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Abstract 

The COVID-19 pandemic has presented significant challenges for businesses worldwide. Those 
who recognized the importance of an online presence and transformed their traditional business 
model into a digital one were better equipped to mitigate the pandemic's negative impacts. 
However, there is a lack of research on the differences in digital transformation between small 
and medium-sized enterprises (SMEs) and large firms, as well as the main factors driving this 
transformation. This paper aims to address this gap by examining the successful digital 
transformation among these groups (SMEs and Large firms) in the province of New Brunswick, 
Canada, as a case study. The study uses secondary data from the TechImpact survey to explore 
the primary factors of this shift for both SMEs and large firms. The study confirms the critical 
factors identified in the literature, while also revealing new factors specific to each group. For 
SMEs, these include adopting a digital business model, investing in low-budget social media and 
e-marketing, recruiting young digital experts, and accessing government grants and subsidies. 
For large firms, the factors include implementing mass customization through online channels, 
providing remote work incentives, using a comprehensive content management system, and 
prioritizing electronic customer relationship management and e-loyalty. 
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Introduction 

Digital transformation involves the integration of digital technology into all areas of business 
operations, including communication, customer service, marketing, and sales (Sousa & Rocha, 
2019). With the rapid advancement of technology, businesses that fail to adapt to the digital age 
risk becoming obsolete (Al-debei et al., 2008; Vrontis et al., 2022). By identifying the factors 
that influence its adoption, businesses can make informed decisions (Li, 2021; Nadkarni & Prügl, 
2021) about their digital transformation strategies and stay competitive in an increasingly digital 
world. 

The COVID-19 pandemic has forced businesses worldwide to adopt new management strategies 
across all aspects of their organization (Doyle & Conboy, 2020; UNIDO (United Nations 
Industrial Development Organization), 2020), including sales, operations, marketing, customer 
relationship management (CRM), and supply chain management (SCM) (Alshamsi et al., 2020; 
Amankwah-amoah et al., 2021). Small- and medium-sized enterprises (SMEs) have responded 
differently compared to larger firms (Klein, 2021), highlighting the importance of understanding 
the similarities and differences in adopting new methods, processes, and communication 
channels during crises.  

Numerous scholars have explored the initiatives of a digital business transformation in response 
to COVID-19 (Barnes, 2020; Dragan, 2021; Fletcher & Griffiths, 2020; Iivari et al., 2020; Pan & 
Zhang, 2020; Stankiewicz, 2021; Wade & Shan, 2020), but there is a gap in the literature 
concerning the main factors driving this transition in SMEs and large businesses, as well as their 
success and failure indicators. This paper aims to fill this gap by identifying the critical factors 
driving the digital transformation of businesses in the province of New Brunswick, Canada, 
during the pandemic, with a focus on SMEs and large firms. In pursuit of this objective, the 
primary research questions are as follows: 

- What are the key factors that contribute to the successful digital business transformation 
of SMEs and large firms in New Brunswick, Canada? 

- To what extent does digital transformation influence the firm performance of SMEs and 
large firms? 

These research questions guide the investigation into the factors that drive successful digital 
transformation initiatives and their impact on various aspects of business outcomes. By 
addressing these research questions, the study aims to provide insights that could inform strategic 
decisions and policies for organizations undergoing or planning to undergo digital business 
transformation during the challenging context of unexpected circumstances. By ranking the 
identified factors and examining their impact on firm performance, a deeper understanding of the 
underlying mechanisms through which digital business transformation drives organizational 
outcomes can be achieved. This additional research objective allows for the identification of 
critical factors, their relative significance, and the specific pathways through which they 
influence performance. 

Furthermore, understanding the extent to which digital business transformation influences firm 
performance contributes to the ongoing discussions surrounding the benefits and outcomes 



associated with digital transformation initiatives. Valuable insights can be gained from this 
analysis, aiding practitioners and policymakers in developing strategies and interventions that 
maximize the positive impacts of digital business transformation. 

Conducting a case study in a dynamic region can reveal key insights and aid future research in 
identifying practical trends. This paper selects the New Brunswick province in Atlantic Canada 
as a case study to investigate the performances of SMEs and large firms during the pandemic in 
transitioning to a digital business model. New Brunswick spent $1B on pandemic relief, which is 
lower than the average of other provinces in Canada; however, it has outperformed most 
provinces in terms of business revitalization, according to a new analysis by the Royal Bank 
economists (Hogue, 2021; Jones, 2021). This success is attributed to the digital transformation in 
SMEs and large firms in the province, as reported by TechImpact (2020). Thus, this paper 
examines the essential factors in the digital business transformation in New Brunswick using the 
province-wide survey results conducted by TechImpact in 2020. 

The rationale for using survey results from TechImpact is based on several factors. First, 
TechImpact is a reputable research organization that conducts comprehensive surveys on the 
performance of businesses in New Brunswick. While there may be other reporting agencies 
conducting similar surveys, TechImpact stands out due to its focus on the digital business 
transformation domain and its specific relevance to the context of New Brunswick. The 
TechImpact survey is designed to capture the unique challenges and opportunities faced by 
businesses in New Brunswick, making it a suitable source of data for this study. 

While we have not explicitly applied any particular theory or framework in our analysis such as 
TOE (Technology-Organization-Environment) (Singeh et al., 2020), TAM (Technology 
Acceptance Model) (Robles-Gomez et al., 2021), or UTAUT (Unified Theory of Acceptance and 
Use of Technology) (Alghatrifi & Khalid, 2019), the review of the existing literature includes a 
range of conceptual and theoretical frameworks related to digital business transformation. These 
frameworks encompass various factors and dimensions that have been identified as influential in 
the adoption and success of digital business transformation initiatives. 

 

Literature review 

In conducting the literature review, the authors employed a systematic approach to ensure a 
comprehensive and rigorous examination of the existing framework for digital business 
transformation (Figure 1). This paper utilized one of the most relevant databases, Scopus, which 
is widely a recognized source of scholarly literature in various disciplines. 

The search strategy involved using a combination of keywords related to digital business 
transformation, organizational change, technology adoption, and related concepts. The authors 
also utilized Boolean operators to refine and narrow down the search results. The initial search 
yielded a substantial number of articles and papers. 

To ensure the inclusion of high-quality and relevant literature, the authors established specific 
inclusion and exclusion criteria. The main focus was on peer-reviewed journal articles, 



conference papers, and authoritative reports published in the last 10 years. The selected literature 
was primarily from reputable journals in the fields of business, management, and information 
systems. 

 

Figure 1 – The selection criteria for the literature review 

 

The screening process involved a careful examination of titles, abstracts, and keywords to 
identify articles that aligned with the research objectives. Full-text articles were then reviewed 
and assessed for their relevance to our study. The authors paid particular attention to articles that 
presented frameworks, models, and key factors relevant to digital business transformation. 

The success of a digital business strategy is determined by “the extent to which a firm engages in 
any category of information technology (IT) activity” (Mithas et al., 2013, p. 513). In another 
paper, Mithas, Agarwal, and Courtney (2012) identified key components of a digital business 
strategy as thriving on digital uncertainty, focusing on a new game, continuously searching for 
new sources of competitive advantage, and pursuing multiple goals simultaneously. These 
factors align with the characteristics of a successful digital business strategy (Leonard & Tyers, 
2021; Ohlert et al., 2022), such as identifying existing products and services, deconstructing the 
business model, and discovering new configurations (Remane et al., 2017). In addition, 
innovation, leadership, and management skills are also essential factors for running a successful 
digital business (Sousa & Rocha, 2019), which require a digital transformation strategy.  

A digital transformation strategy is a crucial guide for companies to govern the transition from a 
traditional to a digital business model and to ensure successful operation after the transformation 
(Matt et al., 2015). Digital technologies bring about changes to a company's business model, 
resulting in product, strategy, and operational transitions (Hess et al., 2016). To implement a 
digital transformation, Al-debei, El-Haddadeh, and Avison (2008) emphasized the importance of 
a digital business model, which includes all the requirements of a traditional business model and 
digital investigations. Moreover, some scholars regard digital transformation as a novel approach 
to offer all services, including sales and communication channels, in digital format to consumers 
(Horlach et al., 2017). 

Upon reviewing the literature, we found that Nwaiwu's (2018) study provides a comprehensive 
overview of the theoretical framework for a digital business transformation. The study identified 
10 business and academic conceptual bases, which are summarized in the following table. 

 

Table 1 – Comparison of conceptual and theoretical frameworks of a digital business 
transformation 

 



Although Table 1 offers an overview of common digital business transformation theories, none 
of these theories provides a comprehensive classification of such transformations, particularly 
during unexpected crises. Existing literature has put forth propositions for the pandemic and 
post-pandemic era regarding the transformation of information system strategy by focusing on 
six key elements: plan, position, perspective, project, preparedness, and platform (Dwivedi et al., 
2020). However, there is a gap in digital business studies where researchers and business owners 
can apply these initiatives to a digital transformation in the business area. This paper aims to 
address this gap by identifying pragmatic factors for SMEs and large firms to focus on similar 
segments and successfully implement a digital business transformation. 

The following paragraphs will explore the application of the conceptual and theoretical 
frameworks presented in Table 1 to the context of digital business transformation in both SMEs 
and large firms. This will examine how these frameworks provide guidance and offer insights 
into the key factors and elements that organizations should consider during their transformation 
journey. 

• Business Model: identifying new revenue streams, leveraging digital technologies, and 
exploring innovative ways to deliver value to customers. 

• Organization Structure: adopting flatter hierarchies, cross-functional teams, and agile 
project management approaches. 

• Human Resources: training employees on new technologies, fostering a digital mindset, 
and attracting and retaining digital talent. 

• Internal Processes: implementing digital tools and technologies to automate workflows, 
enhance data analytics capabilities, and enable seamless communication and 
collaboration. 

• IT Capabilities: evaluating existing systems, adopting cloud-based solutions, and 
implementing robust cybersecurity measures.  

• Products/Services: developing new digital products or services, incorporating digital 
elements into existing offerings, or exploring partnerships with digital solution providers. 

• Stakeholder Engagement: leveraging digital platforms and technologies to enhance 
communication, gather feedback, and facilitate meaningful interactions. 

• Offerings and Channels: leveraging digital channels for marketing, sales, and 
distribution, and developing innovative and personalized customer experiences. 

• Customers, Partners, and Workforce: fostering a culture of collaboration, co-creation, and 
continuous learning to drive innovation and adaptability. 

• Structures, Incentives, and Culture: creating cross-functional teams, incentivizing digital 
initiatives, and fostering a learning-oriented and adaptable organizational culture. 

• New Expertise: acquiring digital skills, fostering an ecosystem mindset, and leveraging 
external expertise through partnerships and collaborations. 

• New Focus: adopting new revenue models, targeting digital customer segments, and 
leveraging data-driven insights for decision-making. 

• New Ways to Work: leveraging digital technologies for supply chain optimization, real-
time data analytics, and responsive customer service. 



• Environment: staying informed about digital disruptions and opportunities that may 
impact the organization's digital transformation journey. 

Furthermore, a recent study by Nadkarni and Prügl (2021) provides a comprehensive taxonomy 
of digital business transformation factors and categorizes them into two major groups: 
technology and actor. Under technology, the factors include pace of change and time to market, 
technology capability and integration, consumer and stakeholder interface, distributed value 
creation and capture, and market environment and rules of competition. Meanwhile, under actor, 
the factors include transformative leadership, managerial and organizational capabilities, 
company culture, and work environment. This taxonomy provides a useful framework for 
understanding and addressing the challenges of digital business transformation, particularly 
during times of crisis. 

These factors consider all types of digital transformation, not just those related to the pandemic 
or unexpected crises. The study stands out for its thoroughness, as the researchers conducted a 
comprehensive literature review to identify the main factors of digital transformation. They 
classified these factors into two major groups, Technology and Actor, and provided detailed 
definitions and sub-factors for each. This taxonomy offers a valuable resource for other scholars 
to identify and apply relevant factors to their own research. 

 

Methods 

This study utilized secondary data from a case study conducted by TechImpact (2020) to 
measure the performance of SMEs and large firms in New Brunswick, Canada. The survey 
included quantitative and qualitative questions and focused on four main sections: demographic, 
immediate impact, business outlook, and policy support. While the primary data source for this 
study is the TechImpact survey, the analysis and interpretation of the data extend beyond a mere 
reporting exercise. This paper has applied a thematic analysis approach to identify patterns, 
themes, and trends within the data, allowing them to draw meaningful insights and contribute to 
the ongoing discussions on digital business transformation adoption. Through this analysis, the 
authors have identified key factors and challenges that influence the successful adoption of 
digital business transformation in SMEs and large firms. Furthermore, these findings have been 
linked to existing conceptual and theoretical frameworks, providing a synthesis of the literature 
and contributing to the theoretical understanding of digital business transformation adoption. 

Moreover, by applying these frameworks to the specific context of New Brunswick, Canada, this 
paper has been able to contextualize and validate their relevance within a real-world setting. The 
insights gained from this study have practical implications for organizations in New Brunswick 
and can inform decision-making processes related to digital business transformation initiatives. 
This contributes to bridging the gap between theory and practice by providing actionable insights 
that can guide organizations in their digital transformation journeys.  

In early 2020, the survey was conducted among 43 businesses in the province of New 
Brunswick, Canada. The target population of the survey included both SMEs and large firms in 



the province. The target population of the survey was businesses that were impacted by the 
COVID-19 pandemic. The method used to collect the data was an online survey. The survey 
instrument consisted of both closed and open-ended questions, which were designed to capture 
the challenges, opportunities, and strategies associated with the pandemic and a possible digital 
transformation solution. 

While alternative sample sizes, such as 40 or 50 organizations, could have been chosen, our 
focus was on depth rather than breadth. The principle of information saturation was considered 
when determining the sample size. Saturation refers to the point at which new data or 
information no longer provides additional insights or contributes substantially to the research 
objectives (Hennink & Kaiser, 2022). Given the richness of the available data and the 
comprehensive nature of our analysis, the authors deemed a sample size of 43 organizations 
sufficient to achieve theoretical saturation and gain a comprehensive understanding of the digital 
business transformation processes in the context of New Brunswick. 

The limitations of this study include the small sample size, the limited scope of the survey 
questions, and the use of secondary data. The use of secondary data limits the ability to control 
the quality of data collection and may lead to biases or errors. However, the strengths of the case 
study method and the uniqueness of the New Brunswick context provide valuable insights into 
successful digital business transformation during the pandemic. 

 

Results and Discussion 

A total of 43 businesses participated in this study, with all but one having a physical presence in 
New Brunswick. The businesses were classified based on employee count, with 19% having 
more than 250 employees, 14% having between 50 and 249 employees, 37% having between 10 
and 49 employees, and 30% having 1 to 9 employees. The company size definitions used in this 
study were based on TechImpact's definition of SMEs as companies with under 50 employees 
and large firms as companies with 50+ employees. The sample consisted of 29 SMEs, 
accounting for 67% of the total sample, with a focus on local customers in New Brunswick and 
Atlantic Canada. Of the participating businesses, 16 were start-ups in growth, 14 were mature 
and privately owned enterprises, 7 were public corporations, 3 were pre-revenue start-ups, and 3 
were not-for-profit organizations. 

The most significant challenges and impacts of COVID-19 were identified by both large 
companies and SMEs. Large companies reported a decrease in business due to a lack of 
customers, staff required to work from home, and impacts on sales/cash flow such as cancelled 
contracts and slowed decision making on new contracts. In contrast, SMEs faced challenges with 
staff required to work from home, decreased staff compensation, and impacts on sales/cash flow 
such as cancelled contracts and slowed decision making on new contracts. Notably, SMEs did 
not encounter the same issue of decreased business due to a lack of customers, which is a major 
challenge for larger firms. This highlights the importance of consumer and stakeholder interface 
in the digital business transformation, which requires large companies to consider customer 
acquisition and retention, in addition to other challenges, during the pandemic. As noted by 



Mithas, Agarwal, and Courtney (2012), digital business strategy should include key components 
such as e-CRM and e-loyalty. SMEs were able to address these components by prioritizing 
multiple goals simultaneously and focusing on a new game plan. 

The pandemic had significant impacts beyond those previously discussed. Almost 25% of 
participants reported salary cuts, with the majority being SMEs. Delays, shortages, and other 
logistical issues were also reported, particularly among larger firms with more complex supply 
chains. Almost 5% of respondents had to temporarily shut down or liquidate their businesses. 
However, nearly 40% of participants reported positive impacts, such as the need for new staff or 
an increase in staff hours. These findings highlight the importance of innovation, leadership, and 
management skills in the digital business transformation recommended by Sousa and Rocha 
(2019). In addition, sales and communication channels (Horlach et al., 2017) are key factors in 
the survey results. They are a novel method of providing digital services to consumers. During 
the pandemic, both SMEs and large firms in New Brunswick addressed these issues. 

In addition, the survey results revealed that SMEs and large firms did not significantly differ in 
their initial response to the pandemic in terms of their ability to cope with COVID-19. This is 
indicated by their responses to a Likert Scale question, which are presented in table 2. 

 

Table 2 – Businesses’ concern about their ability to deal with COVID-19 

 

The findings can be attributed to the competencies and crisis management skills of both SMEs 
and large firms, as well as their familiarity with their organization's limitations, preparedness to 
tackle unexpected crises, and the intricacy of their internal procedures in adapting to new 
circumstances. These results underscore the significance and complexity of the six phases of 
transformation that organizations go through during unexpected challenges, which include 
initiation, ideation, assessment, engagement, implementation, and sustainability (Ismail et al., 
2017). It is common for managers and leaders to struggle with the lack of knowledge and design 
thinking needed for digital sustainability (Pan & Zhang, 2020). 

The survey results revealed that cash flow/cost control, customer engagement, and sales & 
exports were the top three immediate areas of focus for SMEs, while large firms prioritized cash 
flow/cost control, workforce protection, and customer engagement. Interestingly, workforce 
protection ranked higher for large firms than for SMEs, indicating that larger companies invested 
more resources in protecting their workforce during the pandemic. In contrast, SMEs prioritized 
leadership/management alignment as the top area of focus, with workforce protection ranking 
fifth. These findings underscore the importance of company culture and work environment, 
which are crucial factors in successful digital business transformation, as highlighted by 
Nadkarni and Prügl (2021). 

Additionally, the survey results showed that 34% of SMEs and 57% of large firms anticipated 
negative long-term implications due to the pandemic. The main concerns listed by SMEs were 
the deferral or cancellation of projects, permanent loss of revenue from clients in the worst-hit 



sectors, delays in raising capital, changing consumer trends necessitating a shift in business 
models, challenges with customer support and engagement under social distancing constraints, 
and a high degree of uncertainty. On the other hand, large firms listed their concerns as 
widespread economic contraction, stalling growth, solvency of long-term clients in the worst-hit 
sectors, rehiring laid-off staff and developing new human capital, investment needed to expand 
remote work capacity during reduced sales, reorganization, and structural changes in response to 
the COVID-19 crisis. These results highlight the importance of adaptability and resilience in the 
face of unexpected challenges, as well as the need for strategic planning and risk management 
(Matt et al., 2015). It also emphasizes the significance of a digital business transformation that is 
flexible enough to adapt to rapidly changing circumstances and respond to new market trends 
(Mithas et al., 2013). These concerns emphasize the importance of two main cohorts of factors of 
the digital business transformation, namely internal contexts and external contexts suggested by 
Ismail, Khater and Zaki (2017).  

The fourth section of the survey, Policy Support, is significant for the main objective of this 
paper. Participants were asked to rate the importance of new emerging policies using a Likert 
Scale question. The most helpful policy for SMEs was wage subsidies to keep employees and a 
small, direct cash grant, with 34% of participants selecting this option. For large firms, the most 
helpful policy was wage subsidies to keep employees, selected by 50% of participants. On the 
other hand, the least helpful policies for SMEs and large firms were defer tax payments and a 
small, direct cash grant, respectively, both selected by 34% and 50% of participants. The survey 
also revealed that 86% of SMEs and 57% of large firms took advantage of the policy programs 
announced by federal and provincial governments. Other instrumental policy supports reported 
by the participants included: 

- Incentivizing industries to invest in digitization and digital initiatives to stimulate demand 
for the tech industry. 

- Helping high-growth companies pivot or change their business models to deal with the 
post-COVID ‘new normal.’ 

- Tax credits to incentivize firms to invest in Canadian-made technology. 
- Expansion of funding programs for innovation capacity to promote innovation during the 

downturn. 

These policies directly address the role of leadership in the digital business transformation 
process (Larjovuori, Bordi and Heikkilä-Tammi, 2018) and the key areas that support their 
decisions and strategies suggested by UNIDO (2020). They assist SMEs and large firms in 
concentrating on technology initiatives, introducing innovative ideas and solutions, and trying 
new selling channels to better target new customers and retain existing ones. 

Our findings have not only confirmed the importance of the main factors of a digital business 
transformation suggested in the literature but have also revealed some additional important 
elements for a successful digital transformation. SMEs demonstrated better management of their 
staff, were more adaptable to salary cuts, and also hired new employees more readily than large 
firms. This may be attributed to their attention to the millennial workforce and their familiarity 
with technology. For instance, as of May 2021, New Brunswick is one of only three provinces 
with youth employment above pre-COVID-19 levels, with employment levels among 15- to 24-



year-olds in the province being respectively 5% higher than before the pandemic (McCormack, 
2021; Statistics Canada, 2021). Most of these new labour forces were employed by SMEs. 

This paper also confirmed the significance of the external resources and policy support as key 
factors for the success of both SMEs and large firms in the province. Wage subsidies were highly 
beneficial for both SMEs and large firms, while a small direct cash grant was another helpful 
policy for SMEs. Overall, these policies were more useful for SMEs than larger firms. It was 
also found that SMEs were more agile in adopting a new digital business model, as suggested by 
Al-debei, El-Haddadeh and Avison (2008). Making fundamental changes and shifts in the 
companies’ business model is not always an easy process for larger firms, whereas SMEs can 
more easily adapt to such transformations. This highlights the importance of leaders’ roles in 
changing the organizational culture, focusing on a new business model (Larjovuori et al., 2018; 
Weill & Woerner, 2018), and conducting this complex shift. The ways in which SMEs and large 
firms approached the internal and external contexts (Ismail et al., 2017) of their business were 
also different. Shifting to new online selling channels, CRMs, and SCMs was significantly easier 
for SMEs than larger firms due to the simplicity, clarity, and directness of their internal and 
external processes. 

Our study confirmed key factors of a successful digital business transformation, as well as 
identified some new ones. These findings can be useful for decision-makers in other regions who 
are seeking to develop a digital business strategy to help businesses cope with challenges at the 
local, national, and international levels. Based on our research, we propose the following 
suggestions for a digital business transformation: 

For SMEs: 

- Develop a digital business model 
- Appoint a knowledgeable and trained leader 
- Focus on low-budget investment in social media and e-marketing 
- Hire young experts familiar with digitalization 
- Seek out digital partners 
- Consider government grants and subsidies 
- Establish new sales and communication channels with existing and potential customers 

For large firms: 

- Embrace innovation, disruptive technologies, and technology promotion 
- Avoid digital exclusion and provide technology to different target groups 
- Offer mass customization using online channels and e-communications 
- Pursue multiple goals simultaneously 
- Provide remote working incentives to employees 
- Focus on sustaining digital business solutions 
- Establish or use a comprehensive content management system (CMS) to manage all key 

activities (e.g., marketing, accounting, finance, orders and delivery) in one place 
- Pay special attention to e-CRM and e-loyalty 



The findings of the study shed light on the relative importance of the identified factors and 
provide insights into the extent to which digital transformation influences firm performance. The 
analysis reveals that the development of a digital business model is a critical factor for both 
SMEs and large firms, highlighting the significance of having a well-defined digital strategy 
aligned with the organization's goals and objectives. Additionally, appointing a knowledgeable 
and trained leader emerges as another key factor, emphasizing the importance of leadership in 
guiding and driving digital initiatives within an organization. 

Moreover, the study highlights the importance of investment in social media and e-marketing for 
SMEs, showcasing how these digital channels can be leveraged effectively even with limited 
budgets to reach and engage with the target audience. Similarly, large firms can benefit from 
embracing innovation, disruptive technologies, and technology promotion, which underscores 
the need for continuous investment in cutting-edge technologies and innovative approaches to 
leverage technology for business growth and improvement. 

Furthermore, the findings demonstrate the positive impact of establishing new sales and 
communication channels with existing and potential customers for SMEs. By expanding their 
reach and enhancing customer engagement through digital channels, SMEs can increase their 
competitiveness and create new business opportunities. For large firms, the study emphasizes the 
importance of sustaining digital business solutions, highlighting the need to continuously 
evaluate and optimize digital processes and solutions to ensure long-term success and maintain a 
competitive edge in the digital landscape. 

It is worth noting that while theories such as TOE, TAM, and UTAUT have been widely applied 
in the context of technology adoption and digital transformation, they predominantly focus on 
the role of technology in driving organizational change. These theories often emphasize factors 
such as perceived usefulness, ease of use, organizational readiness, and external pressures. 

In this study, the authors aimed to take a broader perspective by exploring a wider range of 
factors beyond technology adoption alone. They sought to identify the key drivers and 
considerations that contribute to the overall performance of SMEs and large firms in the specific 
context of New Brunswick, Canada. By considering factors such as leadership and management 
alignment, customer engagement approaches, organizational capabilities, business models, 
workforce engagement, and policy support, this paper aimed to provide a more comprehensive 
understanding of the factors that influence the success of digital business transformation 
initiatives. 

This approach recognized that digital business transformation encompasses not only the adoption 
of technology but also organizational and strategic considerations. By considering a diverse set 
of factors, this study shed light on the multifaceted nature of digital transformation and provide 
insights that go beyond the traditional technology-centric perspectives. 

Through this study, the authors contribute to the ongoing discussions on digital business 
transformation adoption by highlighting the importance of a holistic and multifaceted approach. 
By examining a wide range of factors and their impact on the performance of SMEs and large 
firms in New Brunswick, this study provides valuable insights into the complexities and nuances 



of digital transformation initiatives, offering a more comprehensive theoretical foundation for 
future research and practice in this area. 

 

Theoretical and Practical Contributions 

The findings of this study contribute to both theoretical and practical understandings of digital 
business transformation in the context of SMEs and large firms. The confirmation of the main 
factors identified in the literature validates the existing theoretical frameworks and provides 
further support for their relevance in driving successful digital adaptation. Additionally, this 
study uncovers some additional important elements of a successful digital transformation that 
were specific to the case of New Brunswick, Canada. These findings enhance the theoretical 
understanding by expanding the scope of factors that should be considered in digital 
transformation initiatives. Practically, the study offers valuable insights and recommendations 
for SMEs and large firms looking to embark on a digital business transformation journey. The 
specific suggestions provided for each group highlight the unique challenges and opportunities 
they face and provide practical guidance for addressing them. For SMEs, the recommendations 
emphasize the importance of creating a digital business model, investing in low-budget social 
media and e-marketing, recruiting young digital experts, and accessing government grants and 
subsidies. On the other hand, the recommendations for large firms emphasize innovation, mass 
customization through online channels, remote work incentives, comprehensive content 
management systems, and prioritizing e-CRM and e-loyalty. 

 

Direction for Future Research 

There are several avenues for future research that can further contribute to the understanding of 
digital business transformation and its implications. Future research could focus on examining 
the applicability of the suggested list of factors and recommendations to other provinces in 
Canada. Investigating the transferability and effectiveness of these practical points across 
different regions in Canada would enhance our understanding of digital business transformation 
strategies in diverse settings. Furthermore, extending the scope of research beyond the Canadian 
context, future studies can explore the relevance and applicability of the identified factors and 
recommendations to international regions with similar characteristics. Another promising avenue 
for future research is to delve deeper into the specific challenges and opportunities faced by 
different industries during the digital business transformation process. This study primarily 
focused on SMEs and large firms in New Brunswick, but various sectors may have unique 
characteristics and requirements when it comes to digital adaptation. Investigating the industry-
specific factors and strategies for successful digital transformation would provide targeted 
insights for businesses operating in different sectors. Additionally, future research can explore 
the long-term impacts and sustainability of the digital business transformation initiatives 
undertaken during the pandemic. 

 



Conclusion 

The COVID-19 pandemic has had a significant impact on businesses worldwide, forcing them to 
adapt and change their strategies to survive. One of the most significant changes that businesses 
have had to make is the shift from traditional offline operations to an online presence. This has 
been true for a wide range of businesses, including those in the food industry and the arts and 
crafts sector. However, there has been a common assumption that SMEs lack the capacity and 
expertise to make this shift during unexpected crises, while large firms can cope with new 
conditions more easily. 

However, the case of New Brunswick's businesses proves that this assumption is not accurate. 
Statistics reveal that both SMEs and large firms have responded to the pandemic in different 
ways and have focused on various factors to achieve successful digital business transformation. 
This study identified critical success factors for digital transformation based on existing 
literature, such as the role of leaders and digital partners, as well as the importance of 
considering new sales and communication channels with customers. In addition, this study 
recognized new factors for success that were tested and implemented by SMEs and large firms in 
New Brunswick. 

For SMEs, these factors included the creation of a digital business model, focusing on low-
budget investments in social media and e-marketing, hiring young experts familiar with 
digitalization, and considering government grants and subsidies. For large firms, the factors for 
success included offering mass customization using online channels and e-communications, 
providing remote working incentives to their employees, creating or occupying a comprehensive 
CMS to manage all key activities in one place, and paying special attention to e-CRM and e-
loyalty. 

In conclusion, this study shows that successful digital business transformation during a crisis is 
achievable for both SMEs and large firms. By focusing on key success factors identified by this 
study, businesses can adapt to the rapidly changing business landscape and ensure their survival 
in the long run. These findings are not limited to New Brunswick but can also be expanded to 
other regions with similar characteristics worldwide. 
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