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ABSTRACT 

Research background: This paper examines the changing role of information and communication technology (ICT) and 
mobile applications in today's business world in terms of perceived and actual digitalisation. Digital transformation is a 
central issue in modern business strategies, yet there is often a mismatch between what companies believe about their 
digital maturity and what their actual practices reflect. Understanding this discrepancy is essential for developing effec-
tive digital strategies. 
Purpose of the article: The aim of the study is to investigate the differences between perceived and actual digitalisation 
in Hungarian companies, focusing on how business leaders evaluate their digital capabilities and how these perceptions 
align with measurable indicators. The research also aims to identify discrepancies that could hinder strategic digital de-
velopment. 
Methods: A quantitative research approach is taken by using a questionnaire survey to collect data from business lea-
ders in Hungary. The data collected are subjected to statistical analysis, including the Kolmogorov-Smirnov test to esta-
blish normality and scale reliability assessment using McDonald's omega. Finally, mixed data factor analysis (FAMD) is 
used to comprehensively analyse the companies and explore patterns across different company sizes. 
Findings & Value added: The results show significant differences between companies of different sizes in the scoring of 
each of the digitalisation factors. Larger companies consistently give higher scores to these factors, indicating a percei-
ved higher level of digitalisation. However, when comparing perceived and actual levels of digitalisation, an opposite 
trend emerges. The study shows a significant gap between the two perceptions, especially in areas such as customer 
management and service. These findings underscore the importance of accurately measuring digitalisation and the need 
for targeted strategies to bridge the gap between perceived and actual digital capabilities. The added value of this study 
lies in highlighting the risk of overestimating digital maturity and providing insights into the digital strategy development 
process for businesses.  
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INTRODUCTION 

The authors state the aim of the research topic and its 
focus in general, explain its originality, and introduce its 
structure.  
According to the Hungarian Central Statistical Office 
(HCSO) (2023), the micro and small enterprise sector 
has a significant presence in Hungary, both in terms of 
the number of firms and the number of employees. As 

noted in several publications (Sándor & Gubán, 2021; 
Masenya, 2023), the size of the firm is a crucial factor in 
determining the adoption of digital technology. It is worth 
noting that new ICT tools and processes are typically first 
introduced in the multinational sector. Research studies 
have confirmed that some small and medium-sized en-
terprises (SMEs) may face challenges in fully exploiting 
digital opportunities due to various factors such as the 
lack of a national framework for successful adoption, 
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corporate culture, business mindset, technical know-how, 
and limited financial resources (Fan & Ouppara, 2022). It 
is important for businesses to continuously adapt in a 
rapidly digitising environment in order to remain competi-
tive (Csordás et al., 2022). Importantly, falling behind in 
terms of IT resources can have significant disadvanta-
ges, as their performance, effectiveness, and adaptability 
are critical areas that need to be improved. In addition, 
both local and large-scale problems can negatively affect 
the economic potential of MSMEs, as noted by (Sunday 
Chinedu Eze et al., 2021). 
Information and Communication Technologies (ICT) have 
become increasingly important in all sectors. Having a 
solid IT background, sufficient technological knowledge, 
and ensuring the consistent use of these tools is crucial 
for effective operation. Sándor and Gubán (2021) found 
that Hungarian microenterprises have a lower level of 
digital readiness compared to even modestly sized small 
and medium-sized enterprises. In contrast, it is worth 
noting that small and medium-sized enterprises (SMEs) 
play a dominant and important role in the national eco-
nomy. 
The study presented the results of a questionnaire sur-
vey in which enterprises assessed their ICT readiness. 
The survey aimed to identify perceived and identifiable 
stress points in their business processes, and to map the 
digital maturity of local businesses, including their use of 
ICT and the IT skills needed and available for their busi-
ness. Fig. 1 illustrates the research methods and proces-
ses. 

Figure 1: Research methods and processes  

￼  
Source: Authors’ own construction 

THEORETICAL BACKGROUND 

The early 21st century has witnessed rapid digitalisation, 
significantly influencing various domains of life, particu-
larly the economy. Researchers have long been interes-
ted in the impact of ICT tools on various aspects of life. 
The emergence of mobile technology has been another 
significant step forward, freeing businesses from location 
constraints and adding new dimensions to many aspects 
of life. Several studies have examined how mobile ap-
plications are used in business operations and what im-
pact they have on efficiency, customer engagement, and 
decision-making (Hardiyanto et al., 2022; Iakovets et al., 
2023). Iakovets et al. (2023) found that the use of apps 
increased employee motivation. Adiwijaya et al. (2022) 
suggested that small and medium-sized enterprises 
(SMEs) could benefit from adopting mobile applications 
and regularly updating them with new innovative me-
thods. In addition, various researchers have examined 

the impact of ICT tools, especially mobile-based pro-
grams, on business operations (Darmoyo, 2024; Fernán-
dez-Portillo et al., 2020; Zhang et al., 2022). Several 
studies have highlighted that many small and medium-
sized enterprises (SMEs) use information technology to 
improve their performance (Csordás & Füzesi, 2019). 
However, some studies suggested that the performance 
of SMEs in this area is still low (Omimakinde & Dickson, 
2022; European Commission, 2022). Therefore, it see-
med beneficial to investigate the situation in Hungary and 
identify any trends. It is important to consider how to in-
fluence this situation while recognizing the complexity of 
the issue and the need for cooperation between stake-
holders. According to EU surveys conducted in 2018 and 
2020, Hungary is falling further behind at the European 
level (Bánhidi et al., 2020; European Commission, 2022; 
Singh et al., 2024). The aim of this research was to add-
ress the question of how individuals who have a signifi-
cant impact on the operation of SMEs perceive them.  
Challenges facing MSMEs and their level of digital 
maturity 
The constantly changing market environment poses chal-
lenges for small and medium-sized enterprises (SMEs) in 
the European Union and Hungary (Bánhidi et al., 2020; 
Bánhidi et al., 2023). These challenges include the per-
sistent lack of resources and difficulties in accessing 
external funding, which the European Union and Hunga-
ry have attempted to alleviate for years. SMEs play a 
crucial role in the economies of both Europe and Hunga-
ry. In order to promote economic growth, it is important to 
support the development of entrepreneurship. Both 
micro-enterprises and SMEs play a crucial role in a coun-
try's economic growth. While domestic SMEs may face 
certain challenges compared to their Western counter-
parts, the latest ICT technologies can be a valuable tool 
to address competitiveness issues. ICT-based business 
management can also be beneficial for business continu-
ity in times of pandemic by facilitating the exchange of 
information inside and outside the company. According to 
the European Commission’s Digital Economy and Socie-
ty Index 2020 (DESI), Hungary is ranked 23rd out of 28 
EU countries (Bánhidi et al., 2020). It is worth noting that 
the score has improved since 2015, in line with the EU 
average. It is also worth noting that the adoption of new 
technologies among Hungarian MSMEs remains relative-
ly low, with only 10–20% of SMEs (according on the 
DESI index) incorporating them into their processes (Eu-
ropean Commission, 2022). Hungary ranked 26th out of 
28 EU countries in 2020 in terms of business digitalisati-
on and e-commerce performance, placing it among the 
lowest performers in the region (European Commission, 
2022). Moreover, the gap between Hungary and the EU 
average in this area was widening rather than narrowing 
(European Commission, 2022). Improving digital readi-
ness is also a concern in other developed countries 
(Csordas and Fuzesi, 2019). In some instances, the go-
vernment employs affiliated organisations to achieve this 
goal (Lassnig et al., 2021). 
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Kergroach (2020) stated that digital technology can po-
tentially reduce costs, save time, and speed up business 
processes. This statement is especially relevant for com-
panies that produce low-volume products. Several au-
thors argue that one of the most important advantages of 
digital systems for MSMEs is their ability to reduce bar-
riers to internationalisation. (Csordás & Füzesi, 2019; 
Fernández-Portillo et al., 2020; Jou et al., 2024). Al-
though SMEs often focus on domestic markets, digitali-
sation plays a key role in enhancing their ability to ac-
cess international markets more efficiently. The greater 
the degree of digitization of a company's functions, the 
more advantageous its prospects of competing beyond 
its domestic market. It is important to recognize that this 
entrepreneurial approach performs more effectively in 
foreign markets. Integrating Customer Relationship Ma-
nagement(CRM), Enterprise Resource Planning (ERP), 
and other valuable systems is is crucial for enhancing 
digital maturity and can also facilitate the successful in-
ternationalization. This expanded market could provide 
SMEs with greater opportunities for growth and success. 
Adapting to and addressing this need is essential for 
businesses of this size, where lacking capital and labour 
is a common problem (Gunta and Andra, 2020). Mana-
gement maturity has an impact on competitiveness. Evi-
dence suggests that capability studies for larger compa-
nies are not appropriate for SMEs (Ortiz de Guinea and 
Raymond, 2020; Hong & Park, 2014). 
The European Commission has been making significant 
efforts to facilitate and promote the digitization of busine-
sses, aiming to strengthen their competitiveness in the 
digital era (Švarc et al., 2020). The European Commissi-
on proposes the following actions to promote the digitali-
sation of enterprises in Europe, with clear European ad-
ded value (Johnson & Turner, 2015, European Commi-
ssion, 2020): 
• Shared investment in digital innovation 
• Supporting the development of digital innovation 

hubs, with a particular focus on private-academic 
relations 

• Encouraging public-private partnerships in the value 
chain 

• Appropriate regulatory framework 
• Human capital for digital transformation (dialogue 

with social partners, new digital skills). 
According to recent research conducted by Masenya 
(2023) and Sándor & Gubán (2021), SMEs may overes-
timate their digital readiness. This may be due to a limi-
ted understanding of digitalisation, with some people only 
associating it with a website or a basic online presence. 
Observations indicate that some SMEs are not fully awa-
re of the digital tools and technologies available to them, 
nor do they understand how these tools could affect their 
business operations. While some SMEs may use specific 
digital tools or technologies in certain areas of their busi-
ness, they may not have fully integrated them across all 
functions. It is worth noting that resistance to change is a 

common barrier to digitalisation, especially among SMEs 
that have established processes and routines. Although 
SMEs may acknowledge the potential advantages of 
digitalisation, they often exhibit reluctance to allocate 
time, resources, and effort towards adopting new techno-
logies, primarily due to concerns regarding potential di-
sruptions or the perceived complexity of implementation. 
Limited resources and expertise can be significant bar-
riers for SMEs. As SMEs are often characterized by a 
lack of capital, they may lack the financial resources to 
invest in technology upgrades or the in-house expertise 
needed to effectively adopt and utilize digital tools. 
This article examines how SMEs' management and em-
ployees perceive the benefits of digitalisation and their 
perspectives on the transition. According to several stu-
dies (Adiwijaya et al., 2022; Brávácz & Krebsz, 2021; 
Hardiyanto et al., 2022; Sommer, 2015), SMEs perceive 
themselves to be fully or almost fully up to date with digi-
tisation. However, it is important to consider whether this 
perception matches reality. Previous literature suggested 
that digital systems and solutions have the potential to 
facilitate the operations of SMEs. However, it remains 
uncertain whether SMEs are effectively using these solu-
tions. In light of this information, we formulated the follo-
wing hypotheses: 
• H1: The actual level of digitalisation corresponds to 

the perceived level 
• H2: Larger companies perceive digitalisation diffe-

rently 

RESEARCH OBJECTIVE, METHODOLOGY AND DATA 

Before completing the research questionnaire, we con-
ducted three semi-structured interviews with well-establi-
shed businesses in Hajdú-Bihar County (HBC) that were 
highly respected in their field. The aim of the research 
was to identify not only the focal points of SMEs' digital 
maturity through literature, but also the benefits, support, 
risks, and barriers to achieving the vision. The conclusi-
ons drawn from the interviews were used as the basis for 
the closed questionnaire. The researchers conducted 
this survey to verify the hypotheses formulated based on 
the defined objectives. We carried out the questionnaire 
survey in the fall of 2021 and early 2022 with 300 res-
pondents, and 180 enterprises completed it. The data 
was collected from micro and medium enterprises opera-
ting in HBC. Data collection involved personal visits to 
each respondent and was paper-based. The sample 
appeared to be representative of the sectoral distribution 
within the population. 
In this study, the authors used both descriptive statistics 
to summarize the data and multivariate analysis techni-
ques to explore complex relationships between variables. 
In order to compare the distribution of the sectors in the 
population and the sample, the Kolmogorov-Smirnov test 
was used. Means, standard deviations and 95% confi-
dence intervals were calculated for the studied factors 
and variables in the research. The reliability and internal 
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consistency of the scales were assessed using McDo-
nald’s omega (McDonald, 2013) as an alternative to 
Cronbach’s alpha. This was because the assumptions 
underlying Cronbach’s alpha (equal factor loadings and 
uncorrelated errors) are highly restrictive and frequently 
violated (Hayes & Coutts, 2020). In order to create size 
groups using sales revenue and the number of em-
ployees and managers, five clustering methods were 
tested, using the Silhouette index (Rousseeuw, 1987) as 
the internal measure of clustering quality. Authors strived 
to use the most commonly applied techniques like Hie-
rarchical Cluster Analysis (HCA) with Ward’s method 
(Ward, 1963), Kmeans clustering with MacQueen’s 
(Macqueen, 1967) and Forgy methods, distribution-ba-
sed clustering and Partition Around Medoids (PAM) 
(Kaufman & Rousseeuw, 1990). After defining the size 
groups, the authors used a Kruskal-Wallis test to exami-
ne differences in actual and perceived digitalisation bet-
ween the groups. The Kruskal-Wallis analysis also identi-
fied the relationship between process overload types and 
departments. Finally, the authors used the Factor Analy-
sis of Mixed Data (FAMD) technique (Pagès & Pagès, 
2014) to create a map representing the companies to-
gether with both continuous (sales revenue, total number 
of employees and managers) and categorical data (over-
load type). This map highlighted and summarized all the 
relationships in the data. All calculations were performed 
with R 4.2.3. (2023-03-15) (R Core Team, 2023), all figu-
res were created using R Studio 2022.02.2 (Build 485) 
and further enhanced with Inkscape 1.0.1. vector image 
editor. In order to draw the dual Y-axis image and the 
stacked bar graph, readr, dplyr, tidyr, ggplot2 and 
patchwork packages were used. The authors used the 
EMCluster package for distribution-based clustering, the 
stats package for K-means and hierarchical clustering, 
the cluster package for PAM clustering and to calculate 
the Silhouette index, and the FactoMineR package to 
perform FAMD. 

RESULTS & DISCUSSION 

  Table 1 presents the descriptive statistics for the main 
background factors of the population and the sample. 
Next, the distribution of the overload types and their diffe-
rences by department were examined. The mean and 
the standard deviation of the investigated items of the 
actual and perceived digitalisation scales were also pre-
sented (Tab. 1). Finally, the results were presented with 
an evaluation of the clustering and the FAMD analysis. 
The actual and perceived levels of digitalisation were 
also presented separately for the firm sizes generated in 
the clustering procedure. 

The Kolmogorov-Smirnov test was used to evaluate the 
equality of the two distributions with respect to sector. 
The test showed that the population and sample distribu-
tions were identical with no significant difference 
(D=0.143; p=0.983), indicating that the sample is repre-
sentative. 
Figure 2: Distribution of overload types across departments  

Source: Authors’ own calculation 

Manufacturing, administration, and management all sho-
wed a similar pattern of overload, with approximately 
50% of processes experiencing continuous overload 
(Fig. 2). Marketing processes were less likely to be con-
tinuously overloaded, with only about 29% experiencing 
it. Continuous overload was also relatively low in logistics 
(38%). The highest overload level was observed in pro-
duction, while sales had the highest percentage of wave-
like overloads. 

Table 1: Descriptives of the main background factors

Sector
Population  

(count and %)
Sample 

(count and %)
Agriculture 465322 (26) 52 (26)
Processing 77472 (4) 14 (7)
Construction 140374 (8) 20 (10)

Trade and Car service 182545 (10) 25 (13)
Transportation 49778 (3) 7 (4)
Hospitality 73791 (4) 5 (3)
Information and co-
mmunication

69877 (4) 6 (3)

Finance and Insuran-
ce

29938 (2) 1 (1)

Real estate 231655 (13) 17 (9)
Science and enginee-
ring

213647 (12) 28 (14)

Administration 79141 (4) 10 (5)
Education 59528 (3) 7 (4)
Human health servi-
ces  
and social work acti-
vities

44643 (2) 4 (2)

Other services 77632 (4) 4 (2)

Size-related factors Mean (min, max)
95% Confidence 

Interval
S1 Total number of 
employees (person)

8.1 
(1;99)

(6.4 – 9.8)

S2 Total number of 
managers 
(person)

1.6 
(1;6)

(1.4 – 1.8)

S3 Sales revenue of 
the company 
(million HUF)

226.1 
(1;3,439)

(161.1 - 291.1)

Source: Authors’ own calculation
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It can be observed that higher values are associated with 
better levels of both actual and perceived digitalisation. It 
is worth noting that perceived digitalisation was highest 
for PD6 and lowest for PD1, PD2, and PD7. These three 
questions formed a distinct cluster compared to PD3-

PD6 and required separate investigation. Actual digitali-
sation scores were relatively higher for AD2 and the lo-
west for AD1. The results of the study confirmed the re-
liability of the perceived digitalisation scale (ω = 0.855) 
and the actual digitalisation scale (ω = 0.736) (Table 2). 
For perceived digitalisation, removing an item did not 
significantly increase the omega coefficient. In contrast, 
removing the first item from the actual digitalisation scale 
would result in a slight increase in the omega coefficient, 
reaching 0.767. However, the authors decided to retain 
this item, as the scale should comprise at least three 
items. 
The study focused primarily on size, which was determi-
ned using the main size-related factors listed in Table 3 
and analysed through cluster analysis. Table 3 presents 
the results of the validation process. 
The authors applied five cluster analysis methods to cre-
ated four clusters. The Silhouette index was used to se-
lect the best clustering. The authors used hierarchical 
clustering with the Ward method for the subsequent ana-
lyses, as this produced the highest average Silhouette 
index (Table 3). Table 3 shows the average sales reve-
nue and number of employees, as well as their 95% con-
fidence intervals, within each cluster. Finally, the authors 
produced four well-separated clusters according to firm 
size using hierachical clustering with the Ward method. 
Figure 3: Rank values of perceived and actual digitalisation 

by Kruskal-Wallis analysis  

Table 2: Basic statistical description and reliability of the 
studied variables in the questionnaire

Perceived digitalisation 
(PD) 

1: not prepared at all; 5: very 
well prepared

Mean
Standard 
deviation

McDo-
nald’s ω if 

item 
dropped

PD1 Evaluation of consumer 
expectations

2.16 1.24 0.835

PD2 Usage of marketing 
tools

1.90 1.34 0.857

PD3 Management of poten-
tial customers

3.10 1.22 0.812

PD4 Order management 3.12 1.25 0.814
PD5 Customer support ser-
vice

3.08 1.21 0.814

PD6 Business communicati-
on with partners

4.06 0.85 0.845

PD7 Human resource mana-
gement

1.48 1.07 0.864

Actual digitalisation (AD) Mean
Standard 
deviation

McDo-
nald’s ω if 

item 
dropped

AD1 Verification of business 
processes 
/1: frequently revised; 5: no 
need for a revision/

2.27 1.49 0.767

AD2 Restructure business 
processes with a consultant 
/1: should be restructured; 
5: no need for a restructure/

3.43 1.11 0.517

AD3 Number of non-auto-
matic processes 
/1: 10 <; 2: 5-10; 3: 2-5; 4: 
only 1; 5: 0/

2.47 0.84 0.573

Source: own calculation
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Table 3: Result of the cluster analysis and description of the clusters based on firm size

Cluster

Frequency (Silhouette index) From HCA-Ward clustering

Hierarchical 
(Ward)

K-means (Mac-
Queen)

K-means 
(Forgy)

Distribution 
based

Partition 
around me-

doids

Average Sales 
revenue in million 

HUF (95% CI)

Average 
number of 
employees 

(95% CI)

Size 1
150  

(0.73)
156  

(0.79)
118  

(0.79)
101  

(0.63)
110  

(0.78)
38.5  

(28.2-48.8)
3  

(2-4)

Size 2
29  

(0.59)
33  

(0.46)
56  

(0.40)
44  

(0.36)
52  

(0.50)
304  

(275.8-332.2)
12  

(8-16)

Size 3
11  

(0.50)
7  

(0.46)
17  

(0.37)
33  

(0.08)
28  

(0.29)
652  

(569.1-734.9)
21  

(15-27)

Size 4
10  

(0.31)
4  

(0.46)
9  

(0.39)
22  

(0.15)
10  

(0.41)
1829  

(1369.3-2288.7)
24  

(13-35)

Source: own calculation

Source: own calculation
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There was a significant difference between the scores of 
PD3-PD6 according to company size by using Kruskal-
Wallis analysis as p-values were less than 5% (Fig. 3). 
Higher ranks indicated that larger companies rated these 
factors with relatively higher scores. This means that the 
larger the company size, the better the perceived digitali-
sation with respect to PD3-PD6. It was also observed 
that the rating of actual digitalisation was exactly the op-
posite of that of perceived digitalisation. These findings 
support the hypothesis that the actual level of digitalisati-
on does not correspond to the perceived level. It was 
also found that larger companies tended to perceive digi-
talisation differently, especially with regard to managing 
potential customers/orders and customer service. 
Factor Analysis of Mixed Data (FAMD) was employed to 
illustrate the relationships within the dataset and to 
highlight the main conclusions of the study. Size was 
found to be positively correlated with the PD3–PD6 fac-
tors and negatively correlated with the AD1–AD3 factors. 
No significant relationships were found between custo-
mer expectations (PD1), marketing tools (PD2), human 
resource development (PD7) and company size, as 
shown in Fig. 4. A separate investigation using Kruskal-
Wallis analysis also revealed a relationship between size 
and process overload, but only in the case of manage-
ment (p=0.025), sales (p=0.026), marketing (p=0.027) 
and logistics (p=0.002). Figure 4 indicates that smaller 
companies experienced a comparatively lower level of 
overload in their processes, while medium-sized compa-
nies experienced a fluctuating level of overload. On the 

other hand, companies in the third and fourth size cate-
gories reported a consistently high level of overload in 
their processes. 

DISCUSSION 

The study started with an in-depth analysis of the contri-
bution of the SME sector to the economy. The literature 
review emphasized the critical need for SMEs to boost 
their digitalisation to stay competitive and enhance their 
market position. Empirical research among industry ex-
perts revealed a significant gap between SMEs' percei-
ved and actual digital maturity. In line with this, similar 
results have been revealed by Bonnet and Ferraris 
(2011) and Soule et al. (2015). Recognising the hetero-
geneity of the SME sector, especially the presence of 
microenterprises, the study highlights the urgency of 
strategic initiatives to strengthen competitive advantage. 
Although Sándor and Gubán (2021) used a different me-
thodology, our research finds similar results, confirming 
that the digitalisation gap in the Hungarian SME sector is 
an increasingly pressing problemIn order to address this 
gap, the authors propose a comprehensive assessment 
of the digital maturity of SMEs, coupled with the introduc-
tion of accessible and customized digital solutions. 
Aghazadeh et al. (2024) emphasize the key role of inter-
nationalization as a pillar, which aligns with the proposed 
solutions. According to the findings, this strategic appro-
ach could significantly increase the actual digital maturity 
of SMEs, thereby helping to increase competitiveness 
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and operational efficiency in a highly competitive market 
environment. 
The research challenges the perception that digitalisation 
is only a financial issue. It emphasises the profound im-
pact of digital transformation on corporate culture and 
employee engagement, as well as the importance of the 
individual, as Scuotto et al. and Fachrunnisa et al. have 
also reported in their papers (Scuotto et al., 2021; Fach-
runnisa et al., 2020). Held and his research team identi-
fied senior management support as a key factor, which 
aligns with the findings of our own study based on the 
perspectives of senior managers. In addition, Grooss and 
his co-authors point to the lack of other factors in digital 
maturity testing models that consider the role of techno-
logy rather than organizational aspects in the interpreta-
tion (Grooss et al, 2022), while Teichert’s (2019) literature 
review highlighted the role of organizational culture and 
its absence in the models. In line with Cummings (2016), 
this study also finds that reducing monotonous tasks and 
using digital tools can enhance the retention of younger 
employees, thereby improving the overall workforce. The 
investigation stated that larger companies perceive digi-
talisation differently, especially with regard to managing 
potential customers/orders and customer service. This 
strengthened the findings of Singh et al. (2024) that there 
is a strong relationship between ICT and consumer be-
havior. 

CONCLUSION 

The research has highlighted the crucial role of digitalisa-
tion in enabling micro, small, and medium-sized enterpri-
ses (SMEs) to maintain and enhance their competitive-
ness. SMEs recognize the importance of digitalisation, 
and the COVID-19 pandemic has accelerated the adop-
tion of digital tools. However, a significant gap in digital 
maturity remains among these enterprises. The examina-
tions confirmed that the main barriers to digitalisation in 
SMEs are a lack of appropriate skills, financial con-
straints, and insufficient support from top management. 
They also revealed that perceived and actual levels of 
digitalisation differ across companies, and these differen-
ces are related to company size. SMEs often use only 
the most basic digital tools and do not make the most of 

available technologies. While many small businesses 
use ERP systems, they may not be using them to their 
full potential and may only be using a limited number of 
modules, which can be a significant financial burden. All 
three business sizes use only those digital tools and pro-
grams required by government policies or customer spe-
cifications. 
The investigation has identified several challenges that 
SMEs face as they digitize. However, the findings also 
provide some recommendations to mitigate these chal-
lenges and help SMEs successfully navigate the digital 
transformation journey. For example, in terms of training 
and advice, SME managers and employees need regular 
training and advice on how to use digital tools effectively. 
Training should introduce the latest technologies and 
trends, and provide practical knowledge on how to use 
digital tools. Advice should include experts to help busi-
nesses choose and implement the right digital solutions. 
Financing digitalisation is often a significant challenge in 
terms of financial support. Government and EU funds 
should focus on programmes and incentives to support 
SMEs’ digitization. Financial support can help SMEs fi-
nance the purchase of necessary hardware, software 
and services and training costs. When considering net-
working, firms should be allowed to exchange experien-
ces and find common solutions. Networking facilitates 
the flow of information and allows SMEs to learn from 
each other. In networks, businesses can develop new 
solutions and services and apply for grants together. 
It is important to note that the results of our study are 
mainly relevant to the Hungarian SME sector, including 
HBC. However, the findings can be generalised to other 
countries or to similar sized companies in the country. 
Further research is needed to gain a deeper understan-
ding of the SMEs’ digitalisation process and to identify 
the factors that most influence successful digitalisation. 
In conclusion, the study highlighted the critical role of 
digitalisation in ensuring the survival and growth of 
SMEs. By closing the digital maturity gap and implemen-
ting the right digital solutions, SMEs can increase their 
competitiveness, improve operational efficiency and fos-
ter a positive working environment. 
￼  
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