 

still struggling to fully embrace digitalisation [2, 6]. For example, just 18.5% of Turkish businesses with 10 or more 

workers use a Consumer Relationships Management (CRM) system, while only 20.5% used Enterprise Resource 

Planning (ERP) software. Furthermore, just 13.7% of these individuals provide ICT professionals job chances [6, 7].  

The degree of digitisation among Turkish SMEs is insufficient in this regard. A similar condition is also seen 

in the majority of European nations. In small businesses, for instance, 15% of employees are ICT specialists, while 

33% of SMEs use ERP software. In addition, there is a significant digital divide across EU member states. For 

example, Finland has a 50% cloud computing utilise rate [6, 7], whereas Bulgaria, Greece, and Romania have lower 

rates than 10%, and Türkiye has a 14.1% utilised cloud computing rate for businesses of all sizes [8]. 

In both established and emerging countries, Small and Medium-Sized Enterprises (SMEs) are vital because 

they provide substantial contributions to GDP, employment, and general development of society [4, 5]. Use of ICT 

and digital technology help SMEs lower transaction costs, enhance service quality, integrate with customers along 

with additional stakeholders, increase effectiveness and efficiency, achieve sustainable growth, and gain an advantage 

over their competitors, but they also present a number of challenges [6, 7]. Digital technology and ICT usage provide 

challenges for SMEs, including inadequate financial and human resources, a lack of specialisation, and a lack of ICT 

expertise [6, 7].  

Furthermore, the significance of the adoption of ICT and digitisation for SMEs has been underscored by the 

Covid-19 epidemic [5, 6]. However, in developing nations, the lack of adequate infrastructure, restrictions on senior 

management support, a lack of human and financial resources, a generally unfavourable attitude towards 

digitalisation, and the experience and dedication of managers are some of the major factors that impede the use and 

adoption of ICT. Other factors include political instability, limited financial support, and the absence of external 

support/consultancy as well as expenses.  

SMEs also need assistance integrating new digital technologies because of their position in the value chain & 

requirement for economics of scale [5, 6]. An organization's capacity and dynamic management traits determine how 

well it adopts and electronically digitises ICTs. Innovation performance is strongly impacted by social performance 

development [8, 9].  

Relational governance promotes the success of innovation, therefore improvements in innovation performance 

may be greatly impacted by a firm's readiness to adjust and implement knowledge practices that show that it is 

motivated to ensure a long-term connection. Only via digital networks can supply chain integration, enhanced 

cooperation, [9,10], cooperative processes for making decisions, and information sharing feasible. [6, 7].  

The innovativeness of organisations is directly impacted by the digitalisation of business operations as a 

component of digital transformation. Additionally, product advancements in manufacturing companies are 

favourably correlated with digitalisation [8, 9]. In order to comprehend firm-level ICT adoption, previous research 

primarily concentrated on the use of Technology Organization-Environment (TOE) paradigm and looked at a variety 

of aspects. Mixed results have been found in studies looking at the connection between business size and ICT use [9, 

10]. Lack of knowledge has been shown to be one of the most significant obstacles among owner/manager-related 

variables, particularly for developing nations [5, 6].  



84  

 

J INFORM SYSTEMS ENG, 10(9s) 

Additionally, there are contradictory results on how owner/manager demographic characteristics affect ICT 

adoption. For instance, there are notable variations in business according to year and age, but not in adoption of 

information and communication technologies according to age [9]. 

Digital marketing competency is the ability of the company to plan and execute digital marketing. The 

processes, systems, and abilities that make up a company's fundamental assets and enable it to prosper in the digital 

age are referred to as this competence. According to previous research, a company's digital marketing competence is 

defined as its ability to use internet connectivity and other technology advancements to facilitate in-depth customer 

interactions [9, 10]. Through these connections, companies may learn more about their customers and consumers 

can access corporate resources and information. For these reasons, it may be concluded that digital marketing 

includes not only the use of technology for digital marketing but also the ways in which firms plan, carry out, and 

oversee digital marketing [9, 10].  

Businesses need to have digital marketing abilities since they may increase productivity. According to Field's 

study, companies may achieve impressive results by improving their digital marketing abilities, which can lead to a 

20% rise in revenue and a 30% reduction in campaign expenditures [10, 11]. Even when companies apply state-of-

the-art technology and hire staff with outstanding management skills, campaign performance may still rise by 30% 

[6]. [9, 10]. 

To improve the organization's ability to use digital marketing, a study methodology has been created [6, 10]. 

The model suggests that a company's digital marketing skills may be improved by digital transformation, the adoption 

of new marketing technologies, and the readiness of a new technological ecosystem. 

Since SMEs are always a part of a larger value chain, they must coordinate and work together with business 

partners [4, 9]. However, human and financial resources are almost always in short supply. Therefore, having a 

thorough grasp of the phases of the digital transformation is crucial. Little is known about the causes, effects, and 

challenges of SMEs' digitisation, regardless of their economic worth. Little research has been done on the digital 

technological maturity of SMEs and how it relates to company performance. Previous studies have mostly looked at 

the impact of technology orientation, IT skills, or certain technological resources on firm performance [9, 10]. Those 

research' scant data have produced contradictory conclusions about the impact of digital maturity.  

Organisations with advanced technology, for instance, do not outperform their peers. Thus, the primary goal 

of this study is to determine how digital maturity affects the performance of SMEs. It is believed that providing 

managers with knowledge and insight is essential, particularly in businesses with less developed technological 

capabilities [12]. Examining the moderating function of organisational agility in the link between digital maturity and 

performance is another goal, as contradictory findings from previous studies suggest that a number of variables may 

affect this relationship [2, 16]. 

In order to advance digital transformation and achieve competitiveness, it is believed that increasing 

knowledge of the performance advantages of increased digital maturity is essential. Understanding the connection 

between their performance and digital maturity is essential to maintaining a successful digital transformation project 

and increasing awareness of its significance [2, 6]. It is crucial to create a new digital strategy, redefine company 

goals, and evaluate innovative digital business models. 

LITERATURE REVIEW  

1.1 Adopting of Digital Marketing 

For many organisations today, the use of digital marketing is an exciting new idea since it creates a new method 

for enterprises and consumers to purchase and sell, connect, and exchange information. Marketers have taken notice 

of digital marketing because it makes it easier for businesses and consumers to communicate with one another, 

preserving the emotional & psychological connections that bind individuals to businesses. [2, 9]. 

Digital marketing refers to a marketing strategy that uses digital media to individually approach customers at 

the appropriate moment and in a way that is important to their requirements [11, 12]. Other names for digital 

marketing include "online," "internet marketing," and "web marketing." Since 2013, the phrase "digital marketing" 

has gained the greatest use, particularly in conjunction with the increasing use of information and communication 

technologies [13]. 



85  

 

J INFORM SYSTEMS ENG, 10(9s) 

1.2 The transformation from analogue to Digital 

In order to generate additional value via business models, operational procedures, and experiences for clients, 

the digital transformation is an approach of change that makes use of digital and technological capabilities [13, 14]. 

Therefore, by using a mix of information technology, computation, communication, and networking, digital 

transformation seeks to enhance entities by bringing about notable changes in their attributes.  

Making a customer experience appealing, leveraging the power of operational processes, identifying new 

business models, developing a transformation vision, recruiting staff to realise the vision, managing the transition 

process, and fostering technology leadership capabilities are the seven pillars of digital transformation, a process that 

improves a company's digital competence. Together, these components help a business develop its leadership and 

digital capabilities, which in turn increases its digital competence [13]. 

1.3 Capability for Digital Marketing 

A company's digital marketing competency is its capacity to organise, carry out, and oversee digital marketing 

[13, 15]. It describes a business's capacity to provide in-depth client interactions via the use of the internet as well as 

additional information technology. Customers may access corporate resources and information via these encounters, 

while the business gains further insight about its clientele. Digital marketing capabilities also refers to the procedures, 

frameworks, and competencies that a business need to thrive in the digital era [13]. Three crucial and complementary 

assets make up the multifaceted architecture of the internet marketing capability: business, human, and IT resources 

[14]. 

1.4 Digital transformation, digitisation, and digitisation 

Organisations' digitisation efforts originate from functional domains such as operations, customer services, or 

sales & marketing [15, 16]. Digital projects have expanded recently with the goal of reaching the market in a manner 

that generates income. Enterprises' digital environment is no longer restricted to communication channels, and 

digital operations have gained significant relevance. Despite the fact that the terms digitisation, technological 

advancement, and the digital transformation are often used interchangeably, they are not entirely synonymous [14, 

16]. While digitalisation necessitates modifying business processes via the use of digital technology, digitisation is the 

conversion of analogue processes to digital ones without affecting the process's structure. Therefore, the transition 

to digital business is included in the process of digitalisation [16, 17]. The idea behind digital transformation is to 

leverage what is already known to completely alter an organization's structure, including its technology, strategy, 

operational setup, and culture. An organization's usage of technology must be completely redesigned in order to 

undergo digital transformation [19]. 

Digital how well they perform, agility, and maturity by offering a path for digital transformation, maturity 

models facilitate the assessment of an organization's current state and the establishment of improvement goals [19, 

20]. The organisational competences needed to accomplish digital transformation are measured by maturity models. 

Dependent on how they evaluate and disclose an organization's fundamental degree of digital development, models 

of maturity have become a widely used tool. This data is crucial for evaluating the needs for digital transformation 

both now and in the future. 

The growth and viability of SMEs have been severely hampered by the public health concern known as COVID-

19. The crisis also highlighted how crucial information and communication technology were to responding to the 

COVID-19 pandemic. investigated the connection between SME performance, public responses to crises, and 

digitisation [11,13]. According to their results, the SME's digitalisation initiatives help them overcome public crises 

via their level of technological advancement, use of digital technologies, and business model. Additionally, 

digitalisation improves SMEs' performance by fostering the creation of reaction plans. [13, 15].  

The capacity of an organisation to innovate digitally was favourably influenced by its digital orientation and 

capability, and the effect of digital innovation on firm performance was mediated by digital capability and 

technological orientation [16, 17]. The association between SME performance, organisational learning skills, process 

and product innovation, and technology orientation was moderated [18]. Nonetheless, there is empirical evidence 

between corporate performance with digital maturity. Furthermore, there has been conflicting evidence in the past 

on the beneficial impact of technical IT skills on organisational agility. Agility-achieved organisations may exhibit 
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significant variations in their digitalisation strategies. For example, Carrefour did not use cutting-edge digital 

technology and showed agility comparable to Walmart in China [18, 19].  

Thus, the following research paradigm is suggested in light of the arguments and research gaps identified in 

the literature. 

 

Fig. 1 Research Framework. [19] 

1.5 Hypotheses  

H1: Organisational agility improves company performance.  

H2: Firm performance is favourably impacted by digital maturity.  

H3: The association between business performance and digital maturity is moderated by organisation 

agility. 

METHOD 

1.6 Collecting samples and data 

Convenience sampling was used in the last quarter of 2024 to gather information about SMEs in the Konya 

Region of Türkiye in order to evaluate the suggested model [18, 19]. Every company that fit the Turkish definition of 

SMEs was taken into consideration as a sample resource. Data from SMEs was gathered using both in-person and 

online survey approaches. 119 responses, or 74.4% of the 160 (=N) questionnaires that were distributed, have been 

received [20].  

1.7 Descriptive data 

Table 1 presents the demographic information of the study participants. Of the responders, 51% are between 

the ages of 30 and 47, and 88% are men [20, 21]. Furthermore, according to 69% of the respondents, they are either 

partners or owners of the business. The majority of participants—57 percent—have a university degree.  

Table 1 Sample Populations [22, 23]. 

Status Age University High School Primary School Total 

Entrepreneur/Partner 

 M F M F M  

18-

23 
2 1 2 6  11 

24-

29 
8 4 4 1  17 

30-

35 
4 3 6 4  17 

36-

41 
7 2 2 2  13 

47+ 6  1  2 9 

Senior Executive 

24-

29 
2    1 3 

36-

41 
1 2   4 7 
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42-

47 
2 2  2 3 9 

Mid- Level manager 

18-

23 
1  2 4  7 

24-

35 
3  1 2  6 

36-

41 
 1  3 1 5 

47+  4 1  2 7 

White collar employee 

18-

23 
  1 2 4 7 

24-

29 
2   2 3 7 

30-

35 
 2  1  3 

Other 

18-

23 
1 6  5 2 14 

24-

29 
6  6   12 

Total  45 27 26 34 22 154 

 

The sectoral distribution of the businesses that the study participant works for is shown in Table 2. Family 

firms make over 60% of the companies in 19 distinct industries [23, 24]. 

Table 2 Industry-wise Allocation of Families and Non-Family Organisations [22, 23]. 

Business industries 
Family Business 

Total 
Yes  No  

Trade (marketing and sales) 15 5 20 

Metal  9 4 13 

Paper, Paper Products, and Woodworking 8 3 11 

Food  6 12 18 

Soil, cement, and glass 2 7 9 

Electronics and Electricals 2 4 6 

Communication, logistics, and transportation 1 2 3 

Travel, lodging, and food and beverage operations  3 3 

Health and social services  1 1 

Total  43 41 84 

 

Trade (sales and marketing), paper products, metal, food, and make up 49% of the whole sample. [14, 26].  

Table 3 Industry-specific Employee Number [25, 26]. 

Sector  Total 

Trade (marketing and sales) 22 

Metal  21 

Automotive   26 

Food  41 

Glass, cement, soil 32 

Electronics and Electricals 14 

Communication, as well as logistics, and transportation 26 
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Hunting and agriculture are completed 14 

Health and social services 26 

Total  222 

 

1.8 Measurement scales 

Scales from earlier research were used in this investigation [23, 24]. Business models, operational procedures, 

and customer experience were the three sub-dimensions of digital maturity. In all, 10 questions were asked, including 

four concerning operational procedures, four about customer experience, and two about business concepts [24, 25].  

Six items showed operational flexibility, five items showed customer responsiveness, and five items showed 

strategic agility. The items were assessed on a five-point Likert scale, with 1 denoting "totally disagree" and 5 denoting 

"totally agree." These components were derived from the digital maturity example.  

Specific questions comparing performance compared to rivals were used to assess organisational competence 

and firm performance. The questions were scored on a five-point scale, where 1 meant "clearly poorer" and 5 meant 

"clearly better" [28, 29]. Because the five-point Likert scale has been shown in the literature to improve response 

rates [31, 32], answer quality, and reduce confusion [30, 31], it was chosen over the original seven-point scale style. 

DATA ANALYSIS  

Using the modelling of structural equations with a partial least-squares estimation (PLS-SEM) approach, the 

study's assumptions were examined. PLS-SEM aims to maximise the explained variation of dependant latent 

structure in a model that makes absolutely no assumptions about the distribution of data, and it has gained increasing 

popularity in advertisement, operations management, IT for management, and other business fields [33]. Smart-PLS 

software was used to perform the validity and reliability evaluations shown in Table 4 [28, 29]. 

All loadings meet the criteria, as shown in Table 4 [30, 35]. Each construct's internal consistency reliability 

was evaluated using α, AVE, and C.R. [27, 28]. Table 4 shows that each construct's α (≥ 0.70), C.R. (≥ 0.70), and AVE 

(≥ 0.50) are at the acceptable level [29, 30].  

Table 4 Validity and Construct Reliability [30, 36]. 

Construct and items  
Outer 

Loadings 
 

Cronb

ach's 

Alpha 

Average 

Varianc

e 

Extract

ed 

Digital Maturity  

0.9

6 
0.99 0.89 

DM9 
We use digital technology to improve the functionality or value of our 

current goods and services. 
0.58 

DM1

0 
We have introduced new digital technology-based business models. 0.94 

DM7 

Key operational and consumer data are seen in an integrated manner 

(integrated view = tight and smooth cooperation across several 

departments, groups, organisations, and systems). 

0.89 

DM5 
We can now connect customer-facing and operational operations in 

novel ways thanks to technology. 
0.74 

DM8 We use analytics to improve our operational choices. 0.64 

Organization Agility  

0.6

9 
0.88 0.82 

OA7 We are effectively integrating all supply chain operations.  0.54 

OA1

0 

We are effective in increasing the delivery speed of our goods and 

services. 
0.21 

OA6 Our integration of internal business procedures is successful. 0.69 

OA1

2 

We are able to increase the pace at which we try to identify 

opportunities and risks. 
0.22 

OA11 We are able to increase the speed of logistical procedures. 0.96 

Firm Performance  0.6

5 
0.96 0.83 

FP5 Growth in revenue (over the previous three years). 0.91 
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FP4 Market share growth (over the last three years) 0.69 

FP2 Cash flow growth. 0.92 

FP3 Growth in the ratio of sales to profit. 0.59 

For the measuring framework to be valid for discrimination, the square root of each variable's AVE must be 

higher than the correlations between the variables [36, 37]. Every variable value is at the proper level, as Table 5 

demonstrates.  

Table 5 Validity of Discriminants. 

 
Digital 

maturity 

Firm 

performance 

Organization 

agility 

Digital maturity 0.89   

Firm performance 0.69 0.91  

Organization agility 0.63 0.72 0.86 

 

Table 6 shows that organisational agility (0.496) and digital maturity (0.368) have a beneficial effect on 

business performance [25, 26]. Consequently, both the H1 and H2 hypotheses were validated (P<0.001). 

Structure Relation  F2 Coefficient  S.D. T. Statistics  P values  

Digital>Firm Performance  
0.3

9 
0.394 0.08 

4.69 0.00 

Organization agility> Firm 

Performance 

0.5

9 
0.496 0.09 

6.39 0.00 

 

Together, these two factors may account for 60% of the dependent variable's variation [38, 39]. Weak (≥ 0.02), 

moderate (≥ 0.15), and strong (≥ 0.35), respectively, are the definitions of effect size (f2) [40]. Both factors seem to 

have a significant impact on company performance, as shown by the f2 values in Table 6.  

Table 7 Results of the Model with a Moderating Effect [29, 30]. 

Structure Relation  F2 Coefficient  S.D. T. Statistics  P values  

Digital maturity>Firm Performance  
0.3

9 
0.394 0.08 

4.69 0.00 

Moderating Effecting> Firm 

Performance 

0.5

9 
-0.496 0.09 

6.39 0.00 

Organization agility>Firm 

Performance 

0.3

0 
-0.268 0.13 

4.56 0.00 

 

CONCLUSION  

It is anticipated that SMEs' degree of digital maturity would be a significant skill for improving organisational 

performance by allowing organisations to react swiftly to opportunities and risks. The study's findings supported the 

idea that organisational agility and digital maturity may boost business success. Similar to study findings, we 

discovered substantial evidence supporting the beneficial effect of digital maturation on corporate performance. 

Conversely, technology alone is insufficient to improve performance; an entrepreneurial spirit and strategic vision 

are needed to reap the benefits.  

This perspective was supported by the study. As to the writers, there is no direct correlation between the extent 

of ICT use and the potential benefits it offers. Additionally, the negative impact of technology-oriented business 

performance and the significant influence of digital maturity were not examined. In Türkiye, business performance 

is positively impacted by agility factors, such as improvements in information technology. However, the study focused 

on large companies. The findings of this study might have important management implications. In order to boost 

company performance, SMEs should first comprehend their present digitisation practices and competencies. Many 

firms aren't investing in digital technologies and business models since they don't understanding how technological 

advancements affect performance.  
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To improve their performance, they have to concentrate on implementing cutting-edge technology. Adopting 

a digital mind-set and a continuous growth plan are crucial components of digital transformation, in combination 

with the adoption of technological advances and company models. This research further emphasises how crucial it is 

to provide funds for SMEs' digital by giving policymakers empirical information. Governments should think about 

making more investments to raise SMEs' understanding of developing digital capabilities and implementing digital 

technology. 

Digital transformation and ecosystem of innovation preparedness are also included in the assessment, in 

addition to the use of digital marketing technologies. By evaluating a company's digital marketing skills and 

identifying the underlying reasons for both high and low capacities, DMUI is able to provide suggestions on how to 

enhance the company's digital advertising abilities. 

LIMITATION  

Even if the study's findings improve the field, certain problems could be resolved by further research. First of 

all, using a convenience sample approach to collect data has a negative impact on the results' ability to be represented 

and generalised. Additionally, data collected from several sectors reveals a more general effect than data collected 

from a single sector. The combined effects of operational processes, customer sensitivity, flexible operations, strategic 

flexibility, and customer experience were also considered in this study. Future studies can concentrate on analysing 

the distinct effects of the digital maturity sub dimensions and organisational flexibility. 
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