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Executive Summary 

Background 

This report presents the findings of the survey on research, development and 

innovation (RDI) needs of European small and medium sized enterprises (SMEs) in 

the digital media industry and web economy. The survey was conducted in the 

framework of the EU project SMARD (http://www.smard-project.eu) in the period 

between March and June 2012 and distributed Europe-wide. SMARD stands for 

European Support Framework on Networked Media R&D for SMEs. 

The SMARD consortium is led by MFG Baden-Württemberg and comprises 

European partners from Salzburg (Salzburg Research Forschungsgesellschaft 

mbH, SRFG), Flanders (Interdisciplinary Institute for Broadband Technology, IBBT) 

and Piemonte (CSP innovazione nelle ICT). 

 

Objectives and approach 

The main objective of the survey was to statistically identify and measure the 

relevancy of research, development and innovation (RDI) needs of SMEs in the 

digital media industry and the web economy (and Networked Media in particular). 

Against this background we developed a comprehensive survey that the project 

oartners distributed Europe-wide amongst relevant SMEs. 

In addition to gathering general data on SMEs (e.g. size of companies, focus of 

activity, participation in RDI projects or expected future investment in RDI), the 

survey aimed at identifying RDI needs of SMEs in terms of: technological needs; 

networking and learning needs; organisational needs; and commercialisation 

needs. 

The survey outline was the result of a qualitative analysis that was carried out prior 

to the survey. The instruments employed for this analysis included desk research, 

conducting of interviews and developing case studies. 

 

Methodology 

Based on 352 responses by European SMEs, this study investigates the 

performance gaps of 46 need statements from the above mentioned four needs 

categories (organisational, commercialisation, learning & networking and 

technology needs). In order to identify performance gaps, we used the gap analysis 

method (for a detailed description please refer to section 2.4), i.e. the difference 

between the average importance and average satisfaction rating. The larger the 

gap, the greater the innovation potential in this need segment. 
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Results: Finances, risks and organisation issues, not technology 

In general, the findings suggest that technological needs are less important while 

organisational needs are most important. This finding coincides with a general trend 

in innovation management, indicating a shift away from focusing on technical 

features towards focusing on organisational and market-oriented features1. A good 

example of this development and the increasing importance of non-technical 

features is the Apple iPod, which achieved market success mainly due to design 

and usability features, not on major technical advances.In line with the focus on 

non-technical needs, needs associated with minimising financial risks, 

administrative effort and effort to apply for RDI funding were found to have the 

largest importance-satisfaction gap; i.e. they were rated as highly important, but 

received only low satisfaction ratings among the surveyed SMEs. 

Moreover, while this study identifies a number of needs that offer opportunities for 

improvement, 35 tested needs are either “balanced”, “low priority”, or even provide 

opportunity for “disengagement”, and are thus not a priority for action. 

 

Need for solutions predicting a return on RDI investment 

The needs that represent opportunities for improvement belong to all four need 

categories. However, with four each (out of eleven in total), organisational needs 

and learning and networking needs appear to be the most important need 

categories. Commercialisation needs (2 items) and technological needs (1 item) 

were less frequent. 

Across the overall sample and also across the different subsamples analysed, three 

major RDI needs could be identified (these had a relatively large gap between 

importance and satisfaction in 26 and respectively 25 out of 26 sub-analyses). 

These needs mainly are input or cost oriented: 

- Minimising the effort to apply for RDI funding 

- Minimising the administrative effort to manage RDI projects 

- Minimising the financial risks of participating in RDI projects (e.g. pre-

financing or late payment rates) 

Thus, business risks associated with RDI projects seem to play an important role 

across all respondents. Accordingly, a high effort in applying for RDI funding is 

associated with high financial risks, as the time and money spent on developing an 

RDI proposal can be interpreted as an investment with unknown returns. Likewise, 

the perceived performance gap found with respect to administrative effort may 

further aggravate the risk-return ratio pertaining to financial risks accompanying RDI 

efforts. 

These results suggest that a major concern of European SMEs in conducting RDI 

projects are the costs that are associated with uncertain profit perspectives. In other 

words, companies seek RDI projects that offer a certain amount of especially 

                                                           
1 See for instance Kim, W. C. & Mauborgne, R. (1997). Value innovation: The 
strategic logic of high growth. Harvard Business Review, 75(1), 103-112. 
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financial predictability. As such, RDI efforts and thus investments most likely are 

judged by similar managerial performance indicators as other organisational 

activities, such as for instance return on investment. To probe into this concern, we 

further analysed (using a factor analysis) the most important needs and found a 

strong statistical association between the needs referring to an overarching “need 

for return on RDI investment” category. In other words, the additional needs 

identified mainly relate to a single factor. This overarching factor concerned with the 

“need for return on RDI investment”encompasses the following needs: 

- Minimising the effort to apply for RDI funding 

- Minimising the administrative effort to manage RDI projects 

- Minimising the financial risks of participating in RDI projects (e.g. pre-

financing or late payment rates) 

- Minimise the time needed to develop ready-to-use project results (e.g. 

avoid falling behind market and/or technological dynamics). 

- Increase the flexibility to refocus ongoing RDI projects (e.g. to changing 

demands of customers, markets and new technologies). 

- Minimise the time it takes to transform RDI results into commercial 

products and services (i.e. time-to-market). 

Consequently, an important concern that this study identified is the need of SMEs 

to orient RDI projects and initiatives more towards the market and thus improve the 

orientation of RDI programmes towards results. This tendency is reflected by the 

fact that the following need statements were perceived to be among the most 

important ones with a significant importance-satisfaction gap: 

• minimising the time it takes to transform RDI results into commercial 

products and services (i.e. time-to-market); 

• minimising the time needed to develop ready-to-use project results (e.g. 

avoid falling behind market and/or technological dynamics); 

• increasing the flexibility to refocus ongoing RDI projects (e.g. to 

changing demands of customers, markets and new technologies). 

All of these items indicate an increased need for addressing commercialisation 

issues already at the very beginning of RDI efforts. 

In sum, the need for a focus on increasing return on RDI investments is composed 

of (a) an input/costs perspective (slightly more emphasised), pertaining to financial 

risks and (b) an output/commercial benefits perspective.  
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Finding information and learning from RDI projects 

A second need cluster refers to finding relevant information. SMEs often seem to 

encounter difficulties in learning about relevant RDI programmes, possible partners 

or RDI and market developments: Minimise the effort to find relevant RDI 

programmes. 

- Minimise the effort to find matching project partners. 

- Minimise the effort to gain a good overview of RDI and market 

developments in your sector.  

- Increase the possibilities to learn and experiment in RDI projects and 

activities. 

These needs are also closely related the SMEs perceived need to decrease 

investment costs for RDI projects, as was shown above. 

Thematically and statistically associated with the issue of finding information to 

conduct RDI programmes is the need to learn and experiment within the framework 

of RDI activities. Accordingly, SMEs are aware of the necessity of trying out new 

things and of being able to make mistakes in research, development and innovation 

activities.  

The tension between the need for return on RDI investment and the freedom to 

make mistakes also presents the well-known dilemma that most organisations face 

when seeking innovations. At the one hand, management demands predictability 

and return on investment for RDI activities as for any other activity; on the other 

hand, unpredictability and also failure are an essential and unavoidable component 

of any innovation effort. In other words, if managers already knew the results and 

whether the solution will be commercially feasible, it would not constitute an 

innovation.  

 

The main RDI need statements across all companies 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,94 2,46 1,48 ,000 

2 1 rdifunding 3,70 2,36 1,33 ,000 

3 2 admin 3,77 2,44 1,33 ,000 

4 5 developmnttime 3,91 2,69 1,22 ,000 

5 9 flexibility 3,88 2,75 1,13 ,000 

6 11 timetomarket 3,83 2,74 1,09 ,000 

7 21 learnexperiment 3,79 2,75 1,04 ,000 

8 17 matchingpartner 3,60 2,69 0,91 ,000 

9 20 findRDIprograms 3,52 2,64 0,88 ,000 

10 14 gainoverview 3,55 2,76 0,79 ,000 

11 33 sharing 3,53 2,77 0,77 ,000 
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“Sharing content across different devices, platforms and formats”, another 

business risk? 

The only technological need that is within the “Focus Quadrant” and therefore with 

a noticeable performance gap is associated with  

- Minimising the risk of sharing digital content and data across different 

devices, platforms and formats.  

While (surprisingly) only one technological need is within the “Focus Quadrant”, one 

might even argue that this need can in fact also be grouped under the heading of 

business risks or the RDI output theme as discussed above. Technical solutions 

often need to work on different devices and platforms to deliver adequate returns on 

RDI investment. For an app to be commercially successful, for example, it might 

have to run not only on iPhones, but on Android or Windows smart phones as well. 

A similar logic applies to other technological products in the digital media industry 

and web economy. 

Apart from the above mentioned needs, the survey has revealed other important 

RDI needs that deserve attention (see below). These, however, are not included in 

the above table as they were not within the “Focus Quadrant”, which highlights the 

items with the highest potential for effective improvement. 

 

Map of RDI needs of all responding companies 

 

Base: All companies (weighted). N varies across single need statements (N~300). 
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Needs that might offer opportunities for disengagement 

The needs in the “Disengage? Quadrant” (i.e. those needs items that respondents 

rated as above-average in terms of satisfaction and below-average in terms of 

importance) included one networking & learning need and eight technological 

needs. 

Accordingly, the networking and learning need that seems to be relatively well 

satisfied in relation to its importance, is the need to 

- Increase the level of co-operation with universities and research 

organisations (statement no. 15) 

Many of the technological needs relate to various forms of supporting 

infrastructures or services: 

- Minimise the effort to use external computing services and applications 

(statement no. 24) 

- Increase the number of channels for the distribution of digital content 

(statement no. 32) 

- Minimise the likelihood of errors in the transmission of digital content and 

data (statement no. 30) 

- Increase the capacity to store large volumes if digital content (statement 

no. 36)  

- Minimise the latency in media delivery (statement no. 31) 

- Increase the possibility for users to contribute to the 

creation/generation of digital content (statement no. 40) 

- Increase the likelihood to find related content from diverse sources 

(statement no. 35) 

- Increase the ability of the user to adapt digital content to his/her needs 

(personalisation; statement no. 38) 

 

Differences across different subsamples 

Different industries & capabilities – different, sometimes opposing needs 

Needs sometimes also differ across industries and capabilities. The needs of one 

industry or capability group often constitute an over-served need for one and an 

under-served need for another subsample. As a consequence, when disengaging 

from one need, i.e. shifting resources from potentially over-served needs to under-

served ones, policy-makers need to carefully consider possible negative 

implications for specific subgroups. 

For instance, in comparison, the more technically oriented industries, such as 

Programming & Consulting or Telecommunications and Information Services tend 

to perceive a stronger need to minimise risks pertaining to Intellectual Property 

Rights as compared to the Creative Industries and Education & Culture Industries. 
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The need for SMEs to achieve breakthrough innovations is comparably weak and 

therefore might instigate disengagement in all but the Creative Industries, which 

have voiced a strong need for minimising the risk that RDI projects do not deliver 

breakthrough innovations. 

The exploitation of RDI results is a special need focus for the Information Service 

Activities Industry, while being over-satisfied from the perspective of most other 

industries. 

Similar opposing needs are also existent, even though more diffuse and less 

clustered for SMEs with different core capabilities. For instance, while companies 

with core capabilities in the area of user centric media and future media networks 

perceive a heightened need to focus on increasing the co-operation with 

universities and research organisations, for SMEs with capabilities in 3D, 

immersive and interactive media, this is an area for potential disengagement. 

Similarly, in contrast to future media network specialists, who seem to have no 

need with respect to minimising the risk that RDI results do not meet market or 

customer demands, this is an important area for improvement in the case of 

companies with a focus on multimedia search. 

Future RDI 

Asked about planned future RDI activities, the vast majority (62.8%) of SMEs 

reported they wanted to increase RDI spending. 22.1% of companies stated that 

they wanted to keep future RDI activities the same, and only a small minority of 

companies (4.6%) expected to decrease RDI efforts in the future. About 10% did 

not know yet. 

EU-15 vs. EU-12+1 (i.e. Croatia) 

Companies from the EU-12+1 countries seem to have a larger importance-

satisfaction gap, especially with respect to technological issues. In addition, the 

results indicate a stronger emphasis on learning and networking needs for SMEs 

based in these European countries. 

RDI Experience 

In general, about half of the SMEs have 1 to 36 months of RDI experience (47%) 

and 38% have over three years of experience. With growing RDI experience, SMEs 

are more likely to conduct more complex RDI activities, such as for instance EU 

projects. However, it also seems that the more complex the RDI project is, the 

higher the risk of not being able to exploit the output commercially. This might be 

due to the larger number of involved stakeholders or to the general nature of such 

projects, often focusing more on basic research rather than on applied and market-

ready products.  

Company size 

Smaller companies are financially more vulnerable than medium-sized companies 

and accordingly show to have a more pronounced need to reduce financial risks 

associated with RDI projects. Smaller companies are also less satisfied with the 

ability to minimise the amount of non-RDI specific activities in projects (e.g. 

dissemination, state-of-the-art analysis etc.) as well as to reduce the duration of 
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RDI projects. This might be explained by a stronger orientation of smaller 

companies towards short term results. 

 

Conclusions 

In sum, this study has identified important opportunities for the effective and 

efficient targeting of the needs of European SMEs. Increasing the return on RDI 

investment should be a major goal when attempting to increase RDI activities and 

output. However, when shifting resources from potentially over-served needs, 

policy-makers need to carefully consider possible negative implications for specific 

subgroups.  
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1 Introduction 

1.1 Overview 

This document presents the findings of the survey on research, development and 

innovation (RDI) needs of small and medium sized enterprises (SMEs) in the digital 

media industry and web economy. The survey was conducted in the framework of 

the EU project SMARD (http://www.smard-project.eu) in the period between March 

and June 2012 and distributed Europe-wide. 

SMARD stands for European Support Framework on Networked Media R&D for 

SMEs. The SMARD consortium is led by MFG Baden-Württemberg and comprises 

European partners from Salzburg (Salzburg Research Forschungsgesellschaft 

mbH, SRFG), Flanders (Interdisciplinary Institute for Broadband Technology, IBBT) 

and Piemonte (CSP innovazione nelle ICT). 

The project addresses two core questions: on the one hand, the research and 

development (R&D) needs and requirements of SMEs in the digital media industries 

and the web economy (and Networked Media in particular)2 (WP1); and on the 

other hand the utilisation and commercialisation of RDI for successful market 

introduction (WP2). Both will feed into the Strategy for a European Support 

Framework on Networked Media R&D for SMEs (WP3). 

1.2 Objectives and approach 

The main objective of the survey was to statistically identify and measure the 

relevancy of research, development and innovation (RDI) needs of SMEs in the 

digital media industry and the web economy (and Networked Media in particular). 

Therefore, we developed a comprehensive survey that was distributed Europe-wide 

amongst relevant SMEs by the project partners. 

The survey outline was the result of a qualitative analysis that was carried out prior 

to the survey. The instruments employed for this analysis included desk research, 

conducting of interviews and developing case studies: 

• Analysis of the RDI needs of relevant SMEs through in-depth interviews; 

• Development of more detailed case studies on four of the analysed SMEs 

utilising desk research and interviews; 

• Analysis of relevant FP7 projects, in particular projects in the field of 

Networked Media. 
  

                                                           
2
 The initial focus on Networked Media was revised during the project life-time, putting a broader 

focus on digital media industries and the web economy. 
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Based on the findings of the qualitative analysis, we developed a survey on 

identifying RDI needs of SMEs in the digital media industries and the web economy. 

In addition to gathering general data on SMEs (e.g. size of companies, focus of 

activity, participation in RDI projects or expected future investment in RDI) the 

survey aimed at identifying RDI needs of SMEs in terms of: 

• Technological needs, 

• Networking and learning needs, 

• Organisational needs, and 

• Commercialisation needs. 

The aim of the survey was to assess needs and requirements based on two factors 

simultaneously: the importance of a perceived need and the level of satisfaction of 

this need. Opportunities and need for action arise particularly in those areas where 

needs are considered as particularly important but are only satisfied to a low degree 

(i.e. a needs gap). The needs that are most important and least satisfied thus 

receive the highest priority. This method helped us in identifying those needs of 

SMEs that are currently underserved (or overserved) and thus can help decision 

makers in better streamlining their policies and RDI programmes towards the RDI 

needs of SMEs and their commercialisation (for more information, see the survey 

methodology below). 

The main findings of the survey are presented below in this document. Please note 

that a final version of the survey will be available at the end of October/early 

November 2012, after these findings have been further validated by external 

experts and relevant stakeholders: 

• Validation by experts through the External Advisory Board in the SMARD 

project meeting in early September 2012; 

• Validation by stakeholders (including EC officials) at the NEM Summit in 

Istanbul (concertation meeting) in October 2012. 

The following figure illustrates the methodological approach adopted for identifying 

RDI needs of SMEs: 
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Figure 1: Methodological approach for identifying the RDI needs of SMEs 

 

 

1.3 Structure of the survey report 

The survey report is structured in the following way: 

Chapter 2 describes the methodology that we used for analysing the findings of the 

survey, including information on the survey sample as well as data treatment. In 

chapter 3 the main findings of the survey are presented in detail. Additional 

analyses that were carried out are presented in chapter 4. 

Chapter 5, finally, outlines issues and questions that have been raised as a result of 

this survey report. 
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2 Methodology 

2.1 Survey outline 

In the survey on RDI needs SMEs in the digital media industries and the web 

economy (and particularly Networked Media) respondents were asked to follow a 

link to a comprehensive online survey. As a special incentive, all respondents who 

completed the survey participated in a prize draw for one of two iPads. 

Respondents were requested to answer general questions about their company, 

such as firm location, size, turnover, industry sector, past and planned research 

activities as well as core technological capabilities. In addition, the main part of the 

survey focused on four needs areas which include a set of specific RDI need 

statements: 

Table 1: Four needs areas with exemplary need statements 

Networking & 

learning needs 

• Increase the level of co-operation with companies. 

• Increase the possibilities to learn and experiment in RDI 

projects and activities. 

Technological needs 

• Minimise the effort to automatically enrich data sets (e.g. 

metadata). 

• Increase the accuracy of search results. 

Organisational needs 
• Minimise the effort to apply for RDI funding. 

• Minimise the administrative effort to manage RDI projects. 

Commercialisation 

needs 

• Minimise the risk that RDI projects do not deliver breakthrough 

innovations. 

• Minimise the risk that RDI results do not meet the demands of 

the market and customers. 

 

Each need statement had a specific structure, such as “How important is it for you 

(your company) to… / How satisfied are you (your company) with the ability to… – 

…minimise the effort to apply for RDI funding?”. 
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Info box 1: Formulating need statements 

The RDI need statements for the survey were formulated in a specific structure, 

which is partly based on the form suggested by Anthony W. Ulwick and Lance A. 

Bettencourt in their article “Giving Customers a Fair Hearing”3: 

1. When translating the findings (from the qualitative analysis) into concrete 

needs, the unit of analysis have to be the problems, challenges and needs 

of the SMEs (e.g. delivery, exchange or sharing of 3D media), not the 

technological solutions (e.g. compression technologies) they seek. They are 

unstable and change over time; therefore they are not to be included in the 

need statement. It is thus important to shift the focus from solutions to 

needs. 

2. Need statements must follow a particular structure, which should contain: 

• Direction of improvement, e.g. “minimise” or “increase” 

• Unit of measure, e.g. “time”, “likelihood”, “number” 

• Object of control, e.g. “delivery of 3D media” 

• Contextual clarifier, e.g. “when using terrestrial broadcast channels”. 

3. Need statements should avoid ambiguous terms, such as “reliable”, 

“durable” etc. They also should not include the words “and” or “or” as this 

makes two statements out of one.  

4. Need statements should employ a consistent terminology; avoid using 

different terms for the same meaning (e.g. minimise, decrease, diminish 

etc.) as they increase the possibility of different interpretations. 

5. Need statements should be brief. 

 

The responding SMEs were asked to rate the need statements with regard to their 

perceived importance and their level of satisfaction on a five-point scale (for all 

need statements see the table 2 on page 21). After all need statements were rated 

and analysed, they were depicted in a graph highlighting the relevancy of RDI 

needs (see figure 2). 

 

                                                           
3
 Anthony W. Ulwick and Lance A. Bettencourt. Giving Customers a Fair Hearing. In: MIT Sloan 

Management Review 2008/49, 3, pp. 61-68. 
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Figure 2: Graph of RDI needs: 

 

For instance using these two metrics enabled us to identify those RDI needs that 

have the highest potential for action and that should be especially taken into 

consideration by decision makers, i.e. those need statements that were rated as 

highly important but that had received a low level of satisfaction (the focus quadrant 

in figure 2). 

Overall the survey included 46 need statements that were arranged into the above 

mentioned four categories of RDI needs: organisational needs (items 1-6), 

commercialisation needs (items 7-13), learning and networking needs (14-21) and 

technological needs (22-46). The following table 2 shows these needs: 
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Table 2: List of all RDI need statements (variables) 

Nr Short item name Full item description 

Organisational Needs 

1 rdifunding  Minimise the effort to apply for RDI funding. 

2 admin  Minimise the administrative effort to manage RDI projects. 

3 financialrisks  
Minimise the financial risks of participating in RDI projects (e.g. pre-financing or 
late payment rates).  

4 nonRDIsactivities  
Minimise the amount of non-RDI specific activities in projects (e.g. 
dissemination, state-of-the-art analysis etc.). 

5 developmnttime  
Minimise the time needed to develop ready-to-use project results (e.g. avoid 
falling behind market and/or technological dynamics). 

6 duration  Minimise the duration of RDI projects and activities. 

Commercialisation needs 

7 breakthrough  Minimise the risk that RDI projects do not deliver breakthrough innovations. 

8 
resultsdonot 
meetdemands 

Minimise the risk that RDI results do not meet the demands of the market and 
customers. 

9 flexibility  
Increase the flexibility to refocus ongoing RDI projects (e.g. to changing 
demands of customers, markets and new technologies). 

10 exploitation  
Minimise the risk that RDI results/output cannot be exploited commercially (e.g. 
in the form of products and services).  

11 timetomarket  
Minimise the time it takes to transform RDI results into commercial products and 
services (i.e. time-to-market). 

12 IPR  
Minimise the risk that RDI results/output cannot be utilised due to intellectual 
property rights (IPR) issues. 

13 businessmodels  Increase the possibility to learn about new business models. 

Learning and networking needs 

14 gainoverview  
Minimise the effort to gain a good overview of RDI and market developments in 
your sector. 

15 unicoop  Increase the level of co-operation with universities and research organisations. 

16 compcoop  Increase the level of co-operation with companies. 

17 matchingpartner  Minimise the effort to find matching project partners. 

18 notcomplement  
Minimise the risk that the interests of research organisations and companies in 
RDI projects do not complement each other. 

19 findRDIresults  Minimise the effort to find already existing relevant RDI results. 

20 findRDIprograms  Minimise the effort to find relevant RDI programmes.  

21 learnexperiment  Increase the possibilities to learn and experiment in RDI projects and activities. 

Technological Needs 

22 compgraphics  Minimise the effort to generate computer graphics (e.g. 3D or animation). 

23 digitalcontent  
Minimise the effort to produce digital content (e.g. audio, video) that appears 
realistically. 

24 compservices  
Minimise the effort to use external computing services and applications (e.g. 
cloud computing). 

25 enrichdata  Minimise the effort to automatically enrich data sets (e.g. metadata). 

26 largedataanalysis  Increase the ability to analyse large data volumes (e.g. big data). 

27 gesturerecognition  Increase the possibilities of speech and/or gesture recognition. 
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28 sensingintegration  
Minimise the effort to capture, integrate and process data from different sensing 
devices. 

29 digicontenttransmission  Increase the efficiency/capacity to transmit large volumes of digital content. 

30 errorreduction  
Minimise the likelihood of errors in the transmission of digital content and data 
(e.g. interruptions or false/incomplete information).  

31 mediadeliv  Minimise the latency in media delivery. 

32 channels  
Increase the number of channels for the distribution of digital content (e.g. IP, 
broadcasting channels etc.) 

33 sharing  
Minimise the risk that digital content and data cannot be shared across different 
devices, platforms and formats. 

34 searchaccuracy  Increase the accuracy of search results. 

35 relatedcontent  Increase the likelihood to find related content from diverse sources. 

36 capacitytostore  Increase the capacity to store large volumes of digital content. 

37 userinteraction  Increase the ability of users to interact with digital content. 

38 usercustomization  
Increase the ability of the user to adapt digital content to his/her needs 
(personalisation). 

39 usersharedigicontent  Increase the possibilities of users to share digital content. 

40 usercreationdigicontent  
Increase the possibility for users to contribute to the creation/generation of digital 
content (e.g. Web2.0). 

41 intuitiveuse  Minimise the risk that software and applications cannot be used intuitively. 

42 personaldatamisuse  Minimise the risk of misuse of personal data. 

43 datacontrol  Increase the ability of users to control their personal data. 

44 dataloss  Minimise the risk of data loss (e.g. faulty preservation). 

45 datatheft  Minimise the risk of data theft. 

46 robustness  Increase the robustness of new software and applications. 

 

2.2 Sample and data weighting 

Data were collected through a survey, distributed mainly via e-mail to business 

owners or research, development and innovation (RDI) managers of SMEs in 

European countries (mainly EU27, plus other non-EU countries4) during the spring 

of 2012. Overall 603 respondents from 27 European countries anonymously 

answered the survey. 
  

                                                           
4
 SMEs from the following non-EU countries completed the survey: Croatia, Norway and 

Switzerland. 
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Table 3: Number and percentages of respondents’ country of origin (unweighted) 

Country Frequency Percentage 

Austria 20 5,7 

Belgium 41 11,6 

Croatia 17 4,8 

Cyprus 6 1,7 

Czech Republic 11 3,1 

Denmark 5 1,4 

Estonia 4 1,1 

Finland 14 4,0 

France 5 1,4 

Germany 38 10,8 

Greece 13 3,7 

Hungary 4 1,1 

Ireland 3 ,9 

Italy 52 14,8 

Latvia 7 2,0 

Lithuania 7 2,0 

Luxembourg 3 ,9 

Malta 10 2,8 

Norway 1 ,3 

Poland 18 5,1 

Portugal 10 2,8 

Romania 12 3,4 

Slovakia 1 ,3 

Slovenia 16 4,5 

Spain 11 3,1 

Sweden 9 2,6 

Switzerland 1 ,3 

United Kingdom 10 2,8 

Other 3 ,9 

 

Table 4: Company size by turnover (unweighted) 

Company size (by turnover) Frequency Percentage 

Don't know 11 3.1 

<500,000 Euro  185 52.6 

500,000 - 1 Mio. Euro 54 15.3 

1 - 10 Mio. Euro 74 21.0 

10 - 19 Mio. Euro 7 2.0 

20 - 29 Mio. Euro 6 1.7 

30 - 50 Mio. Euro 5 1.4 

> 50 Mio. Euro 10 2.8 
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As can be seen in table 5 the distribution of micro (<10 employees), small (10-49 

employees), medium (50-250 employees) and large (>250 employees) enterprises 

(with respect to the number of employees) in our sample differed from the 

distribution of SMEs in the EU-27. 

We therefore weighted the data (where appropriate) in order to mimic the 

distribution of SMEs in the EU-27, giving micro enterprises a bigger weight as 

compared to our original sample. This makes the current results more 

representative. For instance, if we had 60% micro enterprises in our survey sample, 

but the EU has a percentage of 90% micro enterprises, we would multiply the 

amount of data from the micro enterprises with a factor of 1.5. This is a beneficial 

statistical step in order to compensate for the relative bias towards larger 

companies in our sample. 
 

Table 5: Data weights: Company size by number of employees 

Total SMEs Micro Small Medium Large 

Share in total (millions ) 19.60 18.04 1.35 0.21 0.04 

Share in total (%) 99.8 92.2 6.5 1.1 0.2 

SMARD sample (N) 352 201 96 39 16 

SMARD sample(%) 100 57.1 27.3 11.1 4.5 

Weight values -/- 1.615 0.136 0.027 0.005 

 

2.3 Data treatment 

In a first step, 191 non-respondents, i.e. respondents that did not answer more than 

the first five questions, were identified and excluded. Secondly, after identifying 

respondents that filled in the survey twice by way of finding e-mail duplicates, four 

respondents were excluded from the data. In a third step, we identified respondents 

that took less than 7.5 minutes to fill in the entire survey and/or had a standard 

deviation of below 0.7 across their need ratings. While the short time span is an 

indication that the respondent did not have the time to read the questions properly 

(average time needed was 26.8 minutes), the low standard deviation was used as a 

hint to identify respondents that used the same answer very often, for instance by 

selecting the value 3 throughout the survey (average standard deviation: 1.1). All 

cases were manually inspected and excluded where necessary. As a result of this 

data cleaning, 251 respondents were excluded and the 352 remained in the 

dataset. For further details with regard to the further demographics, please see 

table 3,   
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Table 34 and table 5. 

 

2.4 Gap analysis 

The gap analysis determines the difference between the average importance and 

the average satisfaction rating (gap = importance – satisfaction). For instance, if the 

average importance rating of a given RDI need was 3.7 and the corresponding 

average satisfaction was 2.7, the gap was 1 and thus relatively large (gap = 3.7 – 

2.7 = 1). Furthermore, we statistically tested whether there was a significant 

difference between the importance and satisfaction rating of a particular RDI need 

(using a t-test). The average importance-satisfaction gap for all respondents was 

0.63 (standard deviation: 0.40), with 1.48 being the highest gap value measured.  
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3 Analysis of Survey Results 

This chapter presents the main findings of the survey. Findings on the RDI needs 

across all companies are presented in section 3.1. These are followed by an 

analysis of RDI needs across different industries (section 3.2), future RDI activities 

(section 3.3), size of companies (section 3.4) and EU Member States (section 3.5). 

Info box 2: How to read the Importance-Satisfaction Graphs? 

In general, each graph is divided by two dashed lines into four quadrants: The “Disengage(?) Quadrant”, the 

“Balance Quadrant”, the “Low Priority Quadrant” and the “Focus Quadrant”. Each dashed line represents the 

sample’s average for the specific dimension, i.e. importance and satisfaction. An intercept to the lower right 

indicates stronger needs within the sample. Needs situated on the diagonal (from lower left to upper right) 

represent needs that do not require action as they are either unimportant or well covered. 

The “Disengage(?) Quadrant”: This quadrant includes items that respondents rated as above-average in 

terms of satisfaction and below-average in terms of importance. Thus, these might be activities that could be 

considered as over-satisfied and (RDI) resources might be used better. 

The “Balance Quadrant”: This quadrant includes items that respondents rated as above-average in terms 

of satisfaction and above-average in terms of importance. These might be activities that are relatively 

balanced with respect to the importance and satisfaction. 

The “Low Priority Quadrant”: This quadrant includes items that respondents rated as below-average in 

terms of satisfaction and at the same time below-average in terms of importance. These items might be 

activities that respondents are not satisfied with, but that are not regarded as overly important either. 

Therefore, one might think of improving them, but with low priority only. 

The “Focus Quadrant”: This quadrant includes items that respondents rated as below-average in terms of 

satisfaction and above-average in terms of importance. These might signify opportunities for improvement. 
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3.1 Need analysis across all companies 

As shown in figure 3, out of 46 RDI needs statements, eleven need statements (see 

table 6) were ranked as the most important across all responding companies. They 

are characterised by an above-average importance and an under-average 

satisfaction. For the statements’ ranking we used the gap analysis method (for a 

detailed description please refer to section 2.4: Gap analysis), i.e. the difference 

between the average importance and average satisfaction. The higher the gap, the 

greater the innovation potential in this need segment. 

 

Figure 3: Map of RDI needs of all responding companies 

 

Base: All companies (weighted). The numbers for N vary across single need statements 

(N~300).  
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Table 6: The main RDI need statements across all companies 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,94 2,46 1,48 ,000 

2 1 rdifunding 3,70 2,36 1,33 ,000 

3 2 admin 3,77 2,44 1,33 ,000 

4 5 developmnttime 3,91 2,69 1,22 ,000 

5 9 flexibility 3,88 2,75 1,13 ,000 

6 11 timetomarket 3,83 2,74 1,09 ,000 

7 21 learnexperiment 3,79 2,75 1,04 ,000 

8 17 matchingpartner 3,60 2,69 0,91 ,000 

9 20 findRDIprograms 3,52 2,64 0,88 ,000 

10 14 gainoverview 3,55 2,76 0,79 ,000 

11 33 sharing 3,53 2,77 0,77 ,000 

 

The needs in the “Focus Quadrant” belong to all four needs categories 

(organisational, commercialisation, learning & networking and technology needs). 

However, with four each (out of eleven in total), organisational needs and learning 

and networking needs appear to be the most important needs categories. 

Commercialisation needs (2 items) and technological needs (1 item) were less 

frequent. 

Across all companies, three overarching themes among the most important need 

items could be identified: 

(1) Commercialisation issues: 

One concern that this study identified is the need of SMEs to orient RDI initiatives 

more towards the market. This tendency is reflected by the fact that the following 

need statements were perceived to be among the most important ones with a 

significant importance-satisfaction gap: (11)5 minimising the time it takes to 

transform RDI results into commercial products and services (i.e. time-to-market); 

(5) minimising the time needed to develop ready-to-use project results (e.g. avoid 

falling behind market and/or technological dynamics); and (9) increasing the 

flexibility to refocus ongoing RDI projects (e.g. to changing demands of customers, 

markets and new technologies). 

All of these items hint towards an increased need for addressing commercialisation 

issues already at the beginning of their RDI efforts. 

(2) Minimising business risks: 

Business risks associated with RDI projects seem to play an important role across 

all respondents. Accordingly, we identified a meaningful gap between importance 

and satisfaction with regards to (3) minimising the financial risks of participating in 

RDI projects, the (2) administrative effort to manage RDI projects and (1) 

minimising the effort to apply for RDI funding. A high effort in applying for RDI 

                                                           
5
 This number refers to the number of the respective statement, and not its ranking. 
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funding is associated with high financial risks, as the time and money spent on 

developing an appropriate RDI proposal can be interpreted as an investment with 

unknown returns. Likewise, the perceived performance gap found with respect to 

administrative effort may further aggravate this risk-return ratio. 

(3)  “Sharing”, another business risk: 

The only technological need that is within the “Focus Quadrant” is associated with 

the risk of sharing digital content and data across different devices, platforms and 

formats (33). While it comes a bit as a surprise that only one technological need is 

within the “Focus Quadrant”, one could even argue that this need can in fact be 

grouped under the heading of business risks. As with the commercialisation of RDI 

findings, solutions often need to work across different devices and platforms to 

deliver adequate returns on investment, e.g. apps on iPhones, Android phones and 

Windows phones. 

In addition, two further needs have been identified that also apply across all 

companies: 

Finding information: 

Finding information necessary to set-up an RDI proposal is yet another thematic 

group. Accordingly, SMEs seem to feel a relative paucity of available information 

about market developments, finding project partners and relevant RDI programmes. 

Thus, (10) minimising the effort to gain a good overview of RDI and market 

developments in their respective sector, (17) minimising the effort to find matching 

project partners as well as (20) minimising the effort to find relevant RDI 

programmes are needs that revealed relatively large importance - satisfaction gaps. 

Learning from RDI projects: 

The gap analysis of the item (21) increasing the possibilities to learn and 

experiment in RDI projects and activities suggests that SMEs are aware of the 

importance of learning and experimenting within RDI projects. However, their 

perceived level of satisfaction does not match up with the importance they attribute 

to it. Thus, more effort might have to be attributed to learning and experimenting in 

RDI projects and programmes. 

 

Apart from the above mentioned needs, there are also other important needs that 

have been identified (see Figure 3) deserving attention of decision makers that we 

did not consider in the above table, as they were not within the “Focus Quadrant” 

(which represents the items with the highest potential for effective improvement). 

 

RDI needs in the “Disengagement? Quadrant”: 

The needs in the “Disengage(?) Quadrant” (i.e. those needs items that respondents 

rated as above-average in terms of satisfaction and below-average in terms of 

importance) included only technological needs. 

Most of these needs include items that relate to various forms of supporting 

infrastructures or services: e.g. (24) “Minimise the effort to use external computing 
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services and applications”, (32) “Increase the number of channels for the 

distribution of digital content”, (30) “Minimise the likelihood of errors in the 

transmission of digital content and data”, (36) “Increase the capacity to store large 

volumes if digital content” or (31) “Minimise the latency in media delivery”. Another 

statement in the “Disengage? Quadrant” concerned the possibility for users to 

contribute to the creation/generation of digital content (no. 40).” The following table 

comprises the ranking of all 46 need statements from the perspective of all 

companies. 

Table 7: All RDI need statements across all companies 

Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

3 financialrisks 3,94 2,46 1,48 ,000 

1 rdifunding 3,70 2,36 1,33 ,000 

2 admin 3,77 2,44 1,33 ,000 

5 developmnttime 3,91 2,69 1,22 ,000 

9 flexibility 3,88 2,75 1,13 ,000 

11 timetomarket 3,83 2,74 1,09 ,000 

46 robustness 3,95 2,89 1,06 ,000 

21 learnexperiment 3,79 2,75 1,04 ,000 

45 Mdatatheft 3,86 2,92 0,94 ,000 

8 resultsdonotmeetdemands 3,80 2,86 0,94 ,000 

10 exploitation 3,71 2,80 0,91 ,000 

17 matchingpartner 3,60 2,69 0,91 ,000 

20 findRDIprograms 3,52 2,64 0,88 ,000 

16 compcoop 3,67 2,85 0,82 ,000 

41 intuitiveuse 3,74 2,93 0,81 ,000 

12 IPR 3,60 2,79 0,81 ,000 

14 gainoverview 3,55 2,76 0,79 ,000 

13 businessmodels 3,80 3,04 0,77 ,000 

19 findRDIresults 3,37 2,61 0,77 ,000 

33 sharing 3,53 2,77 0,77 ,000 

43 datacontrol 3,52 2,79 0,74 ,000 

42 personaldatamisuse 3,62 2,90 0,73 ,000 

37 userinteraction 3,50 2,78 0,71 ,000 

44 dataloss 3,78 3,10 0,68 ,000 

18 notcomplement 3,29 2,70 0,59 ,000 

15 unicoop 3,38 2,79 0,59 ,000 

7 breakthrough 3,41 2,86 0,55 ,000 

38 usercustomization 3,39 2,86 0,53 ,000 

35 relatedcontent 3,30 2,78 0,52 ,000 

29 digicontenttransmission 3,17 2,68 0,49 ,000 

34 searchaccuracy 3,43 2,95 0,48 ,000 

39 usersharedigicontent 3,42 2,94 0,47 ,000 

28 sensingintegration 2,93 2,58 0,35 ,000 
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6 duration 3,06 2,74 0,32 ,000 

40 usercreationdigicontent 3,19 2,87 0,32 ,000 

31 mediadeliv 3,15 2,85 0,30 ,004 

4 nonRDIsactivities 2,93 2,63 0,29 ,001 

36 capacitytostore 3,14 2,92 0,21 ,029 

30 errorreductiondigicontenttrans 3,14 2,95 0,19 ,057 

25 enrichdata 2,81 2,63 0,18 ,043 

26 largedataanalysis 2,85 2,68 0,17 ,097 

23 digitalcontent 2,81 2,72 0,09 ,322 

32 channels 2,90 2,84 0,06 ,550 

24 compservices 3,02 3,00 0,02 ,823 

27 gesturerecognition 2,32 2,34 -0,03 ,774 

22 compgraphics 2,48 2,69 -0,22 ,026 

Base: All companies (N ~ 300; weighted). Ranking based on the gap-analysis (Imp.-Sat.), in 

descending order.  

Across all 26 analyses presented in this report, a number of different needs were 

frequently rated as important and with low satisfaction and thus appeared in the 

“Focus Quadrant”. The following table provides an overview over the occurrence 

frequency of these items in the “Focus Quadrant”. RDI funding for instance seems 

to be an issue across all subsamples (26 out of 26), while data loss seems to be 

only an issue in one subsample. 

Table 8: Frequency of RDI needs in the “Focus Quadrant”  

Rank No. RDI needs Frequency  
 

Rank No. RDI needs Frequency  

1 1 rdifunding 26  18 8 Datatheft 6 

2 2 admin 25  19 16 compcoop 5 

3 3 financialrisks 25 
 

20 45 
resultsdonotmee

tdemands 
5 

4 11 timetomarket 20  21 35 relatedcontent 5 

5 20 findRDIprogram 20  22 41 intuitiveuse 4 

6 17 matchingpartner 17 
 

23 42 
personaldatamis

use 
4 

7 14 gainoverview 15  24 46 robustness 4 

8 9 flexibility 14  25 15 unicoop 2 

9 5 developmnttime  13  26 18 notcomplement 2 

10 21 learnexperiment 13 
 

27 38 
usercustomizatio

n 
2 

12 43 datacontrol 13 
 

28 13 
usersharedigico

ntent  
2 

11 19 findRDIresults 12  29 39 businessmodels 1 

13 33 sharing 11  30 34 searchaccuracy 1 

14 10 exploitation 9 
 

31 29 
digicontenttrans

mission 
1 

15 12 IPR 9  32 44 dataloss 1 

16 37 userinteraction 8      

17 7 breakthrough 7      
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3.2 Cross-industry analysis of RDI needs 

In this section of the analysis the results are broken down to illustrate the RDI needs 

across industries. The SMEs in this study belong to one or more of the following 

industries: 

- Creative Industries (e.g. digital games, publishing, motion pictures, etc.) 

- Programming & Consulting 

- Education & Culture 

- Telecommunications 

- Information Service Activities (e.g. data processing, hosting, web portals) 

- Research & Development 

- Other  

Figure 4: Distribution of industries across the sample (percentages) 

 

 

As the subsequent analysis will show, the more technically oriented industries, such 

as Programming & Consulting, Telecommunications and Information Services tend 

to perceive generally a stronger importance-satisfaction gap with regards to 

intellectual property rights (IPR) as compared to the Creative Industries and the 

Education & Culture Industries. Since IPR are more widely spread and more 

important for highly technology oriented industries, this distinction seems to be in 

line with what would be generally expected.  

Another issue evolving from the cross industry analysis is the risk that RDI results 

do not deliver breakthrough innovations (7). Here, four out of the five industries’ 

ratings (the category “others” is not included here), indicate an opportunity for 

possible disengagement. In contrast, for the Creative Industries this is an area that 



Survey Report on RDI needs of SMEs in the Digital Media Industry and the Web Economy 

33 

seems to receive a below average satisfaction rating, while being perceived as 

above average in terms of importance, thus representing an opportunity for potential 

improvement. Therefore, Creative Industries seem to either rely more strongly on 

breakthrough innovations or are considerably less able in delivering break-through 

innovations than the other industries. Since respondents usually take a within 

industry perspective (i.e. do not compare their innovations to other industries, but 

rather compare their needs with the actual outcomes), we suggest that the former 

alternative is more likely. 

A comparison across industries with regard to the exploitation of RDI results (10) 

also shows differences. Only for the Information Service Activities Industry this is an 

important, yet largely satisfied need. The Programming & Consulting Industry seems 

to be in a better position to exploit RDI results, as the corresponding need statement 

is placed in the “Balance Quadrant”, albeit very close to the “Focus Quadrant”. The 

results for the other three industries, i.e., Creative Industries, Education & Culture 

and Telecommunications, suggest a potential for disengagement.  

In the following subsections the RDI needs for the different industry sectors are 

presented in detail. 
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3.2.1 The Creative Industries 

Figure 5: Main RDI needs in the Creative Industries 

 

Base: Companies in the Creative Industries (weighted). N varies across single need statements (N~110). 

Table 9: Main RDI need statements across the Creative Industries 

Rank Nr. RDI Needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,97 2,52 1,46 ,000 

2 5 developmnttime 3,97 2,68 1,29 ,000 

3 9 flexibility 3,83 2,71 1,12 ,000 

4 2 admin 3,67 2,61 1,07 ,000 

5 21 learnexperiment 3,66 2,63 1,02 ,000 

6 1 rdifunding 3,56 2,58 0,99 ,000 

7 11 timetomarket 3,79 2,81 0,99 ,000 

8 19 findRDIresults 3,42 2,49 0,93 ,000 

9 8 
resultsdonotmeetdeman

ds 
3,65 2,75 0,90 ,000 

10 33 sharing 3,64 2,76 0,89 ,000 

11 20 findRDIprograms 3,50 2,66 0,84 ,000 

12 17 matchingpartner 3,54 2,72 0,82 ,000 

13 10 exploitation 3,54 2,73 0,81 ,000 

14 14 gainoverview 3,45 2,80 0,65 ,000 

15 7 breakthrough 3,41 2,79 0,63 ,000 
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Focusing on results:  

In addition to the needs mentioned with regards to the overall sample above (Table 

9), the Creative Industries seem to perceive a deficit in getting results from RDI 

activities. As such, the Creative Industries might benefit from measures that (19) 

minimise the effort to find already existing relevant RDI results, (10) minimise the 

risk that RDI results/output cannot be exploited commercially (e.g. in the form of 

products and services), minimise the risk that RDI results do not meet the demands 

of the market and customers as well as (7) efforts to minimise the risk that RDI 

projects do not deliver breakthrough innovations (7). These special needs of the 

Creative Industries all pertain to a relatively results-oriented need focus. 

 

Needs in the “Disengage? Quadrant” 

Needs in the “Disengage? Quadrant” (i.e. those needs items that respondents rated 

as above-average in terms of satisfaction and below-average in terms of 

importance) for the Creative Industries include technological needs only. These 

include need items that relate to various forms of supporting technologies and 

services: e.g.  to minimise the effort to use external computing services and 

applications” (24), to increase the number of channels for the distribution of digital 

content” (32), to minimise the likelihood of errors in the transmission of digital 

content and data” (30) and to increase the capacity to store large volumes of digital 

content” (36). 
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3.2.2 The Programming and Consulting Industries 

 

Figure 6: Main RDI needs in the Programming & Consulting Industries 

 

Base: Companies in the Programming & Consulting Industries (weighted). N varies across single need 

statements (N~200).   

 

Table 10: Main RDI need statements across the Programming & Consulting Industries 

Rank Nr. RDI Needs of SMES Importance Satisfaction 
Gap 

analysis 
Sig. (gap) 

1 1 rdifunding 3,81 2,26 1,55 ,000 

2 3 financialrisks 3,91 2,42 1,49 ,000 

3 2 admin 3,83 2,41 1,43 ,000 

4 5 developmnttime 3,89 2,61 1,27 ,000 

5 9 flexibility 3,95 2,77 1,18 ,000 

6 11 timetomarket 3,83 2,66 1,17 ,000 

7 17 matchingpartner 3,63 2,59 1,04 ,000 

8 20 findRDIprograms 3,58 2,60 0,97 ,000 

9 12 IPR 3,65 2,76 0,89 ,000 

10 14 gainoverview 3,60 2,72 0,88 ,000 
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Intellectual property rights (IPR):  

In addition to the RDI needs across all SMEs, the Programming & Consulting 

Industries show to perceive an importance-satisfaction gap with regards to 

minimising the risk that RDI results/output cannot be utilised due to intellectual 

property rights (IPR) issues (12). Maybe due to their relative dependence on IPR 

protected solutions, the status quo seems to be unsatisfactory for the industry. 

From a business perspective, these SMEs may therefore face the problem of 

investing resources into an RDI project, where IPRs are distributed or partly owned 

by other co-operation partners. As a result, solutions developed under the umbrella 

of external RDI carry the risk that they cannot be commercialised and the 

investment in RDI activities can only be partly utilised. 
 

Needs in the “Disengage? Quadrant” 

RDI needs in the “Disengagement? Quadrant” are mostly technological. The only 

non-technological need is to (7) minimise the risk that RDI projects do not deliver 

break-through innovations, which might indicate a preference for small innovation 

steps instead of break-through innovations.  

Technological needs that are in the Disengage? Quadrant are similar to those of 

the other industries and mostly include various supporting technologies, including 

the need for external computing services and applications (24), the number of 

channels for the distribution of digital content (32), concerns about the likelihood of 

errors in the transmission of digital content and data (30), the capacity to store large 

volumes of digital content (36) or concerns about the latency in media delivery (31). 
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3.2.3 The Education & Culture Industries 

 

Figure 7: Main RDI needs of the Education & Culture Industries 

 

Base: Companies in the Education & Culture Industries (weighted). N varies across single need 

statements (N~38). Due to small number of cases for this industry segment, the results should be 

considered as indicative. 

 

Table 11: Main RDI need statement across the Education & Culture Industries 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 4,08 2,25 1,83 ,000 

2 1 rdifunding 3,82 2,15 1,66 ,000 

3 17 matchingpartner 3,89 2,42 1,47 ,000 

4 2 admin 3,79 2,37 1,41 ,000 

5 46 robustness 3,91 2,59 1,32 ,000 

6 5 developmnttime 3,75 2,46 1,29 ,000 

7 9 flexibility 3,92 2,63 1,29 ,000 

8 10 exploitation 3,85 2,57 1,28 ,000 

9 37 userinteraction 3,81 2,61 1,20 ,000 
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Technical needs:  

While SMEs in the Education & Culture Industries (in addition to those needs that 

can be found cross all SMEs) are mostly concerned with the exploitation of results, 

i.e. with minimising the risk that RDI results/output cannot be exploited 

commercially (e.g. in the form of products and services) (10), it is noticeable that 

they are also concerned with technical needs, such as increasing the robustness of 

new software and applications or increasing the ability of users to interact with 

digital content (46). 

 

Needs in the “Disengage? Quadrant”: 

In terms of needs that are in the “Disengagement? Quadrant”, the Education & 

Culture Industries differ considerably from the other industries. Overall only five 

needs are considered to have disengagement potential, of which only two are 

markedly placed in the “Disengagement? Quadrant”: minimising the likelihood of 

errors in the transmission of digital content and data (30) and concerns about 

having sufficient capacity for storing large volumes of digital content (36). 

Non-technological needs with disengagement potential include minimising the risk 

that RDI projects do not deliver break-through innovations (7) and minimising the 

amount of non-RDI specific project results” (4). They might indicate that SMEs in 

these industries are often rather pursuing incremental innovation steps and that 

they purse RDI projects that are broader in scope and that are not only 

technologically oriented. 
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3.2.4 The Telecommunications Industries 

Figure 8: Main RDI needs in the Telecommunications Industries 

 

Base: Companies in the Telecommunications Industries (weighted). N varies across single need 

statements (N~40). Due to small number of cases for this industry segment, the results should be 

considered as indicative and treated with caution. 
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Table 12: Main RDI need statements across the Telecommunications Industries 

Rank 
Nr
. 

RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 4,05 2,76 1,30 ,000 

2 11 timetomarket 3,92 2,66 1,26 ,000 

3 8 resultsdonotmeetdemands 3,96 2,73 1,23 ,000 

4 9 flexibility 3,94 2,85 1,10 ,000 

5 1 rdifunding 3,82 2,75 1,07 ,000 

6 14 gainoverview 3,62 2,55 1,07 ,000 

7 2 admin 3,70 2,64 1,06 ,000 

8 21 learnexperiment 3,87 2,82 1,05 ,000 

9 20 findRDIprograms 3,53 2,52 1,02 ,000 

10 10 exploitation 3,61 2,62 0,99 ,000 

11 12 IPR 3,58 2,62 0,97 ,000 

12 33 sharing 3,48 2,65 0,83 ,001 

13 16 compcoop 3,60 2,79 0,81 ,000 

14 7 breakthrough 3,55 2,85 0,70 ,002 

15 17 matchingpartner 3,48 2,79 0,69 ,007 

16 19 findRDIresults 3,45 2,82 0,63 ,003 

 

Results orientation, inter-company co-operation and breakthrough 

innovations: 

With 16 needs, the Telecommunication Industries have—together with the 

Education & Culture Industries—the highest number of needs within the “Focus 

Quadrant”. SMEs in the Telecommunication Industry are, similarly to the Creative 

Industries, particularly concerned with utilising the results of RDI projects. Thus, 

they tend to assign high importance and low satisfaction ratings to items such as 

minimising the risk that RDI results/output cannot be utilised due to intellectual 

property rights (IPR) issues (12), minimising the risk that RDI results/output cannot 

be exploited commercially (e.g. in the form of products and services) (10) or 

minimising the effort to find already existing relevant RDI results (19). 

In addition, companies seem to have a perceived need to increase the co-operation 

between companies (16) and to make sure that RDI projects deliver breakthrough 

innovations (7).  

Overall, the Telecommunication Industry seems to be strongly results-driven, while 

also voicing the need for more inter-company cooperation and breakthrough 

innovations. This, in turn, might indicate that companies in this sector operate in a 

relatively saturated market.  
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Needs in the “Disengagement? Quadrant”: 

In terms of needs in the “Disengagement? Quadrant” in the Telecommunications 

Industries technological needs stick out: minimising the effort to use external 

computing services and applications” (24), minimising the effort to automatically 

enrich data sets (25) and increasing the ability to analyse large data sets (26). Also, 

there seems to be no great need in providing users with better means to control 

personal data (43) or enabling users to contribute to the generation/creation of 

digital content (40). 

These indicate that the Telecommunications Industry is largely satisfied with the 

technologies available in managing digital data and content, both internally as well 

as in terms of third-party user contribution. 

From a non-technological point of view, the Telecommunications Industry also 

appears to be quite satisfied the duration of RDI projects and activities (6). 

 

3.2.5 The Service Activities Industries 

 

Figure 9: Main RDI needs in the Information Service Activities Industries 

 

Base: Companies in the Information Service Activities Industries (weighted). The numbers for N varies 

across single need statements (N~60).   
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Table 13: Main RDI need statements across the Information Service Industries 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig.(gap) 

1 1 rdifunding 3,89 2,05 1,84 ,000 

2 3 financialrisks 3,97 2,33 1,64 ,000 

3 2 admin 3,87 2,34 1,53 ,000 

4 43 datacontrol 3,95 2,58 1,37 ,000 

5 12 IPR 3,88 2,70 1,18 ,000 

6 33 sharing 3,70 2,58 1,11 ,000 

7 20 findRDIprograms 3,66 2,55 1,11 ,000 

8 34 searchaccuracy 3,75 2,68 1,07 ,000 

 
Sharing across devices and intellectual property rights issues 

SMEs in the Information Service Activities (ISA) industry are concerned with data 

processing, hosting and web portals. The need to increase the ability of users to 

control their personal data (43) as well as the need to increase the accuracy of 

search results (34) should be seen from this perspective. In addition, the ISA is the 

industry with the highest dependence on technical and therefore IPR protected 

solutions. However, the status quo seems to be unsatisfactory for the industry. 

From a business perspective, these SMEs may therefore face the problem of 

investing resources into an RDI project where IPRs are distributed or partly owned 

by other cooperation partners. As a result, solutions developed under the umbrella 

of an external RDI activity carry the risk that they cannot be utilised.  

 

Needs in the “Disengage? Quadrant”: 

In comparison with other industries, the ISA seem to be most satisfied in terms of 

needs. From altogether 46 need statements, 10 statements can be found in the 

“Disengange? Quadrant”, with two more statements bordering the to the “Low 

Priority Quadrant” (statements 6 and 26). 

From a technological point of view, the companies are largely satisfied with the 

transmission and delivery of digital data and content, i.e. the efficiency/capacity to 

transmit large volumes of data (29), the delivery free of errors (30) and latency in 

media delivery (31). Possibilities of users to contribute to the generation/creation of 

digital content (40) are also largely regarded as sufficient. 

In the “Disengage? Quadrant” there are some non-technological needs: minimising 

the amount of non-RDI specific needs” (4) or minimising the risk that RDI results do 

not deliver break-through innovations (7). Interestingly, there also seem to be little 

concerns that the interests of research organisations and companies in RDI 

projects do not complement each other (18) and companies seem to be quite 

satisfied with the level of co-operation with other companies (no. 16). The latter two 

indicate that overall the ISA industry seems to have well-balanced partnerships and 

co-operations in RDI projects and activities. 
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3.2.6 The Research & Development Industries 

 

Figure 10: Main RDI needs in the Research & Development Industries 

 

Base: Companies in the R&D Industries (weighted). N varies across single need statements (N~80).  

Table 14: Main RDI need statements across the R&D Industries 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 4,11 2,37 1,73 ,000 

2 1 rdifunding 3,93 2,21 1,72 ,000 

3 2 admin 4,01 2,33 1,68 ,000 

4 11 timetomarket 3,88 2,66 1,22 ,000 

5 21 learnexperiment 3,99 2,79 1,20 ,000 

6 43 datacontrol 3,70 2,67 1,03 ,000 

7 12 IPR 3,66 2,80 0,86 ,000 

8 14 gainoverview 3,47 2,70 0,77 ,000 

9 20 findRDIprograms 3,52 2,75 0,77 ,000 

10 38 usercustomization 3,44 2,75 0,70 ,000 

11 37 userinteraction 3,43 2,76 0,67 ,000 

12 35 relatedcontent 3,42 2,78 0,63 ,000 

13 18 notcomplement 3,26 2,65 0,61 ,002 

 
  



Survey Report on RDI needs of SMEs in the Digital Media Industry and the Web Economy 

45 

More user centric technologies 

SMEs in the Research & Development (R&D) Industry have mostly technological 

needs. As the R&D Industry can be expected to work on solutions for future 

problems, these needs are most likely to indicate future needs and general 

technical developments. As such, future research might need to increasingly 

address the ability of users to control their personal data (43), the ability of users to 

interact with digital content (37), the likelihood to find related content from diverse 

sources (35) as well as the ability of the user to adapt digital content to his/her 

needs (38). Other additional needs that pertain to the R&D Industry are associated 

with the risk that RDI results/output cannot be utilised due to intellectual property 

rights (IPR) issues (12). 

Finally, R&D firms appear to see a current risk that the interests of research 

organisations and companies in RDI projects do not complement each other (18). 

As this was not a major concern by other industries, this might suggest that R&D 

organizations suffer more from potential R&D partnership mismatches.  

 

Needs in the “Disengage? Quadrant” 

In the Research & Development Industries the needs that are in the Disengage? 

Quadrant are more diverse. Technologically, companies seem to be quite satisfied 

with the effort necessary to utilise external computing services and applications (24) 

and the error-free transmission of digital data and content (30). Possibilities for 

users to contribute to the creation/generation of digital content (40) and the capacity 

to store digital content (36) are also mostly seen as sufficient. 

Overall companies seem to be quite satisfied with the duration of RDI projects and 

activities (6), the amount of non-RDI specific activities in projects (4) or the level of 

co-operation with universities and research organisation (15). They are also less 

concerned about RDI projects that do not deliver breakthrough innovations (7), 

indicating an orientation towards an incremental innovation approach. 
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3.2.7 Other Industries 

Figure 11: Main RDI needs in other industries 

 

Base: Companies in other industries (weighted). N varies across single need statements (N~80).  

Table 15: Main RDI need statements across other industries 

Rank Nr. RDI needs of SMEs Importance Satisfaction Gapa nalysis Sig. (gap) 

1 2 admin 4,09 1,97 2,12 ,000 

2 3 financialrisks 4,18 2,17 2,01 ,000 

3 11 timetomarket 4,22 2,33 1,89 ,000 

4 1 rdifunding 4,08 2,23 1,84 ,000 

5 5 developmnttime 4,12 2,34 1,78 ,000 

6 21 learnexperiment 3,88 2,23 1,66 ,000 

7 9 flexibility 3,91 2,39 1,51 ,000 

8 17 matchingpartner 3,72 2,38 1,34 ,000 

9 13 businessmodels 3,80 2,52 1,27 ,000 

10 45 Datatheft 3,79 2,56 1,23 ,000 

11 12 IPR 3,39 2,29 1,10 ,000 

12 44 dataloss 3,61 2,60 1,01 ,001 

13 14 gainoverview 3,37 2,46 0,91 ,003 

14 19 findRDIresults 3,33 2,47 0,86 ,015 

15 42 personaldatamisuse 3,37 2,59 0,77 ,014 

16 43 datacontrol 3,28 2,51 0,77 ,005 
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3.3 Future RDI Activities 

Asked about planned future RDI activities (figure 12), the vast majority (62.8%) of 

SMEs reported they wanted to increase RDI spending. 22.1% of companies stated 

that they plan to keep future RDI activities the same, and only a small minority of 

companies (4.6%) expected to decrease RDI efforts in the future. About 10% did 

not know yet. 

 

Figure 12: SMEs estimating their future RDI effort (in percentage) 

 

 

As shown in figure 13, years of RDI experience of companies also seem to have an 

effect on future RDI effort. Companies with no RDI experience are most likely not to 

increase RDI efforts: Only about half of the companies said that they are planning 

to increase RDI effort in the future. 4% plan to keep their effort the same and 47% 

did not yet know. 

Companies that already have up to 36 months are most optimistic in terms of 

increasing RDI effort. 76% plan to increase RDI activities in the future; 15% 

consider them to stay the same and 4% plan to decrease them in the future. With 

companies that have more than 36 months of RDI experience, the expected growth 

is understandably smaller: 53% want to increase RDI effort in the future, while 38% 

want it to stay the same. 7% plan to decrease RDI activities. 
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Figure 13: Planned future RDI effort by years of RDI experience (in percentage) 

 

 

In terms of type of industry there are also differences in planned future RDI effort 

(see figure 14). In particular companies (75%) in the Education & Culture Industries 

plan to increase their RDI effort in the future, while in the Information Services 

Industries only 40% plan to do so and 60% want to keep it the same. The Creative 

Industries are also comparably hesitant in this respect, with only 44% of companies 

planning to increase future RDI effort. 

Companies of the Programming & Consulting Industries as well as the Creative 

Industries are most likely to decrease RDI effort in the future: 9% of companies in 

the Programming & Consulting Industries and 7% in the Creative Industries 

consider decreasing their RDI effort. 
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Figure 14: Planned future RDI effort by type of industry (in percentage) 

 

 

Considering different kinds of RDI experience (see figure 15)6, companies that have 

been involved in prior RDI activities generally tend to be more willing to increase 

their RDI effort in the future. For instance, only 52% of companies that did not have 

prior RDI experience plan to increase future RDI activities. The figures for 

companies either planning to increase RDI effort or to remain the same are quite 

similar for companies that either already have been involved in regional/national, 

EU or in-house RDI projects, with about 60% planning to increase and about 30% 

to keep them the same. However, nearly 7% of companies that have participated in 

EU projects plan to decrease their RDI effort, which represents the highest figure in 

comparison to the other kinds of experience.7 Companies that have participated in 

bilateral RDI activities (i.e. with another company or a research organisation) are 

most optimistic in increasing RDI efforts in the future (70%). 

 

                                                           
6
 Please note that companies completing the questionnaire could tick more than one option; for 

example, a company could have participated in national as well as EU projects. So these 

figures have to be seen with some caution. 
7
 Please note: The missing percentages in these figures on years of experience, industry and kind 

of RDI experience refer to “Don’t know”; for reasons of readability they were not included. 



Survey Report on RDI needs of SMEs in the Digital Media Industry and the Web Economy 

50 

Figure 15: Future RDI effort by kind of RDI experience 

 

 

In the following subsections, the main RDI needs of companies that either plan to 

increase or maintain RDI effort, and those that plan to decrease them are presented 

in more detail. 
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3.3.1 RDI needs of companies planning to increase or maintain RDI effort 

Figure 16: Main RDI needs for companies increasing/maintaining RDI effort 

 

Base: MEs estimating their RDI effort to remain the same or increase (weighted). N varies across 

single need statements (N~255). 

 

Table 16: Main RDI need statements of SMEs planning to increase/maintain RDI effort 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,95 2,50 1,45 ,000 

2 2 admin 3,82 2,49 1,33 ,000 

3 1 rdifunding 3,69 2,43 1,26 ,000 

4 5 developmnttime 3,97 2,77 1,20 ,000 

5 21 learnexperiment 3,85 2,80 1,05 ,000 

6 11 timetomarket 3,86 2,82 1,04 ,000 

7 17 matchingpartner 3,65 2,78 0,87 ,000 

8 20 findRDIprograms 3,57 2,74 0,83 ,000 

9 19 findRDIresults 3,44 2,71 0,73 ,000 

10 37 userinteraction 3,54 2,81 0,73 ,000 

11 33 sharing 3,50 2,80 0,70 ,000 
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RDI needs are similar to the overall sample 

As most SMEs plan to either maintain or increase the level of RDI effort in the 

future, the needs are very similar to the overall sample as shown in table 6. 

 

Needs in the “Disengage? Quadrant” 

The needs in the “Disengage? Quadrant” include mostly technological needs (in 

particular in terms of technologies for distributing, and storing digital content as well 

as possibilities for users to contribute digital content). While the needs are very 

similar to those of the overall sample, there are slight discrepancies. For example, 

companies that are planning to increase or maintain their current RDI effort seem to 

be slightly less worried that RDI projects do not deliver breakthrough innovations 

(7). 

 

3.3.2 RDI needs of companies planning to decrease RDI effort 

 

Figure 17: Main RDI needs of SMEs planning to decrease future RDI effort 

 

Base: SMEs estimating their RDI effort to decrease (weighted). N varies across single need 

statements (N~13).  
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Table 17: Main RDI need statements of SMEs planning to decrease RDI effort 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap-Analysis Sig. (gap) 

1 1 rdifunding 3,62 1,88 1,75 ,001 

2 3 financialrisks 4,12 2,38 1,75 ,014 

3 20 findRDIprograms 3,57 2,00 1,57 ,005 

4 7 breakthrough 3,50 2,50 1,00 ,005 

5 17 matchingpartner 3,25 2,37 0,88 ,173 

6 42 personaldatamisuse 3,29 2,57 0,71 ,289 

 

Surprising: fewer main RDI needs 

For the few companies (N~13) that plan to decrease their RDI effort, the most 

important unsatisfied needs in addition to the overall sample are concerned with the 

risk that RDI projects do not deliver breakthrough innovations and the risk of 

personal data misuse. 

What seems surprising from a broader perspective is that compared to other 

subsamples, the SMEs planning to decrease future RDI effort have fewer instead of 

more needs with a meaningful gap, i.e. needs that are in the “Focus Quadrant”. 

 

Needs in the “Disengage? Quadrant” 

Considering needs in the “Disengage? Quadrant” there are some discrepancies 

from the overall sample. For example, companies are considerably more satisfied 

with the possibility of users to contribute to the creation/generation of digital content 

(40). On the other hand, companies regard stronger co-operation with companies 

(16) as less important than in the overall sample (although the level of satisfaction 

was about the same). 
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3.4 Differences by size of companies 

Regarding RDI needs there are generally only slight differences between smaller 

and larger sized companies in terms of number of employees. Since company size 

can be an important differentiator with possible implications on many levels 

influencing RDI activities, we further probed into these differences with regard to 

single need statements. In the following subsections the main RDI needs of micro, 

small as well as medium sized and large companies are presented in detail. 

 

3.4.1 Main RDI needs of micro enterprises 

Figure 18: Main RDI needs of micro enterprises (1-9 employees) 

 

Base: RDI needs across micro enterprises (unweighted). N varies across single need statements 

(N~175). 

 
  



Survey Report on RDI needs of SMEs in the Digital Media Industry and the Web Economy 

55 

Table 18: Main RDI need statements across micro enterprises (1-9 employees) 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,94 2,45 1,49 ,000 

2 1 rdifunding 3,70 2,36 1,34 ,000 

3 2 admin 3,77 2,43 1,34 ,000 

4 5 developmnttime 3,92 2,68 1,24 ,000 

5 9 flexibility 3,88 2,74 1,14 ,000 

6 11 timetomarket 3,83 2,74 1,09 ,000 

7 21 learnexperiment 3,79 2,75 1,04 ,000 

8 17 matchingpartner 3,60 2,68 0,92 ,000 

9 20 findRDIprograms 3,52 2,64 0,88 ,000 

10 14 gainoverview 3,55 2,76 0,79 ,000 

11 33 sharing 3,55 2,77 0,78 ,000 

 

Similar to the overall sample 

As most SMEs in the overall sample belong to the group of micro enterprises, the 

needs of this subgroup are very similar to the overall sample as shown in table 6. 

 

Needs in the “Disengage? Quadrant” 

This also applies to well-covered needs, which are also quite similar to those of the 

overall sample (see “Disengage? Quadrant”). 
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3.4.2 Main RDI needs of small enterprises 

Figure 19: Main RDI needs of small enterprises (10-49 employees) 

 

Base: All small enterprises (unweighted). N varies across single need statements (N~85). 
 

Table 19: Main RDI need statements across small enterprises (10-49 employees) 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,92 2,64 1,28 ,000 

2 2 admin 3,84 2,56 1,27 ,000 

3 1 rdifunding 3,74 2,49 1,24 ,000 

4 21 learnexperiment 3,75 2,75 1,00 ,000 

5 14 gainoverview 3,51 2,66 0,85 ,000 

6 20 findRDIprograms 3,54 2,71 0,83 ,000 

7 12 IPR 3,40 2,58 0,82 ,000 

8 19 findRDIresults 3,38 2,67 0,71 ,000 

9 37 userinteraction 3,43 2,74 0,69 ,000 
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Similar to the overall sample; additional focus on IPR and user interaction 

For small enterprises with 10 to 49 employees, we found only small differences with 

regard to their needs as compared to the overall sample in table 6. Accordingly, 

small enterprises seem to view the needs associated with the risks of not being 

able to utilise intellectual property rights (12) as well as user interaction with digital 

content (37) as slightly more important. 

 

Needs in the “Disengage? Quadrant” 

Needs that are considered as over-served differ slightly to the overall sample. For 

instance, satisfaction levels of some needs are sometimes smaller than in the 

overall sample, as is the felt importance of some need items, e.g. the ability of 

users to adapt digital content to their needs (38). This also explains why there are 

not only fewer need items that are considered as well-covered (7 items in 

comparison to 9 need items in the overall sample), but which generally are also 

closer to either the “Low Priority” or the “Balance” quadrants. A striking exception is 

the higher satisfaction level with statement no. 6, which indicates that smaller 

companies seem to be less concerned about too long durations of RDI projects (6) 

than in the overall sample. 

  



Survey Report on RDI needs of SMEs in the Digital Media Industry and the Web Economy 

58 

3.4.3 Main RDI needs of medium and large enterprises 

 

Figure 20: Main RDI needs of medium and large enterprises (>50 employees) 

 

Base: All medium and large enterprises (unweighted). N varies across single need statements (N~50). 

 

Table 20: Main RDI need statements across medium & large enterprises (>50 

employees) 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 2 admin 3,77 2,65 1,13 ,000 

2 11 timetomarket 3,76 2,69 1,06 ,000 

3 43 datacontrol 3,81 2,86 0,95 ,000 

4 41 intuitiveuse 3,74 2,81 0,93 ,000 

5 42 personaldatamisuse 3,78 2,89 0,89 ,000 

6 19 findRDIresults 3,67 2,88 0,80 ,000 

7 45 datatheft 3,64 2,89 0,76 ,000 

8 1 rdifunding 3,39 2,67 0,71 ,002 

9 20 findRDIprograms 3,54 2,90 0,64 ,002 

10 35 relatedcontent 3,40 2,91 0,49 ,070 

11 33 sharing 3,40 2,95 0,44 ,066 
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Data security and user-friendly technologies 

Medium sized and large companies appear to generally put more emphasis on data 

security and user-friendly technologies. Accordingly the following five needs go 

beyond the needs of the overall sample:  

• Increase the ability of users to control their personal data (43) 

• Minimise the risk of data theft (45) 

• Minimise the risk of misuse of personal data (42) 

• Minimise the risk that software and applications cannot be used intuitively 

(41) 

• Increase the likelihood to find related content from diverse sources (35). 

 

Needs in the “Disengage? Quadrant” 

Some needs that are considered as well-covered differ slightly to the overall 

sample. For instance, satisfaction levels of some need items are considerably 

higher than in the overall sample. This particularly applies to the following 

statements: 

• Minimise the amount of non-RDI specific activities in projects (4) 

• Minimise the duration of RDI projects and activities (6) 

• Minimise the effort to utilise external computing services and applications 

(24) 

• Increase the effort to automatically enrich data sets (25) 

However, the latter two (24, 25) are also considered to be more important than in 

the overall sample. 
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3.5 EU-15 vs. EU-12+1 

In this section the RDI needs of companies in the “old” EU Member Countries 

(EU15) in comparison to companies in the “new” Member Countries and future 

Member State Croatia (EU 12+1) are presented in detail. These countries can be 

differentiated with regard to their membership status and/or history in the European 

Union. Accordingly, in this section, we present the data for EU-15 and EU-12+1 

respectively.  

In general, the needs of the SMEs in the EU-15 coincide with the needs of our 

overall sample, while the needs of the EU-12+1 are slightly more diverse. 

Companies from the EU-12+1 countries show to have a larger performance gap 

especially with respect to technical issues. In addition, the results indicate more 

learning and networking needs. 

 

3.5.1 Main RDI needs across EU-15 countries 

 

Figure 21: Main RDI needs across companies in EU-15 countries 

 

Base: Companies across SMEs from the EU-15 countries (weighted). N varies across single need 

statements (N~220). Note: EU-15 includes Switzerland (N=2) and Norway (N=2). 
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Table 21: Main RDI need statements across EU-15 countries 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,91 2,44 1,47 ,000 

2 1 rdifunding 3,65 2,32 1,33 ,000 

3 2 admin 3,68 2,45 1,23 ,000 

4 5 developmnttime 3,87 2,66 1,21 ,000 

5 9 flexibility 3,88 2,71 1,17 ,000 

6 21 learnexperiment 3,76 2,67 1,09 ,000 

7 11 timetomarket 3,80 2,74 1,06 ,000 

8 17 matchingpartner 3,53 2,66 0,87 ,000 

9 12 IPR 3,60 2,77 0,83 ,000 

10 20 findRDIprograms 3,41 2,65 0,76 ,000 

11 37 userinteraction 3,53 2,78 0,75 ,000 

12 14 gainoverview 3,47 2,78 0,69 ,000 

 

Similar to the overall sample; additional focus on IPR and user interaction 

For the EU-15 countries we found only small differences with regard to their needs 

as compared to the overall sample (see table 6). Accordingly, EU-15 SMEs seem to 

view the needs associated with the risks of not being able to utilise intellectual 

property rights (12) as well as user interaction with digital content (37) as slightly 

more important than the rest of the sample. 

 

Needs in the “Disengage? Quadrant” 

Needs in the “Disengage? Quadrant” are quite similar to those of the overall 

sample. It is noteworthy, however, that fewer need items are placed in the 

“Disengage? Quadrant” than in the overall sample (7 in comparison to 9), and even 

more so in comparison to the EU 12+1 countries, with 11 need items. 
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3.5.2 Main RDI needs across EU-12+Croatia 

Figure 22: Main RDI needs across companies in EU-12 + Croatia 

 

Base: Companies across SMEs from the EU-12 countries including Croatia (weighted). N varies 

across single need statements (N~75). 

 

Table 22: Main RDI need statements across EU-12+1 countries 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 45 Datatheft 4,31 2,68 1,63 ,000 

2 2 admin 4,03 2,40 1,63 ,000 

3 3 financialrisks 4,04 2,53 1,50 ,000 

4 46 robustness 4,09 2,61 1,47 ,000 

5 1 rdifunding 3,83 2,50 1,33 ,000 

6 16 compcoop 3,90 2,65 1,25 ,000 

7 20 findRDIprograms 3,82 2,61 1,21 ,000 

8 11 timetomarket 3,92 2,72 1,19 ,000 

9 43 datacontrol 3,84 2,69 1,15 ,000 

10 14 gainoverview 3,78 2,68 1,09 ,000 

11 41 intuitiveuse 3,75 2,68 1,07 ,000 

12 33 sharing 3,66 2,61 1,06 ,000 

13 7 breakthrough 3,57 2,67 0,90 ,000 
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Relatively more technological needs 

In addition to the overall SME needs (see table 6), companies from the EU-12+1 

countries seem have needs with regards to a diverse set of topics. While for 

instance the need to learn and experiment during RDI projects seems to be less 

pronounced, EU-12+1 countries show to have an above average gap with respect 

to the following needs: 

• Minimise the risk of data theft (45) 

• Increase the robustness of new software and applications 46) 

• Increase the level of co-operation with companies (16) 

• Increase the ability of users to control their personal data (43) 

• Minimise the risk that software and applications cannot be used intuitively 

(41) 

• Minimise the risk that RDI projects do not deliver breakthrough 

innovations (7). 

In sum, the above needs pertain much more to technical needs than SMEs from the 

EU-15 countries. Among the non-technical needs however, it should be noted that 

co-operation among companies and breakthrough innovations is a comparatively 

more important and less-satisfied need. 

 

Needs in the “Disengage? Quadrant” 

Considering over-served needs of EU 12+1 countries, there are some 

discrepancies in relation to the overall sample. For instance, satisfaction levels of 

some need items are considerably higher than in the overall sample. This 

particularly applies to the following need statements: 

• Minimise the duration of RDI projects and activities (6) 

• Minimise the effort to generate computer graphics (22) 

• Minimise the effort to produce digital content (23) 

• Increase the effort to automatically enrich data sets (25). 
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4 Additional Analyses 

4.1 RDI needs related to experience (years) 

In the following section, SME needs are differentiated according to years of 

experience in conducting research, development & innovation activities. 

Accordingly, we clustered experience in three groups: no experience, 1-36 months 

experience and more than 36 months of experience. The general distribution of 

SMEs according to experience is shown below.  

 

Figure 23: SMEs by years of experience (percentages) 

 

 

In general, about half of the SMEs have 1 to 36 months RDI experience (47%) and 

38% have over three years of experience. The needs of the different groups differ 

slightly: Companies without RDI experience perceive a risk with regard to RDI 

results meeting the demands of the market and customers (8) and possibly as a 

consequence, view the commercial exploitation of RDI outputs (10) as potentially 

problematic. However, please note that companies may not conduct RDI projects 

for various reasons, such as being very young, having no need for RDI or 

experiencing (current) financial constraints. Thus, the results have to be interpreted 

with caution when it comes to deriving recommendations for helping SMEs to start 

RDI projects. 
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For companies with 1-36 months RDI experience, the needs are more diffuse. In 

terms of non-technical needs, however, these SMEs seem to have additional needs 

in terms of achieving breakthrough innovations (7) and increasing the number of co-

operations with companies (16). 

Finally, for the most experienced SMEs in our sample, with more than 36 months of 

RDI experience, the one need that persists in addition to the overall sample is the 

need for minimising the risk that RDI results/output cannot be exploited 

commercially (10). This makes sense, as over the years companies are more likely 

to have experienced problems with exploitation of results, which in turn is a central 

goal of RDI in general. 

With increasing RDI experience, the performance gap with regard to finding a 

matching project partner (17) grew. Being situated in the “Disengage? Quadrant”, 

this need was a smaller issue for SMEs with no experience, while the performance 

gap was larger for SMEs with 1-36 and over 36 months RDI experience. 

Accordingly, SMEs with 1-36 months perceived the finding of a matching project 

partner to be more important than SMEs with no experience. SMEs with more than 

36 months of experience in turn generally rated this need lower in terms of 

satisfaction. Even though we cannot infer causal links from the current results it 

might be possible to argue that SMEs with no experience are not yet worrying about 

finding matching partners, either because they are not aware of this potential 

problem or because they are busy focusing on creating in-house RDI. With growing 

experience, this issue becomes more focal, before SMEs become increasingly 

dissatisfied with the current possibilities. 

 

The following subsections present the RDI of SMEs in terms of experience in more 

detail: 
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4.1.1 RDI needs of SMEs with no experience 

Figure 24: Main RDI needs of SMEs with no experience 

 

Base: Companies across SMEs with less than 1 month of experience (weighted). N varies across 

single need statements (N~40). 

Table 23: Main RDI need statements of SMEs with no experience 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 2 admin 3,77 2,04 1,73 ,000 

2 3 financialrisks 3,80 2,10 1,71 ,000 

3 45 datatheft 4,04 2,47 1,57 ,000 

4 5 developmnttime 3,66 2,13 1,53 ,000 

5 21 learnexperiment 3,54 2,15 1,39 ,000 

6 1 rdifunding 3,46 2,09 1,37 ,000 

7 8 resultsdonotmeetdemands 3,66 2,30 1,37 ,000 

8 11 timetomarket 3,58 2,24 1,34 ,000 

9 9 flexibility 3,49 2,15 1,34 ,000 

10 43 datacontrol 3,82 2,51 1,30 ,000 

11 29 digicontenttransmission 3,44 2,41 1,03 ,000 

12 19 findRDIresults 3,39 2,37 1,03 ,000 

13 10 exploitation 3,48 2,49 0,99 ,000 
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Data and commercialisation issues 

In comparison to the overall SME needs, companies with no RDI experience seem 

to put more emphasis on data security, such as minimising the risk of data theft (45) 

and increasing the user’s ability to control their data (43). Another difference is the 

stronger focus on commercialisation issues, such as the need for minimising the 

risk that RDI results do not meet the demands of the market and customers (8) as 

well as minimising the risk that RDI results/output cannot be exploited commercially 

(10). Even though SMEs did not (yet) conduct RDI activities, they are nonetheless 

interested in finding and obtaining already existing relevant RDI results more easily 

(19). Interestingly, in contrast to the general sample, SMEs with no RDI experience 

do not perceive a need with regard to finding a matching project partner (17). 

Since this group has not yet conducted RDI activities, the needs of this specific 

group might allow careful conclusions about opportunities for changing current RDI 

programmes in order to attract new SMEs, i.e. those that so far did not participate. 

What is important, however, is that the perceptions of this group are not derived 

from real experience, but most likely pertain mainly to expectations and conceptions 

of RDI projects. 

 

4.1.2 RDI needs of SMEs with 1-36 months experience 

Figure 25: Main RDI needs of SMEs with 1-36 months of experience 

 

Base: Companies across SMEs with 1-36 months of experience (weighted). N varies across single 

need statements (N~140).   
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Table 24: Main RDI need statements of SMEs with 1-36 months experience 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 45 Datatheft 4,31 2,68 1,63 ,000 

2 2 admin 4,03 2,40 1,63 ,000 

3 3 financialrisks 4,04 2,53 1,50 ,000 

4 46 robustness 4,09 2,61 1,47 ,000 

5 1 rdifunding 3,83 2,50 1,33 ,000 

6 16 compcoop 3,90 2,65 1,25 ,000 

7 20 findRDIprograms 3,82 2,61 1,21 ,000 

8 11 timetomarket 3,92 2,72 1,19 ,000 

9 43 datacontrol 3,84 2,69 1,15 ,000 

10 14 gainoverview 3,78 2,68 1,09 ,000 

11 41 intuitiveuse 3,75 2,68 1,07 ,000 

12 33 sharing 3,66 2,61 1,06 ,000 

13 19 findRDIresults 3,55 2,55 1,00 ,000 

14 7 breakthrough 3,57 2,67 0,90 ,000 

 

More and more diffuse needs 

SMEs with 1-36 months experience are relatively new with regard to RDI. Their 

needs are somewhat diffuse and with 14 needs in the “Focus Quadrant” relatively 

numerous. Accordingly, these companies perceive a need with regard to the 

following technical issues: 

• minimising the risk that software and applications cannot be used intuitively 

(41), 

• increasing the robustness of new software and applications (46), 

• minimising the risk of data theft (45), and 

• increasing the ability of users to control their personal data (43).  

In addition, these SMEs perceive a performance gap with respect to RDI projects 

delivering breakthrough innovations (7), increasing the level of co-operation with 

companies (16) and the effort needed to find existing relevant RDI results (19). 

In sum, companies with up to 3 years of RDI experience are likely to be in an 

orientation phase with regard to RDI projects and therefore still have comparably 

numerous and unfocused needs. 
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4.1.3 RDI needs of SMEs with 36 months of experience or more 

 

Figure 26: Main RDI needs of SMEs with 36 years of experience or more 

 

Base: Companies across SMEs with 36 months of experience or more (weighted). N varies across 

single need statements (N~110). 

 

Table 25: Main RDI need statements of SMEs with 36 months experience or more 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,98 2,34 1,64 ,000 

2 1 rdifunding 3,66 2,31 1,36 ,000 

3 2 admin 3,69 2,40 1,30 ,000 

4 9 flexibility 3,98 2,78 1,21 ,000 

5 10 exploitation 3,83 2,75 1,08 ,000 

6 17 matchingpartner 3,66 2,58 1,08 ,000 

7 5 developmnttime 3,76 2,72 1,04 ,000 

8 21 learnexperiment 3,79 2,77 1,02 ,000 

9 20 findRDIprograms 3,56 2,65 0,91 ,000 

10 43 datacontrol 3,62 2,75 0,87 ,000 

11 37 userinteraction 3,54 2,77 0,77 ,000 

12 35 relatedcontent 3,45 2,71 0,73 ,000 
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Predominantly in line with the overall sample 

SMEs that are relatively experienced with RDI projects show a need distribution 

that is more similar to the distribution of the overall sample. However, a few 

technical needs seem to pose a larger performance gap. These technical needs 

refer to increasing the likelihood to find related content from diverse sources (35), 

increasing the ability of users to interact with digital content (37) and increase the 

ability of the users to control their personal data (43). In addition, similar to the 

companies with no experience, those with more than 3 years of experience 

perceive (again) a need for minimising the risk that RDI results/output cannot be 

exploited commercially (10). 

Needs in the “Disengage? Quadrant” 

Opportunities for disengagement other than the overall sample are few and pertain 

to generating computer graphics and the efficiency to transmit large volumes of 

digital content.  

 

4.2 RDI needs related to experience (project type) 

Next to the amount of years of experience that SMEs differ, they also differ with 

regard to the kind of RDI experience. As such, companies have participated in EU 

projects, such as FP7 projects, in national or regional RDI projects, co-operated 

with universities or companies, have conducted in-house RDI or even have no such 

experience. The figure below shows the percentages of SMEs having conducted 

either kind of RDI project (multiple kinds of RDI projects could be selected, i.e. EU 

project and in-house RDI).  

In general, it seems that the higher the complexity of RDI projects, such as is the 

case for instance in regional, national and EU projects, the higher are the perceived 

commercialisation risks for companies, i.e. benefitting enough from the 

commercialisation of RDI output and at the same time or the risk for potential losses 

as a consequence from compromises with the involved partners increases.  

Assuming a sequence of RDI activities, where companies start with inhouse RDI 

and with increasing experience become more likely to conduct co-operative, 

regional, national and EU projects respectively (for support of this assumption see 

Table 26), one may theorize that the steps needed to lift companies from one level 

to another are as follows:  

Factors potentially supporting the transition of SMEs from in-house RDI projects to 

co-operations with companies, universities and research organisations (inhouse ���� 

co-operation): 

- Help find RDI results 

- Help increase company co-operation 

Factors potentially supporting the transition of SMEs from co-operative (mostly 

bilateral) RDI projects to regional/national RDI projects (co-operation ���� 

regional/national): 

- Help exploitation of RDI results commercially 
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Factors potentially supporting the transition of SMEs from regional/national RDI 

projects to EU RDI projects (national/regional ���� EU): 

- Support achieving breakthrough innovations 

- Disengage from investing resources into avoiding non-complementary interests 

of research organisations and SMEs & from investing resources into helping 

SMEs to gain an overview of RDI and market developments 

 

Table 26: Crosstab of kind of experience with years of experience 

 Experience: 
none 

Experience with in-
house RDI 

Experience 
Cooperation 
with research or 
business 

Experience 
national or 
regional 
projects 

Experience EU 
projects 

none 44 0 2 0 0 

1-36 10 64 67 56 27 

36+ 9 61 64 66 43 

With increasing time of RDI experience, the frequency of more complex RDI project grows, i.e. EU 

projects, while more basic kinds of RDI activities remain relatively stable, such as in-house RDI 

projects. Thus, EU projects are usually conducted in addition, not instead of, more basic RDI projects. 

 

Figure 27: SMEs by kind of RDI experience (in percent) 

 

In the following subsections, the RDI needs of SMEs in terms of RDI experience are 

presented in detail. 
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4.2.1 RDI needs of SMEs with experience in in-house RDI 

Figure 28: Main RDI needs of SMEs with experience in in-house RDI projects 

 

Base: SMEs with in-house RDI experience (weighted). N varies across need statements (N~120). 

 

Table 27: Main RDI need statements of SMEs with inhouse RDI experience 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 4,05 2,41 1,64 ,000 

2 1 rdifunding 3,96 2,37 1,59 ,000 

3 2 admin 3,97 2,44 1,52 ,000 

4 11 timetomarket 3,98 2,80 1,18 ,000 

5 17 matchingpartner 3,62 2,57 1,05 ,000 

6 21 learnexperiment 3,86 2,81 1,05 ,000 

7 20 findRDIprograms 3,61 2,56 1,04 ,000 

8 14 gainoverview 3,76 2,74 1,01 ,000 

9 19 findRDIresults 3,42 2,52 0,90 ,000 

10 37 userinteraction 3,43 2,75 0,68 ,000 

11 16 compcoop 3,48 2,80 0,68 ,000 
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Additional focus on company cooperation and finding RDI results 

The needs of companies with in-house RDI activities are generally similar to the 

overall sample. In addition to the overall sample, the above mentioned companies 

have needs pertaining to increasing the level of co-operation with other companies 

(16) and minimising the effort to find already existing RDI results (19). For 

motivating these companies to take up regional, national or EU RDI projects, these 

two factors in addition to the overall factors mentioned in section 3.1 should be 

primarily targeted. With regards to technical needs, companies engaged in in-house 

RDI also perceive a performance gap with regard to increasing the ability of users 

to interact with digital content (37). 

Needs in the “Disengage? Quadrant” 

In contrast, fields that are rated as relatively low in importance and high in 

satisfaction, thus with a small performance gap are the following:  

• Minimise the duration of RDI projects and activities (6) 

• Minimise the effort to use external computing services and applications (24) 

• Increase the accuracy of search results (34) 

• Increase the possibilities of users to share digital content (39) 

• Increase the ability of users to control their personal data (43) 
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4.2.2 RDI needs of SMEs with experience in co-operative RDI projects 

 

Figure 29: Main RDI needs of SMEs with experience in co-operative RDI projects 

 

Base: SMEs with experience in co-operative RDI projects with other companies and research 

institutions (weighted). N varies across single need statements (N~120). 

 

Table 28: Main RDI need statements of SMEs experience in cooperative RDI projects  

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,92 2,35 1,57 ,000 

2 1 rdifunding 3,86 2,33 1,53 ,000 

3 2 admin 3,84 2,43 1,41 ,000 

4 11 timetomarket 4,03 2,70 1,33 ,000 

5 5 developmnttime 3,97 2,72 1,25 ,000 

6 17 matchingpartner 3,85 2,61 1,24 ,000 

7 10 exploitation 3,86 2,66 1,19 ,000 

8 43 datacontrol 3,42 2,72 0,71 ,000 
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Focus on exploitation and data control 

SMEs that engage in co-operation with universities and other companies showed to 

generally have relatively few needs. The two needs that were found in addition to 

the overall sample were a need for minimising the risk that RDI results/output 

cannot be exploited commercially (10) and the need to increase the ability of users 

to control their personal data (43). 

 

Needs in the “Disengage? Quadrant” 

Disengaging from minimising the duration of RDI projects (6) and increasing the 

probability to achieve breakthrough innovations (7) seems likely to bare no or little 

consequences for these companies. 

 

4.2.3 RDI needs of SMEs with experience in national/regional RDI 

projects 

 

Figure 30: Main RDI needs of SMEs with experience in national/regional RDI projects 

 

Base: SMEs with national/regional RDI project experience (weighted). N varies across single need 

statements (N~120). 
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Table 29: Main RDI need statements of SMEs with national/regional RDI projects 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,99 2,51 1,49 ,000 

2 2 admin 3,98 2,57 1,41 ,000 

3 1 rdifunding 3,76 2,38 1,38 ,000 

4 11 timetomarket 3,98 2,78 1,19 ,000 

5 17 matchingpartner 3,71 2,76 0,95 ,000 

6 43 datacontrol 3,58 2,64 0,94 ,000 

7 38 usercustomization 3,55 2,70 0,85 ,000 

8 35 relatedcontent 3,54 2,78 0,76 ,000 

9 39 usersharedigicontent 3,51 2,79 0,72 ,000 

 

More technical needs & lower need for RDI and market overview 

SMEs that are involved in regional and national RDI projects showed to have 

stronger needs in the technical area. Accordingly, this subsample has additional 

needs with regard to the following issues:  

• Increasing the likelihood to find related content from diverse sources (35) 

• Increasing the ability of the user to adapt digital content to his/her needs 

(personalisation) (38) 

• Increasing the possibility of the user to share digital content (39) 

• Increasing the ability of the user to control their personal data (43) 

 

Needs in the “Disengage? Quadrant” 

While these are the technical needs SMEs might focus on, future efforts might 

deemphasise investing in satisfying needs pertaining to breakthrough innovations 

(7), generating computer graphics (22) and the production of digital content (30, 31, 

32).  

Additionally, it might be possible to disengage from supporting these companies in 

minimising the risk that the interests of research organisations and companies in 

RDI projects do not complement each other (18).  

Finally, companies involved in co-operation with universities and other companies 

seem to have a good overview of RDI and market developments in their sector (14). 

In contrast to the current subsample, this was an important need in the “Focus 

Quadrant” for the overall sample.  
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4.2.4 RDI needs of SMEs with experience in EU projects 

 

Figure 31: Main RDI needs of SMEs with experience in doing EU projects 

 

Base: SMEs with EU project experience (weighted). N varies across single need statements (N~65). 

 

Table 30: Main RDI need statements of SMEs with EU project experience  

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,95 2,47 1,48 ,000 

2 9 flexibility 3,99 2,60 1,39 ,000 

3 2 admin 3,82 2,47 1,35 ,000 

4 46 robustness 3,97 2,71 1,26 ,000 

5 1 rdifunding 3,60 2,35 1,26 ,000 

6 8 resultsdonotmeetdemands 3,94 2,70 1,24 ,000 

7 11 timetomarket 3,87 2,75 1,13 ,000 

8 43 datacontrol 3,66 2,56 1,10 ,000 

9 37 userinteraction 3,74 2,64 1,10 ,000 

10 19 findRDIresults 3,51 2,59 0,92 ,000 

11 20 findRDIprograms 3,60 2,74 0,87 ,000 

12 14 gainoverview 3,51 2,64 0,86 ,000 

13 7 breakthrough 3,51 2,75 0,77 ,000 
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Technical and commercialisation needs 

In view of technical needs, SMEs with experience in EU RDI projects, such as FP7 

projects, focus on data control for the user (43), robustness of new software (46) 

and the ability of users to interact with digital content from diverse sources (37). 

In addition, these companies have a second focus beyond and above the general 

foci described in Section 3.1 (RDI need analysis across all companies), pertaining 

to commercialisation needs, such as the need to achieving breakthrough 

innovations (7) through conducting RDI projects and the need that RDI 

results/output meet the demand of the market and customers (8). Finally, SMEs 

with experience in EU projects differ from the overall sample in that they perceive a 

stronger performance gap with respect to finding already existing RDI results (19). 

 

4.3 Capabilities 

Next to the different industries companies belong to, each SME has a unique set of 

core capabilities by which we discriminate the SMEs in this section. All core 

capabilities are categorised based on the Networked Media Report of the European 

Commission (20108) into the following four capability groups and one group 

summarizing other capabilities (with focus and disengage opportunities that were 

identified on top of overall focus and disengage opportunities in brackets):  

• User Centric Media (FOCUS: university and research organisation co-

operation, exploitation of RDI output) 

• Future Media Networks (FOCUS: university and research organisation co-

operation, finding RDI results; DISENGAGE: results do not meet demands) 

• 3D, Immersive, Interactive Media (DISENGAGE: university and research 

organisation co-operation) 

• Multimedia Search (FOCUS: achieving breakthrough innovations, results 

do not meet demands; DISENGAGE: non-RDI specific activities, duration of 

RDI projects, finding RDI results) 

• Other (not discussed, since this subsample is very unspecific with regards 

to its composition) 

 

                                                           
8
 European Commission – Information Society and Media (2010, 3

rd
 Ed.). Networked Media: 

Current Research, Results, and Future Trends. Brussels: European Commission. 

doi:10.2759/36209 
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Figure 32: Distribution of SMEs according to capabilities 

 

 

In the following subsections the RDI needs according to these four-plus-one 

capabilities are presented in more detail. 
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4.3.1 SMEs with user centric media capabilities 

Figure 33: Main RDI needs of SMEs with user centric media capabilities 

 

Base: Companies with core capabilities in user centric media (weighted). N varies across single need 

statements (N~180). 

Table 31: Main RDI need statements across companies with user centric media 

capabilities 

Rank Nr. RDI Needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,98 2,41 1,57 ,000 

2 1 rdifunding 3,79 2,34 1,45 ,000 

3 5 developmnttime 4,00 2,60 1,40 ,000 

4 2 admin 3,85 2,51 1,34 ,000 

5 9 flexibility 3,92 2,70 1,22 ,000 

6 17 matchingpartner 3,81 2,66 1,15 ,000 

7 11 timetomarket 3,78 2,65 1,13 ,000 

8 21 learnexperiment 3,83 2,73 1,10 ,000 

9 10 exploitation 3,82 2,76 1,07 ,000 

10 20 findRDIprograms 3,55 2,58 0,97 ,000 

11 12 IPR 3,64 2,70 0,94 ,000 

12 14 gainoverview 3,61 2,74 0,88 ,000 

13 15 unicoop 3,53 2,73 0,81 ,000 
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Co-operation with universities and research organisations and 

commercialisation 

In contrast to SMEs with 3D, immersive and interactive media capabilities, SMEs 

with user centric media capabilities have voiced a need with regard to increasing 

the level of co-operation with universities and research organisations (15). 

Additionally, these companies seem to want to minimise the risk that RDI 

results/output cannot be exploited commercially (10) or due to intellectual property 

rights issues (12). 

 

4.3.2 SMEs with future media network capabilities 

 

Figure 34: Main RDI needs of SMEs with future media networks capabilities 

 

Base: All companies with core capabilities in future media networks (weighted). The numbers for N 

varies across single need statements (N~140). 
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Table 32: Main RDI need statements for companies with future media networks 

capabilities 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 3,94 2,50 1,44 ,000 

2 1 rdifunding 3,78 2,39 1,39 ,000 

3 2 admin 3,86 2,47 1,38 ,000 

4 5 developmnttime 3,89 2,68 1,21 ,000 

5 9 flexibility 3,92 2,83 1,09 ,000 

6 11 timetomarket 3,88 2,81 1,06 ,000 

7 20 findRDIprograms 3,64 2,66 0,98 ,000 

8 14 gainoverview 3,66 2,74 0,91 ,000 

9 17 matchingpartner 3,63 2,74 0,89 ,000 

10 19 findRDIresults 3,55 2,67 0,88 ,000 

11 33 sharing 3,55 2,78 0,77 ,000 

12 15 unicoop 3,57 2,82 0,74 ,000 

13 43 datacontrol 3,54 2,84 0,70 ,000 

 

Co-operation, find RDI results and control of personal data 

For the subsample of SMEs with future media networks capabilities, three 

additional needs were identified. Accordingly, it might be beneficial for these 

companies to increase the level of co-operation with universities and research 

organisations (15), minimise the effort needed to find already existing relevant RDI 

results (19) and to increase the ability of the users to control their personal data 

(43). 

 

Needs in the “Disengage? Quadrant” 

Additional areas for possible disengagement could be the need to minimise the risk 

that RDI results do not meet the demands of the market and customers (8) or 

increasing the possibilities of users to share digital content (39). 
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4.3.3 SMEs with 3D, immersive & interactive media capabilities 

Figure 35: Main RDI need statements for SMEs with 3D, immersive & interactive 

capabilities 

 

Base: Companies with core capabilities in 3D, immersive and interactive media (weighted). N varies 

across single need statements (N~105). 

 

Table 33: Main RDI need statements of companies with 3D, immersive and interactive 

media capabilities  

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 4,10 2,38 1,71 ,000 

2 2 admin 3,94 2,51 1,43 ,000 

3 1 rdifunding 3,83 2,41 1,42 ,000 

4 9 flexibility 3,99 2,65 1,34 ,000 

5 41 intuitiveuse 3,84 2,67 1,17 ,000 

6 33 sharing 3,71 2,68 1,04 ,000 

7 10 exploitation 3,71 2,68 1,03 ,000 

8 17 matchingpartner 3,63 2,61 1,03 ,000 

9 20 findRDIprograms 3,53 2,60 0,93 ,000 

10 39 usersharedigicontent 3,51 2,60 0,91 ,000 

11 18 notcomplement 3,53 2,68 0,85 ,000 
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Complementarity and user centred needs 

SMEs with 3D, immersive and interactive media capabilities have additional needs 

with regard to improving the complementary between the interests of research 

organisations and companies in RDI projects and with regards to user centred 

needs such as increasing the possibilities of users to share digital content (39) and 

minimising the risk that software and applications cannot be used intuitively (41). 

 

Needs in the “Disengage? Quadrant” 

Areas for possible disengagement in addition to the already mentioned areas in the 

overall sample are the co-operation with universities and research organisations 

(15), the generation of computer graphics (22) and the production of digital content 

(e.g. audio, video) that appears realistically (23). These results are not surprising as 

the above mentioned technical needs are closely connected to the core capabilities 

of the SMEs with 3D, immersive and interactive media capabilities.  

 

4.3.4 SMEs with multimedia search capabilities 

 

Figure 36: Main RDI need statements for SMEs with multimedia search capabilities 

 

Base: Companies with core capabilities in multimedia search (weighted). N varies across single need 

statements (N~60). 



Survey Report on RDI needs of SMEs in the Digital Media Industry and the Web Economy 

85 

 

Table 34: Main RDI need statements across companies with multimedia search 

capabilities 

Rank Nr. R&D Needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 3 financialrisks 4,28 2,31 1,97 ,000 

2 2 admin 4,00 2,47 1,53 ,000 

3 11 timetomarket 4,09 2,61 1,48 ,000 

4 1 rdifunding 3,76 2,47 1,29 ,000 

5 8 resultsdonotmeetdemands 3,78 2,53 1,25 ,000 

6 9 flexibility 3,83 2,63 1,20 ,000 

7 45 Datatheft 3,76 2,66 1,10 ,000 

8 14 gainoverview 3,59 2,57 1,03 ,000 

9 7 breakthrough 3,58 2,57 1,01 ,000 

10 43 datacontrol 3,52 2,62 0,90 ,001 

11 33 sharing 3,48 2,60 0,88 ,000 

12 42 personaldatamisuse 3,45 2,59 0,86 ,002 

 

Commercialisation and data security and fewer organisational needs 

SMEs with multimedia search capabilities have additional needs in the area of 

commercialisation and in the area of data security. 

Accordingly, the graph above shows the need for RDI projects to deliver 

breakthrough innovations (7) and the need that results/output meet market and 

customer demands (8) as needs that these companies have over and above the 

general sample in this study.  

In addition, technological needs concerned with data security seem to be important 

and relatively unsatisfied. Here, minimising the risk of personal data misuse (42), 

increasing the ability of users to control their personal data (43) and minimising the 

risk of data theft (45) are additionally in the “Focus Quadrant”. 

 

Needs in the “Disengage? Quadrant” 

With regard to opportunities for disengagement, this subgroup shows to have 

comparably many items pertaining to organisational and learning and networking 

need categories in the “Disengage Quadrant”. As such, with regard to this 

subgroup, no further resources might be needed to invest into minimising the 

amount of non-RDI specific activities (4), the duration of RDI projects (6) or effort to 

find RDI results (19). In other words, the satisfaction with these issues is relatively 

high in relation to its perceived importance.  

Not surprisingly for a subgroup whose core capability is related to handling large 

data (36), the ability to analyse large data volumes (e.g. big data) (26) is of even 

lower priority than for the rest of the present sample.   
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4.3.5 SMEs with capabilities categorized as “other” 

Figure 37: Main RDI need statements for SMEs with “other” capabilities 

 

Base: Companies with core capabilities in other fields (weighted). N varies across single need 

statements (N~55). 

Table 35: Main RDI need statements across companies with other capabilities 

Rank Nr. RDI needs of SMES Importance Satisfaction Gap analysis Sig. (gap) 

1 2 admin 3,71 2,09 1,62 ,000 

2 3 financialrisks 3,86 2,32 1,54 ,000 

3 1 rdifunding 3,53 2,24 1,28 ,000 

4 21 learnexperiment 3,74 2,48 1,26 ,000 

5 11 timetomarket 3,86 2,71 1,15 ,000 

6 5 developmnttime 3,66 2,62 1,04 ,000 

7 16 compcoop 3,58 2,59 0,98 ,000 

8 20 findRDIprograms 3,47 2,49 0,98 ,000 

9 10 exploitation 3,66 2,68 0,98 ,000 

10 12 IPR 3,48 2,57 0,90 ,000 

11 19 findRDIresults 3,46 2,59 0,87 ,000 

12 17 matchingpartner 3,38 2,52 0,86 ,000 

13 35 relatedcontent 3,34 2,73 0,62 ,005 
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5 Conclusions & Future Research Opportunities 

 

Our findings suggest that SMEs in the digital media industry and web economy 

generally have more needs pertaining to non-technical issues, such as applying for 

RDI funding, administrative effort and financial risks. However, the number of 

possible technical needs is much larger than those surveyed in this study. More 

importantly, technical needs can be very specific and fine-grained. Due to 

limitations of length that all survey studies impose, this level of specificity is not 

reflected by the current study. Future studies might benefit from investigating highly 

fine-grained, specific technological needs in specific industries. As such, a targeted 

industry study might shed some light into the exact technological needs of 

European SMEs. 

Moreover, as already mentioned above (see Executive Summary), the identified 

need for a focus on increasing return on RDI investments is composed of (a) an 

input/costs perspective (slightly more emphasised), pertaining to financial risks and 

(b) an output/commercial benefits perspective. 

As entrepreneurs in the digital media industry and web economy often have an 

excellent technical background, it is not surprising that the technical needs are often 

relatively well-covered. As SMEs can—due to their small size—seldom afford to 

hire managers with only business administration tasks, these needs have a 

generally higher probability to be under-served. In addition, other factors as for 

instance the shift away from focusing on technical features towards focusing on 

organisational and market-oriented features increase the focus on financial (input) 

and commercialisation (output) issues. 

Future research might look into possibilities to better train and support innovative 

SMEs and their founders with regard to the financial, management and commercial 

skills that are needed in order to be successful in their respective industries. In 

addition, it might be valuable to also investigate those cases that in fact solved the 

above mentioned problems despite or because they were small and had a technical 

background and motivate them to share their expertise with other SMEs. Finding 

these so-called bright spots answers the question of “What is working and how can 

we do more of it?”9, thus informing future RDI programmes and research. In line 

with this proposition are possibilities for creating networking platforms for SMEs to 

share their ideas and results, possibly also helping micro and small companies to 

find matching project partners or investors, an issue that was reflected by the 

results of this study. 
  

                                                           
9
 Heath, C., & Heath, D. (2010). Switch: How to Change Things When Change Is Hard. New York: 

Broadway. 
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In sum, our study has investigated a wide spectrum of possible needs, including 

organisational needs, learning and networking needs, commercialisation needs as 

well as technological needs. While the most important needs identified pertained to 

organisational needs, different subsample comparisons revealed noteworthy 

differences between different industries, firms with different capabilities, size or 

experience. 

If one would have to single out specific needs from the current results, it would 

certainly be the needs for minimizing the effort to apply for RDI funding, minimizing 

the administrative effort and, finally, minimizing the financial risks of participating in 

RDI projects (e.g. pre-financing or late payment rates). 

Still, the overall picture is relatively positive with the majority of SME needs being 

adequately satisfied. 

 


